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Sterl 
and pram information 
for 52-piece service. 





heavy hin 
of Lid-Lo 
chest ope 
bottom py 
scratches 
case—The 
tional Sil 
pany Prev 
nish clot! 





= $47.79 NET -— 

ce nly for silverware 

—service for 8 and 5 knives 

and forks—no charge for ex- 
tra equipment. 


Please ship: DW Chest M__ (Mahogany) .. . B_____ (Blond 
Knife and fork samples all Regular____or Viande and Regular__f 
52-piece Service for 8 in Romance... Regular or Viande_— f 


Soups: Round Bowl Cream Dessert 


NAME — 


ADDRESS 





PUT THIS UNIQUE COUNTER MERCHANDISER TO WORK FOR YOU! 





This chest should be a permanent sales fixture in your store—Handsome—available in 
blonde or mahogany finishes. Complete . . . one unit to do the whole selling job! 

















CITY STATE 
© COPYRIGHT 1953, THE INTERNATIONAL SILVER CO., HOLMES & EDWARDS DIVISION, MERIDEN, CONN ALL PATTERNS MADE IN U.S. A. . 
1 Mail to: The International Silver Company, 


Holmes & Edwards Division, Meriden, Conn. 
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SNAP-ON 
CARRING GUARDS 

A NEW OVER-THE-COUNTER ITEM 

WITH A READY-MADE DEMAND... 


A NECESSITY FOR 


EVERY WOMAN WITH EARS 


| ‘Comfysafe’ EARRING GUARDS are hollow-formed discs of stainless 
steel that snap onto the screw ends of earring fasteners. They pro- 
vide a non-slip grip that holds securely with only light pressure on 
the ear. NO MORE LOST EARRINGS, NO MORE PINCHED EARS! 
Every woman has been wishing for something like this, and will eagerly 
part with fifty cents for the comfort and safety ‘Comfysafe’ EARRING 
GUARDS will bring. You can sell her a set with every pair of earrings 
she buys, and for every pair she now owns. They fit all screw type 
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Each pair mounted on a tent folder 
(shown actual size) that will stand in 
your showcase. Dozen pair to a card 
(right) designed for self service. Price 
to the Jeweler, $3.00 per card. Retail 
50c pair, exempt from Federal tax. 


A. SAUER & COMPANY 


KON-ITE BLDG., CINCINNATI 2, OHIO CE ee 
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[ndividual treasures available on 
consignment for your special requirements. 
A complete selection of 
platinum and gold jewelry, precious 


colored stones and loose diamonds. 


Diamond necklaces from 
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HIGHEST QUALITY -traditional in Handy & Harman 
Sterling Silver and Karat Golds— means the very best 
that up-to-the-minute metallurgical science can produce. 
It means alloys with the right working properties for 
stamping, spinning, handwrought work and other speci- 
fic operations. It means unvarying uniformity in fine- 


ness, finish and gauge. 


REFINING SERVICE — We refine all TO MANUFACTURERS this all adds up to wider lati- 
kinds of manufacturer’s scrap, 
A anu toethagmtovervaliaaprviage? tude in design and smooth-flowing, lower-cost production. 
taining precious metals — also old 


“gold, silver and platinum received 
from retail jewelers. Special scientific 


methods, special equipment and long TO YOU—THE RETAIL JEWELER— it means better 
experience assure full and accurate 
returns from every lot. merchandise, an assured reputation for quality, and 


unfailing satisfaction —all keys to long-run success. 


HANDY & HARMAN 


82 FULTON ST., NEW YORK 38, N. Y. 


Bridgeport, Conn. © Chicago, Ill. « Los Angeles, Cal. © Providence, R. 1. © Toronto, Canada 
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USE Our RESOURCES... 


TO SOLVE Your PROBLEMS! 


Dyer Mm io mcomiclilehic(aitic-mellm colels 
items—you can get rid of your 
of-Sifelalialemelilem olxexelUlailolsmmal-tolon 
aches’ by allowing KB to supply 
you with all your ring finding 
needs. 


Our advanced methods of de- 
TefallaremelsreMeliae) dil mlsmmelelalita ze 
production give you thousands 
of styles from which to choose. 
This means more sales, consistent 
savings—bigger profits for you. 


SPECIFY K&B DIE STRUCK RINGS 
AND FINDINGS...AND BE SURE 


709! af *INDING MANUFACTURERS 


we 


"e 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —IT’S | ING. 
FALCON STONE RING MANUFACTURING COMPANY, Inc. = 
A DIVISION OF KARLAN & BLEICHER | | ; 


en “ 
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OUR 80" YEAR 


Since 1873, the Name that has continued 
to be a Leader in the Gold Filled Quality Parade 


It is significant in a highly competitive field 
that, since its very establishment, the name 
“Simmons” stamped on jewelry has con- 
tinued to grow in prestige with each of its 
eighty years. 


This steady and ceaseless maturing of 
faith in the Simmons name is, we feel, at- 
tributable to our basic policy of vigilant 
quality in every single element of every 
item which bears that proud name. 


Jewelry bearing the time-honored mark 
of Simmons has never failed to meet . . . or 
even to surpass . . . the requirements fixed 
by U. S. Commercial Standards CS 47-34 
for gold filled stock. 


Here is quality that has never been 
tampered with. You may rest assured that 
it will continue to hold its position among 
the nation’s leading manufacturers of 
Quality Jewelry. 


R. F. Simmons Company, Attleboro, Massachusetts 


“AN EIGHTY-YEAR-OLD NAME SYNONYMOUS WITH 
QUALITY GOLD FILLED JEWELRY” 
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BAKER & CO., INC. 


113 ASTOR STREET, NEWARK 5, N. J. 


NEW YORK e 
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SAN FRANCISCO 


CHICAGO 





These shanks and settings were selected because of 


their popularity and to convey some idea of the variety 


and versatility of our line. Our one-piece shanks cover 
a range from plain basic shapes to elaborate designs. 
Among them are fish-tail and styles adapted to hold 
diamonds on both sides of the solitaire. Any of our 
settings will fit our shanks and, with them, distinctive 
combinations can be made. Both shanks and settings 
are made in jewelry palladium and gold. 


Where an asterisk appears opposite the number, the 
shank may be ordered in yellow gold-palladium 
combination. 
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_ Our own sales representatives will shortly eat! upon you with 
Famous Bretton Watch Bands offered to bho for the first time, direct 
from Bruner-Ritter, Inc. 


S Aioae the many advantages. you gain hrough this new 
method of distribution are the following: 


You will enjoy a higher mark-up. 
. Wecan guarantee better service on deliveries and repairs. 


: You will be provided with planned point-of-sale material, skil- 
fully coordinated with a brilliantly conceived national advertis- 
ing campaign. 


We can make you an actual partner with whom we deal face 
“to face. 


You will be amazed at the exciting and inspiring merchandise 
_and merchandising ideas our representatives will show you... 

new departures in display and in packaging that will create new 

interest in watch bands and step-up traffic in your store. 


In order to demonstrate our improved ability to serve you even 
before our representative reaches you, we suggest that you write, 
phone or wire direct to us for any fill-in merchandise you may need 





following the holiday season. The action you get will surprise and 
delight you. 
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DIAMOND RING SETS 
WITH FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices ‘4 
FROM $36.50 RETAIL ~Qh a 
FROM $79.50 RETAIL Tees 
FROM $99.50 RETAIL 4 


FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 



















Princess Rings and a 






varied line of Diamond 






Wedding Rings, set part- 
way and all around... 
Fishtails, Channels, Double- 
Row and Wide Wedding Rings. 














We manufacture one of the most complete 


ee 
peo 


lines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 





RINGS ENLARGED 
TO SHOW DETAIL 





NEWSPAPER MATS AVAILABLE 





_DIAMOND RINGS 


a 


BRISTOL SEAMLESS RING COMPANY «- 71 NASSAU STREET, NEW YORK 7, N. Y. 
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3 GOOD REASONS 

why ROSARIES by 
CATAMORE 

are FIRST CHOICE 


... with consumers 
with retailers 
with wholesalers 


R77 R/C Sterling silver 
Square shaped beads 


Genuine 
Kock 


Crystal 


R89 R/C Sterling silver 


’ ' WwW : 
These three new creations speak well for saunas 


1. artistic beauty—genuine rock crystal 
beads cut in sparkling patterns. 


2. skillful craftsmanship—delicately <ngraved sterling sil- 
ver medal and crucifix in classic lines. 


3. profits—once they are shown, the in k tal 
ssirttce \ siaaent sda sewn waar R76 R/C Sterling silver 
rosaries are certain to appeal to your customers, assuring Lantern shaped beads 


(INNES 


231 PINE STREET e PROVIDENCE 3*Rei1 


you of high volume sales. 
So order your stock now! 





THE JEWELERS’ CIRCULAR-KEYSTONE 














As the Curtains Close on One Year — 
And Open on Another... 


Our Thanks to Al 


Dorituusm” (airs (ae 


1952 was another banner year for Bulova—a year in which 
Bulova strengthened its position as far and away 
America’s largest-selling fine watch. It was your steadfast 
loyalty and cooperation that helped make this possible 

—and you have our heartfelt thanks. 


e future we pledge that Bulova will continue to 
back you with the most powerful advertising 


” pala 
/ President 


atch Company 















ON THE 
STORK CLUB 
SHOW 


CBS-TV Network 


























Now GEMEX watchbands will be pre-sold in 
a celebrity-studded atmosphere of glamour and 
sophistication on Sherman Billingsley’s fabulous 
Stork Club TV Show.” You'll see world-famous 
personalities who set the pace in fashions and 
jewelry...a perfect background for telling millions 
of your watchband customers to choose a GEMEX 


—the watchband preferred at the Stork Club. 





*Be sure to see the Stork Club on CBS-TV Network 
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nfroducin FOUR NEW DISTINCTIVE SE)\EX WaTcHBANDS 


you'll want in your stock 



















For this greatest spring watchband promo- comfortably—in yellow gold finish or stain- 
tion in history, GEMEX announces four new less steel... the Pirovette for ladies, brand- 
expertly designed watchbands. The Adora- new to the fine GEMEX collection, matchless 
tion and First Love—lovely, smart additions in craftsmanship and styling, designed to be 
to the popular Sonata and Rhapsody series, fashion-right. 

in yellow, white or pink gold filled . . . the Show these new GEMEX watchbands to 
masculine St. Regis, with exclusively tapered your customers—watch them sell on sight! 


ends that enhance the watch and fit the wrist 


HERE THEY ARE—the new GEMEX watchbands—made for longer-last- 
ing beauty. No catches or buckles . . . they're safe, secure .. . slip on; 
smoothly ... And they're priced right for gift giving. 














First Love +44] 


St. Regis +568 
Retail $9.95 F.T.I. 


Retail $12.95 F.T.1. 


Adoration #442 
Retail $9.95 F.T.I. 


Pirovette +439 
Retail $8.95 F.T.I. 






Cost $3.60 Cost $3.90 Cost $5.10 Cost $3.90 
t 
ecla You can order the four new GEMEX watchbands and this 
exciting MOTION display* at no extra charge. 
ie ff er! Order from Your Wholesaler 





Retail value $41.80 Cost to you only $16.50 







*Supply of displays is limited. 
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we add the - 
gracious styling that outlives 


in that way, we have served ‘the wh Ne: 
_and jobbing trades exclus é 


Manufacturers of Gold and Platinum Watch 
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JEWELITE. 









A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 


and casts exceptionally clean 


SUPPLIED IN ALL FORMS 


“TRADEMARK APPLIED FOR 





SETTINGS and SHANKS 
in PALLADIUM and GOLD 











SERIES 570 


ACCURACY 


SERIES 485 


HONESTY 

















° REFINERS & SMELTERS P JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. e@ Phone JUDSON 2-3095 e@ New York 19, N. Y. 
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WE’VE PUT A LOT OF FRESH THINKING | 


a 
Spectacular Design! 


Spectacular Price! 1 hag . : 


Spectacular Volume! 


A magnificent new band made in the finest traditions of jewelry 
craftsmanship... yet priced to please the lowest budget! 
Frankly, this value is exceptional — even for FLEX-LET! 
Exceptional, too, the ingenious design that gives the effect of two 
layers of precious gold! It’s our value leader... your volume 
leader! And you get full profit, as on all Flex-Let watch bands. 
Expansion Style No. 155 Expansion Style No. 150 
Gold-filled top, stainless steel back ]39 Non-corrosive Stainless Steel Ado 
Retails, FT.1. Retails, Tax Exempt 


Another Brilliant iow , 
Achievement! Zrut a 
The Facet-Cut’s shimmering facets catch the light with every 
flick of the wrist! Whether in yellow gold-filled or gleaming white 


stainless steel, there’s sure-fire sales appeal in the Facet-Cut’s 
diamond-bright beauty, its surprisingly low price. 





A. A A a a oO 


Expansion Style No. 128 Expansion Style No. 126 


Gold-filled top, stainless steel back ()?9 Non-corrosive Stainless Steel f%° 


Retails, FT. 1. Retails, Tax Exempt 


New—for nurses’ and TH “a wit . 
ladies’ sport watches Ye 
New ladies’ straight end watch band with dazzling eye appeal, 
instant sales appeal! 


Expansion Style No. 254 Expansion Style No. 252 


Gold-filled top, stainless steel back 7 Non-corrosive Stainless Steel fe 
Retails, E T.l. Retails, Tax Exempt 


ORDER THESE NEW FLEX-LET FASHIONS FOR WATCHES NOW...AND 
REMEMBER—FLEX-LET GIVES YOU AN EXTRA MARGIN OF PROFIT ON EVERY BAND 


Copyright 1952 by Flex-Let Corporation 


N@ jNTO WATCH BANDS AND COME UP WITH STUNNING 


-stimulating styles 


Now...the only watch band contour-engineered 
to blend with round watches! 


So ingeniously constructed... 
it becomes part of the case! 


At last...an expansion band with curved 
links and ends that are especially styled 
and contour-engineered to follow the 
curves of round watches. The Round- 
About transforms any round watch into a 
handsome jewelry masterpiece. Its three- 
dimensional surface radiates sparkle and 
brilliance. Amazing how even an ordinary 
waterproof watch takes on a costly, cus- 


tom look when you add a Round-About. 


Remember, the important trend to round 


watches makes the Round-About a must 
for your watch band department! Order Expansion Style No. 175 Expansion Style No. 170 


Gold-filled top, stainless steel back Non-corrosive Stainless Steel 
how for the Spring Selling Season ahead! Retails, ETI. Retails, Tax Exempt 


RARELY A REPAIR—NEVER,. BUT NEVER, A REPAIR CHARGE! 


SUD CREE ee warcn sands 


* Trade Mark Printed in U.S.A. 
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two built-in selling stories ! On one side, a 
fashion story arouses desire to own a beautiful 
Flex-Let watch band. On the other side, a convincing 
quality story clinches the sale! Helps your salesmen 


sell more bands in less time! 
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The only unit that lets you hand-pick yous 1 


your own store— your regular Spring order. 
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own assortment! No deals! Why should the jeweler in Texas be forcelf , 
to take the same assortment as the jeweler in Maine? Why should you take ang 
assortment other than the one you decide upon yourself? FLEX-LET doesn’t dictat 
which watch bands you must take... you order the watch bands that sell best jy 
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does such a big job—in such small spe 


In addition to the ten bands displayed, two drawers 
visible only from the back, hold 25 watch band 
each. Total, 60 bands. Yet the unit is only 15° lon 
x 12” wide—only 2%4” high! 
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ABOUT 





unit 





The ony 


designed to display and help you sell all 


jewelry! Rich, soft maroon velvet cover makes an 


impressive background for the display of all other 
merchandise. A luxurious, finely crafted display 
designed to enhance your showcase. 








CLOSED 


necklace and earrings by Pennino 


unit ideal 





for small, as well as large jewelers! Flex-Let 
doesn’t want you to tie up your money in a lot of 
extra stock! You need only maintain a FIVE DOZEN 
WATCH BAND inventory. Re-order a band or so... 
keep your inventory low! 


INVENTORY CONTROL 


pS fOr Vou 


..- AND COME UP WITH A UNIT THAT HAS 


a. _¢ 











personalized with your store name! The 
name of your store is stamped in gold letters on a 
satin ribbon that adorns the velvet cover . . . added 


prestige for your store. 


Unit is yours FRE 
assorted watch 
is no more — Pro 
requirem 
ahead! Or 


« ¥ 





yours AT NOE 


unit with so much “‘Fifth 


Avenue Elegance”! Rich, soft 
maroon velvet covers. Magnificent, 
hand-rubbed natural oak. A new 
high in luxury for your showcase. 





Re-order a band or so... 
Keep your Inventory low! 





POST-PAID RE-ORDER CARDS! 


With your Flex-Let Inventory Control Unit 
you get a sturdy envelope with a generous 
supply of re-order cards. It takes just a 
moment to order as you sell —to prevent 
lost sales by having the bands you want 
when you want them! 


XTRA COST! 


ou order five —_ 
r This 
our own choice. 
a haere your minimum 
elling season 
fitable watch 
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band department. 

















NOW —- FOR THE FIRST TIME! 





The greatest step forward in men’s jewelry merchandis- Now, Beau Brummel men’s jewelry provides you 
ing in years! Flex-Let makes history by giving you Beau with never-before pricing convenience, never-before 
Brummel men’s jewelry priced as you like it! Every selling convenience. It’s another extra service by 
piece, every set is pre-ticketed to include Federal Tax. Flex-Let to make selling faster... easier for you, 
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MEN’S JEWELRY Cn 
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$3.50 To *8.95 F.T.I. a 
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and you get Keystone-Plus mark-up! 





3 


yly : 
Individual cuff links Y ry = —. 
and tie bars L727 7 1) yg ae 
Retail 3.50 to 4.95 FE. T.1. “> ] 
Matching sets 
Retail 6.95 to | | . . ) — 
8.95 ET.1. -: = of \ a SS 


— ae 
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All magnificently 
gift boxed. 


a magnificent new merchandiser at 
0 extra cost! Here is a men’s jewelry assort- 


ment, right at your fingertips for quick over-the- 
counter presentation to your customers. The Beau 
Brummel merchandiser is the smartest way to show 
men’s jewelry. The surest way to sell men’s jewelry. 
Automatically shipped with every order for 24 
assorted pieces or more. 


FLEX-LET CORPORATION ING. 580 FIFTH AVENUE, NEW YORK 19 + FACTORY: EAST PROVIDENCE, R.1I. 


Printed in U.S.A. : 








Style hint of the month 





Bert Bacharach Says: 


“Today’s neckwear is decidedly narrower in shape. It provides a trimmer 
look than the old bib-sized cravats which covered up most of the shirt 
front. The new, narrow ties show a goodly expanse of linen. The popularity 
of these ties should greatly stimulate the use and sale of tie-clasps or tie- 
pins. The narrow tie, if not anchored, has a tendency to get off center, 
thereby lessening the neat effect one hopes to achieve. Thus the tie-clasp 
may become a necessity, rather than a luxury, for the well-dressed man’: 


Mr. Bacharach is nationally famous as Men’s Fashion Authority for Colliers, This 
Week, the Mutual Broadcasting System, and the Herald Tribune Syndicate. These 
style “hints” are his own ideas, and insofar as they predict future trends, General 
Plate can accept no responsibility. 
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With jewelry made from Gold Filled and Rolled Gold Plate 
you can earn a sound profit based on the sound policy of 
offering a product with real and lasting value. To get the 
most out of your stock make sure that it is the thoroughly 
engineered product of General Plate. 








GENERAL PLATE DIVISION 
Metals and Controls Corp. 
OFFICES: Attleboro * New York * Chicago ° Detroit * Indianapolis * Los Angeles * Mansfield, Ohio 
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Opyxriginality of styling in good taste— 


fine quality—priced modestly—value you recog- 
nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


2413WB 
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71 F 603 
71 $ 603 


21/410 
19/431 


Te Heat of the Mater 


The Forstner line offers a wide selection of earrings, charm 
bracelets, identification bracelets and short key chains — 


all made with traditional Forstner attention to detail. Keyed 
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74 F 606 
74 S 606 





FE 233 
SE 233 
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74 F 607 
74 S 607 





Nines 





33 F 604 33 F 605 74 F 612 JEWELRY'S NAME FOR QUALITY 
33 S 604 33$605 74 $ 612 





These and other styles in Sterling Silver and 1/20th 12Kt. FORSTNER CHAIN CORPORATION © IRVINGTON 11, N. J. 


G. F. Available through authorized Forstner distributors. 
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The NEW 
Boys 'N 
Girls Ban 
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No. 936 G.F. $2.85 
S.S. $1.95 
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No. 936A A new Boys ’N Girls 

Assortment to give you new 

, values in this field pioneered by 
Foster. 


Standard Assortment S.S. $11.70 
Standard Assortment G.F. $17.10 






















iat. Mrs, 

sv 71 °4.3NC° 

\.. > a 2 
nk torn ben P 


S 


o 
‘ 


AY 
: yw. 
1 A = 


PK 
43s 





eN 
ite 


aL 


1” + ~! 
° ~ 
“4c? 
y} sok 
~~ 


Ss 





DESIGN PATENTS APPLIED FOR 
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Special ends, tailored 
for round watches using 
straight spring pins. 
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Once again Foster 


has engineered a 
needed watchband 
improvement—the 
curved end piece to 
fit round watches. 
Both of our big 
selling numbers 
1500 and 1520 are 
available with 
these special con- 
nectors at regular 
prices. Try them. 
There’s profit in 


those curves. 


No. 1520 No. 1500 
G.F. $3.75 G.F. $3.75 
S.S. $2.55 S.S. $2.55 
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No. 1501 
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New Numbers and Merchandising 
Tools to Help You Build Watch- 
band Profits. 






Wait ‘til your wholesaler shows the great new 






Foster line for 1953. Here are a few highlights — 





new bands and the sales-making curved ends for 





round watches. You will see new idents, new 






lockets, new packaging, new counter merchan- 





disers and promotion aids—every piece designed 





and manufactured to exacting Foster quality 






standards. You can sell Foster products in volume 






and keep your profits because Foster products 






stand up in service. Foster products sell on qual- 






ity more than on price. Ask your wholesaler! 

















THE QUALITY WATCHBAND 
AT A POPULAR PRICE 







FOSTER METAL PRODUCTS, INC., ATTLEBORO, MASS. 
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displays? 
Kreisler is O leader in both. 
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YOU WROTE THIS 7-POINT PROGRAM 


Your Watch Inspection Time Contest entries 
traffic-building advice from 





All the prizes have been awarded in the 4th 
Annual Watch Inspection Time Contest. 
Winners were announced in the December 


TRAFFIC-BUILDING WATCH-CARE 


trade press. 


And now it’s your turn! For this was a con- 


1. FROM NEW YORK! 


Always have your watch inspected by your 
Quality Jeweler once a year. It’s a check- 
up that’s sure to add years to its useful life! 


test with a purpose. Yes, to provide you with 





the business-building techniques that are 
creating Service Department customers for 
Quality Jewelers all over the country. 

So here, compiled from the outstanding 


entries you sent in, is a 7-point watch mainte- 


2. FROM TEXAS! 


For maximum accuracy, YOU watch needs 





nance program. It adds up to good watch-care 


advice for your customers... and good busi- 
ness for you expert regulation. Let your Quality 
Jeweler perform this service tor you— 


without charge, of course. 


3. FROM WASHINGTON, D. C.! 


Never open your watch case. Should your 
watch stop, take it to your Quality Jewel- 
er at once. Experience shows that un- 








trained hands can do your watch more 
harm in one minute than 10 years of 
constant wear! 





4. FROM CALIFORNIA! 


Even if your watch is water-resistant and 
shock-prool{—try not to invite trouble. 
Avoid wetting your watch—or giving it 





Best of all, it works! ‘These suggestions have 
paid off in stores just like yours from Maine 
to California. ‘They build jeweler prestige. unnecessary rough handling. 
They bring customers back into your store — 


regularly. And they build the kind of traffic 


imnt Seeds 60 even more eties in-peare alee. bs nnuniamne een 


The WATCHMAKERS OF SWITZERLAND 
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provide 
coast to coast 


ADVICE FOR YOUR CUSTOMERS 


0. FROM ILLINOIS! 


Like all of us, your fine Swiss watch funce- 





tions best when it keeps regular habits. 
So try to wind it regularly. Most people 
find morning is best, since we normally 
arise about the same hour each day. 


6. FROM LOUISIANA! 


Should your watch, in future years, re- 





quire parts replacement, be sure it 1s serv- 
iced by a Quality Jeweler who provides 
Genuine packaged Swiss repair parts. For 
Genuine parts, though costing no more, 
are your only assurance of replacements 
designed specifically for your watch, by 
the very same factory that made it. 


7. FROM RHODE ISLAND! 


Your watch strap is not simply decorative. 





It is a vital protection. If it should become 
loose or worn, take it to your Quality 
Jeweler at once for adjustment or replace- 
ment. It’s a move that’s sure to save you 
money in the long run! 
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OR CARE OF A QUALITY SWISS WATCH 








And to build your sales... 


HERE IS THE JANUARY AD 
WE'VE WRITTEN FOR YOU 
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Why there is no finer tribute 
tan to sayv— This ts a fine Swiss watch!” 


It's the highest «ompliunent t 
this watch that's se perfectly taslored te your nerds 
Hear the muted rhythm of the fine jeweled- lever Swiss mover 
Exactly hve ticks to a second—and, behind that split-se ond 
accuracy, three centuries of skill) Admure the simplicity 


se. “ the restrained elegance. Such « watch could come only from 
\ ~ oe Switreria auty, dependaliiny 








The Watchmakers of Suatzerland 


pene 





@ TIME IS THE ART OF THE Swiss 











‘The holidays may be over, but your 
overhead isn’t. That's why this 
Watchmakers of Switzerland adver- 
tising keeps selling, selling, selling 
for the Quality Jeweler. 

It’s just one more message 1n our 
year-round campaign to tell your 
customers about you and the quality 


products you sell. 








“For the gifts you'll give with pride—let your jeweler be your guide” 
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TRIED and PROVEN 








JUST THINK WHAT THAT MEANS TO YOU! 
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TRIED and 


Topps itela qi tc 
BRIDAL SETS 


The interlocking 
feature that 
keeps rings 

TOGETHER 
with diamonds in 

FULL VIEW 


at all times fos * en Ye 7 ie o of. Si E Y/ Vf, 7, Gg 
e (ea @ ee /earure-Lock has 
) €<— & cominced me that 

Lock swings out —_ -/~ 1 i, CY OU 7. 5E /, / G / / 


from secret 


hiding place iq orher ring Sf 


Always the latest in fashion! Always the finest in finish! 


There’s no guesswork about how Feature Lock sells diamonds for you. 
Feature Lock has been tried in every kind of jewelry store of every size 
in every kind of community. Results are the same everywhere; inspiring! 
Conclusive! Feature Lock will increase your diamond profits, too. 
together in Feature Ring Company, Inc. 
deanna 126 West 46th St. New York 36, N. Y. 
pe oh amr a NATIONALLY ADVERTISED - Sold only through Authorized Distributors 
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_AL ALTSCHUL | ARNOLD HARTMAN 4 OUAYE 
Lives in Sunnyside, L. |. | Lives in Chicago Ss Lives in Katonah, N. Y. 
Travels New England, Washington, “Travels Midwestern States S oe Travels New York State 
Virginia and Brooklyn : and New Jersey 





BEN FEINGOLD 
Lives in Philadelphia 
Travels Pennsylvania, New Jersey, 
Delaware and Maryland 

































The Six Most Wanted Men in America Today’! 


*KIN THE JEWELRY TRADE, THAT js 











We are the men YOU want, because we offer what YOU want: 
The MOST Complete Line of Rings Ever Shown by ONE Manufacturer! 


K. POLISHOOK & SON corp BUYS: 


‘First Lady'’’ and ‘‘Fidelity'' 


One of the largest and oldest diamond ring firms in the nation. We acquired 








the entire plant, the equipment, the ring models and the well-known trade 


names ‘‘Fidelity’’ and ‘‘First Lady.’ ® 











COMPANY < 


Mark of Quality Since 1879 


(2) ALL THE RING MODELS OF > ostBY & BARTON 








These highly styled gold rings, leaders since 1879, will continue to be the 


best-sellers with the American Public. 


POLISHOOK & SON CORP., bigger and better than ever...offers 


wl you EVERYTHING IN RINGS...styled and merchandised in EVERY 
= 


price range from BABY RINGS TO DIAMOND RINGS, retailing from 
$1 to over $1,000! 


K. POLISHOOK « SON core 
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- WE HELP YOU SELL - FREE DISPLAY CASES 
- FREE DEALER HELPS - FREE AD MATS 


+ FREE RESALE TAGS 











ONE GOOD SALESMAN 


To cover West Coast. 
See Classified Section, 
Page 189 





ONE GOOD SALESMAN 
To cover Southern area. 
See Classified Section, 
Page 189 
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DIAMOND ¥ 
















DIAMOND BRIDAL SETS WIDE ENGRAVED | 
DIAMOND WEDDING RINGS WEDDING RINGS 








BRIDE & GROOM PROMOTIONAL 
WEDDING BANDS DIAMOND RINGS 










PHIL POLISHOOK an, 7 , 
MAN 
President S SAMUEL SIDORSKY 
ecretary Vice President pone a 
sident 










FILIGREE WEDDING RINGS FRATERNAL RINGS 





TO ALL OUR FRIENDS, OLD AND NEW: 





GENUINE ZIRCON RINGS | FACETED WEDDING RING 


W 
an cn of our firm, family owned and Operated since 
y, we re very happy now that we will be an even 


greater source of su 
pply and of greater 
' servi 
the American Jewelers. Our three lines ce to our friends, 








PRECIOUS STONE RINGS | 
BIRTHSTONE RINGS SEMI-MOUNTED RINGS 





; R 
BABY GOLD RINGS oan a 





of New York 
IFT DELITY sou mo 


—— Heel Lady 


wg on ——— ring sales, greater profits. The continued 
ur firm, now in its 55th year, is y 
9 , is your guarantee for 7 
ur efforts in the future. We thank you all for your confidence an 






nal 







































DIAMO 


ino i j 

— — and wish you the very best success in 1953 
xt you are in New York—a cordial welcome will await 

you aft our new quarters. : 











Sincerely, 








President 






This assortment of wide wedding bands 
is ONLY ONE of over 100 differently 


NEW ADDRESS: 
merchandised RING DEALS we offer. Ask 
1h Fast AD tr St New York 1] N Y us to show you our “INVENTORY CON- 
ay ‘ Ethel TROL” set-ups—reducing inventory and 
increasing profit in your entire ring line. 


VAnderbilt 6-1664-5-6-/ 
















JOHN DOE, JEWELER 


Will Congress remember how 
long he's been patient? 


“The schoolboy whips his taxed top; the beardless 
youth manages his taxed horse with taxed bridle on oa 
taxed road; and the dying Englishman, pouring his medi- 
cine, which has paid seven per cent, into a spoon that has 
paid fifteen per cent, flings himself back upon his chintz 
bed which has paid twenty-two per cent, and expires in 
the arms of an apothecary who has paid a license of a 
hundred pounds for the privilege of putting him to death.” 


In these words, Sydney Smith described the crazy 
tangle of English taxes in 1820. With a few minor 
changes, his arraignment might well apply to our Ameri- 
can excise taxes in 1953. 


GROTESQUE GROWTH OF EXCISE PATTERN 


Under the World War II excises and rate increases 
enacted by Congress in 1941, 1942 and 1943, jewelry 
sales are taxed 20%. When this stiff tax was imposed, 
retailers accepted it stoically as an adjustment to total war 
conditions. But they still, a decade later, are handicapped 
by this discriminatory tax—and preposterous situations 
have developed within the taxing framework. Only a few 
of many typical absurdities are listed elsewhere on this 
page. 

We have a right to ask: “Is the current excise taxing 
policy realistic?” 


20% EXCISE IS A PENALTY FOR——? 


The original imposition of 20% excise on retail jewelry 
saies could be defended as an all-out 
wartime measure. But now, with World 
War II long past and post-war de- 


Let’s Talk 


TAXES! 





Is this Logical Tax Policy? 


TAXED NOT TAXED 


After Shave Cream Shave Cream 

Deodorants Mouthwash 

Electric Stoves Electric vacuum cleaners 

Lipstick Refills Lipsticks 

Refrigerators Deep Freezes 

Camera Tripods Projection Machine Tripods 

Ready-made Auto Seat Tailor-made Auto Seat 
Covers Covers 

Tie Clasps Neckties 


(From compilation by Arde Bulova) 











fense production leveling off, it hurts business, labor 
and the consumer. It chafes a needless sore spot in our 
economy. 


It punishes the jewelry trade for—what? For enter- 
prise? For doing business? For patriotically accepting 
the all-out wartime tax burden, and patiently enduring it 
so long afterward, while our economy has sought adjust- 
ment to new world conditions? 


IT’S TIME TO TALK SOUND TAXING POLICY 


It’s time to re-examine the tax program of the early 
Nineteen-Forties, in the light of today’s conditions. Many 
proposals already made would relieve inequities while still 
guaranteeing Government against loss of revenue. 


Typical is the suggestion of a 5% tax on every sale 
of finished articles (except food and drugs) to dealers or 
distributors—ending discrimination between industries, 
simplifying collection by enabling Government to deal 
with 300,000 manufacturers instead of 3 million retailers. 


To debate such proposals, and to consolidate the jewelry 
industry’s policy on tax matters for 1953, a series of 
meetings among key representatives of the trade is now 
under way. 


We urge every man and woman in the jewelry trade to 
follow closely the published reports of these meetings 
—and, when once it has been stated, to support the indus- 
try’s policy to the full. 


7 MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASS. @ 


PROVIDENCE, R. FI. ® 
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NOT merely water-tight... NOT merely water-resistant... BUT... 


WATERPROOF 




















I.D. again makes watch case history with a new im- 

9 proved waterproof watch case. Enthusiastically 
| approved by largest American movement manu- 
facturers and importers. Easy to assemble. Can be 
made to take all types of movements, including 
automatic. 


Hydraulic Compression 
Makes the Difference! 


$4 Dome oS eae . 
. te 


HYDRAULIC COMPRESSION is exclusive in 
America with I.D. Here’s how it works: While 
back remains stationary, slotted retaining ring 
rotates on flange, compressing the flange 
against neoprene gasket in channel of bezel. 
This eliminates the bunching up and flaking 
of gasket which commonly causes loss of 
waterproof qualities in the old-style screw- 
back type of case. No need to use a wrench or 





ening is sufficient to keep it waterproof. 





Sa 


1. BEZEL: highly styled, precision-made. 
2. MOVEMENT HOLDER: Prongs hold 
movement tight against reflector, acting 
as shock absorber, and eliminating jar- 
ring. 3. GASKET of Neoprene; impervi- 
ous to acids, water, oil, grease, etc. 
4. FLANGE BACK stamped from stain- 
less steel, with precision-machined finish. 
5. RETAINING RING (stainless steel). 
Slotted for key. Precision-machined 
threads. 6. KEY of hardened steel, fine 
finish. With fibre pad that keeps key 
from slipping and scratching back. 


ILD. WATCH CASE CQO,, inc. 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Offices and Factory: 137-11 90th Avenue, Jamaica, L.!. - JAmaica 3-8700 
NEW YORK OFFICE: Joseph Dinstman, Paul Korman 


q vise to tighten the new I.D. case. Hand-tight- 
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580 Fifth Avenue 
Telephone PL 7-6373 





; ise 
ee Nd CHICAGO OFFICE: William Bart, 29 E. Madison Street 


LOS ANGELES OFFICE: Leonard J. Ravven, 






Tested and Proved 


WATERPROOF 


by leading independent laboratory 





Scientists in a famous independent test- 

ing laboratory (name on request) sub- 

eg‘? 

Aes jected the new improved Series “C eS 

2 LD. Waterproof Watch Cases (as they aren Bee 

aXe leave the factory) to the most exact- eis Sete 
mS ing and critical tests and certified ne & 

ye cases to be center proel 
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215 West 5th Street 


EASTERN AND CANADIAN REPRESENTATIVE: 
Dave Kay, 93 Nassau Street, New York, N. Y. 
SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau 


Street, New York, N. Y. 


€o ee 
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2) 
AMERICAN-MADE WATCH CASES O 
‘ (Remain WATERPROOF as leng as crystal is intact, . O 
back is properly put on and gasket is unimpaired) 
ie 6 
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UNRIVALLED FOR BEAUTY 


UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 





Hand Carved 


A0CL 
Viitily 


Matched Wedding Ring Sets 













Designer Fred Barel has added to his ex- 
tensive line several new hand carved origina- 
tions that are more beautiful than ever... more 
exciting than ever... more irresistible than ever. 


Brilliantly conceived and created in the re- 
nowned Fred Barel tradition, BAREL BRIDAL 
Matched Wedding Ring Sets are outstand- 
ing for their exceptional quality and av- 





thentic originality...the exclusive choice of 
discriminating people from Coast to Coast. 


exclusively 


designed by Sold Directly To The Retailer By The Manufacturer 
Mats Available Free Upon Request 


ie yy Vip 2 24-Hour Service On Ali Special Orders 


BRIDAL RING CO., Inc. © 87 Nassau Street * New York 38, New York 
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“There is a Limit 
at which Forbearance 
Ceases to be a Virtue 


Edmund Burke* 




















Most OF US BELIEVE in the generous, man- 
sized traits: in strength that is good-natured and 
in firmness exercised with forbearance. 


But some people think good nature and for- 
bearance are the signs of an easy mark. And oc- 
casionally they are tempted to abuse them. 


The Price Cutter Abuses 
Manufacturer’s Confidence 








In business this often takes the form of loss-leader 
price cutting. Certain merchants seek a short- 
cut advantage by advertising a strong, much- 
wanted article at less than its prevailing price. 
They hope to stimulate store traffic that can be 
diverted to weaker, slower-moving items. For a 





momentary gain, they sacrifice the famous prod- 
uct of a well-established manufacturer. 


The effect of this heedless action can be dam- 
aging to the manufacturer’s relations with more 
substantial dealers. For some of these, who are 
humanly quick to anger, tend to blame the man- 
ufacturer, not the price cutters. Understandably, 
though mistakenly, they suppose it was his leni- 
ency which encouraged price cutting. So, here 
or there, the manufacturer suffers the interrup- 
tion of a valued friendship. 


To be sure, this does not mean that the manu- 
facturer suffers any loss in total dollar volume of 
business. For his product is picked as a loss-leader 
precisely because it is strong, with a demand that 
far exceeds supply. Nevertheless, the responsible 
manufacturer is properly as much concerned 
with long-time friendship as with immediate dol- 
lars in sales. 





* The illustrious English statesman (1729-1797), friend and champion 
of the American colonists in their struggle for liberty. The quotation 
is from Burke’s defense of legislation that repealed the obnoxious 
Stamp Act and guaranteed important rights to individual freedom. 

















Omega’s New Distribution Policy 














Eventually Everyone Loses 





Eventually, loss-leader price cutting damages the 
whole industry concerned, and the whole trade 
involved, by destroying confidence in the stability 
of prices. Ultimately, it harms the American 
public by breaking down confidence in brand 
identity and brand prestige. 


This happened during the last two years in the 
field of watches. In this type of merchandise, the 
jeweler especially needs the protection of stable 
prices and fair practices. Yet a handful of short- 
sighted dealers cut prices and thereby seriously 
undermined the stability of the watch business. 


Omega’s primary object is the security and prosperity 
of its franchised jewelers. 


Its broad objectives include the stability not only of 
its own dealers, but of the entire jewelry trade. 


Omega’s distribution henceforth will be through q 
more compact and highly selected body of dealers op- 
erating on a franchise basis as hitherto, but with q 
closer understanding. 


Omega has selected a list of jewelers it would like to 
work with. These are leading jewelers in each city or | 
community, distinguished for their integrity, compe- 
tence, progressiveness and standing with the public. 
Most of them are present Omega dealers. Omega 
sticks by its friends. In addition, a number of jewel- 
ers who do not now carry Omega will be franchised as 
soon as quantities become available. And in the fu- 
ture, new jewelers who come to the forefront in their 
cities will be welcomed to the Omega franchise as | 
growing markets open up room for them. 


ere namana  om 


The Shining Target 





Numerous makes of watches were subjected to 
loss-leader operations, even in the high-priced 
field. Here, Omega was naturally the shining 
target. For this watch was in greater demand, 
compared to supply, than any other top-quality 
timepiece. In 1951, a notably slow year for 
watches, Omega could not begin to supply the 
demand. And again in 1952, Omega gave a 
Standing Room Only performance. It was per- 
haps to be expected that the price cutters should 
seek to capitalize on the unique position of the 
world’s most-wanted watch. 





Omega watches are fair-traded under the McGuire 
: Act. Their resale prices will be vigilantly maintained 
: by the use of this and every other proper means. 





Omega has discontinued selling to all jewelers whose 
short-sighted, destructive merchandising methods 
threatened to upset all U.S. business in fine watches. 








Omega will prevent the bootlegging of its watches by 
every means in its power. These means include a new 
. practice: the serial number of each Omega watch will 

| be recorded in our books together with the name of 
a the dealer to whom it was first sold. Thus, any Omega 
watch can be traced to its original source. 





Omega will continue to sell only direct to the retail 
jewelry trade. And because fine watches deserve re- 
sponsible dealer service, Omega does not sell to mail 
| order or catalog houses, or to house-to-house sellers or 
| to post exchanges. 





Omega will intensify its unusually close support of 
jewelers. This means not only technical support and 

security against irresponsible competition, but an ex- 

tensive program of integrated selling assistance. 


§ 


disturb Omega’s friendships, it was evident that 
the limit had been passed—the limit at which for- 
bearance ceases to be a virtue. 





Needless to say, this was done without the con- 
sent of Omega. But during the months when 
fair-trade pricing could not be legally maintained, 
they had no other means of defense than to dis- 


continue selling to the offenders. Omega, therefore, found itself compelled to 


Unquestionably, too, Omega watches got revise its entire distribution policy. The new 


through bootleg channels into the hands of deal- 
ers to whom they would never have been will- 
ingly sold by our organization. 


“There is a Limit...” 





When this kind of thing began to disrupt the sta- 
bility of the jewelry trade’s watch business and to 


policy, arrived at after weeks of careful evalua- 
tion, is published herewith. In some respects it is 
stricter than former Omega policy. On the other 
hand, it offers far more to the franchised jeweler. 


The immediate reasons for this policy are obvi- 
ous. But certain added reasons should be pointed 


out: 


Continued next page 




















You Cannot Hurry Quality 





Omega’s production cannot be rapidly increased. 
Omega has built and is building large new addi- 
tions to its factory at Bienne, Switzerland. But 
buildings and machines, however modern, do not 
of themselves produce watches. And certainly 
not watches of Omega accuracy and quality. It 
takes time to discover and select the best crafts- 
men, more time yet to train them in modern 
ultra-precision methods, still more time to work 
them into an unerring organization. It will be 
several years before Omega can catch up to even 
its present world-demand. 


Bigger Business 
with Selected Dealers 








There is only one way, then, that Omega can 
supply more watches to the responsible, better 
type, American jeweler. That is to channel its 
entire American allotment to him, in preference 
to his destructive and short-sighted competitor. 
This alone will call for a drastic reduction in 
the number of Omega dealers. 


Omega’s worldwide experience shows that it 
pays to work with fewer and better jewelers. In 
some countries that policy has enabled a selected 
half of the dealers to do twice the previous total 








OMEGA 


volume of business. Outstanding American jewel. 
ers are even more capable of multiplying thg, | 
sales if they can operate under such a highly yy. 
lective franchise. 





More Intensive Support 





Lastly, experience shows that Omega dealers’ sy. 
cess increases as the support behind them is jp. 
tensified. By working with a more compact group 
of franchised jewelers, Omega will be able to give | 
each one of them more thorough technical sery. 
ice, more and higher type display and other sale 
helps, more expert aid in window and store 2. 
rangement. This program will bring to the 
Omega dealer the latest experience of the mog | 
successful jewelers not only in the United State 
but in the great cities of Europe, South Americ, | 
and other continents. 





Security for Success 





Indeed, all points in the new Omega distribution | 
policy are in line with worldwide practices on 
which the success of thousands of famous Omeg: 
dealers has been built. : 

All factors in the new Omega policy add wp | 
to one thing for the franchised Omega dealer: the | 
assurance of security in building a bigger and | 
more profitable watch business. | 
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SOLE U. S. DISTRIBUTORS 


NORMAN M. MORRIS CORPORATION 


655 MADISON AVENUE 


NEW YORK 21, N. Y. 
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ATURAL QUESTIONS 
WHEN A MAN IS SELLING 
A STORE OR STOCK 








Write, wire or phone your other 
questions. Reliable Gordon answers 
incur no obligation on your part. 


FOR JANUARY, 1953 


If you call Gordon Brothers right 


now, chances are you can sell your 
store or stock as fast as a plane can 
carry us. In fifty years (we were est- 


ablished in 1903), we hardly re. 


member a store we didn’t buy 





because we weren’t ready, willing | 
and able to handle one more atthe —s_— 


30 busy ‘aay s.We ane six stores oe 2 


moment. To illustrate -* = esi dears _ 


in New York, Philadelphia, Daytona ee 





might have bought others in Texas, 


California, Connecticut and West — 
Virginia, not to mention the many — 


other places we talked with on the 
phone. Yes, in addition to every 
other reason, resourcefulness and 
readiness are two good ones for 
calling Gordon Brothers when you. 
want to sell. We’re the largest, as well 
as the oldest, firm of this kind in — 
bps States. 


Beach, (Florida), St. Johnsbury, 
(Vermont), Corry (Pennsylvania) 
and Beverly (Massachusetts). Inthe 
same period, we considered and 
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Only The NEW and UNIQUE 
Can Spark A Watch Band 
Buying Wave 


New WOODLAND Models by 
ES TENMAD 


WOODLAND expansion Watch Bands outmode all 
tolahd-lalitelale] Mm olel ale MoM ¢-To](-MRo MN d-T ol lola -Tuil-Tah amol-Tualolate! 
from people everywhere who want band, watch and 
wrist to echo the latest in good looks. Let this 


s,"£ @] @) B) WV | Oe okt ellolalnd-s'2e) [Uh ilelalam ofelos} mmm ole} ial te] (-\reol alent 


profits for you. 


DIT ilaratha-Mealehitige| Mm alelashizereye 
links in a variety of colors. 











Woodland 
For Men 

No. 3450 

$10.95 FTI 


KESTENMAN BROS. MFG. CO., 280 KINSLEY AVENUE, PROVIDENCE 3, R. I. 


Design Patent Pending 
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an immediate success 


all over America 
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NIVADA GRENCHEN 
new ladies’ dress watches with 


A. ARIA—17 JEWELS, 14 KT. CASE, BLACK shock-resistant 


SILK CORD. $39.65, TAX INC. 


8. RHYTHM—17 JEWELS, 10 KT. ROLLED GOLD 


a BACK CASE, BRACELET TO INC ABLOC Movement 


C. MELODY—17 JEWELS. 10 KT. ROLLED GOLD 
PLATE TOP, STEEL BACK CASE. BLACK SILK 
CORD. $33.50, TAX INC. The balance staff is guaranteed for life. The crown is dust-proof. 


cin 16 sen ane een And with their shock-resistant Incabloc movement they’re the most 
PLATE TOP, STEEL BACK CASE, BLACK SILK unique watches in America today. There'll be more and more 

| CORD. $33.50. TAX INC, of these NivapA GRENCHEN masterpieces from now on. 

G. SOMMET--17 JEWELS. 14 KT. CASE. BLACK We'll keep bringing you the unusual... as usual. 

SILK CORD. $45.00, TAX INC, 


‘CROTON WATCH CO., INC. 


48 WEST 48 STREET, NEW YORK 19. N. Y. 
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The world’s most modern The fascinating “‘Tri Compax” 
watch “‘The Monodate,”’ auto- which gives moon phases, 
matic wind and day of the month, date, day and also 30 
month calendar, water resis- minute and 12 hour timing 
tant, remarkably thin, gold records, sweep hand stop 
filled. $95 watch. Stainless steel. $150 








A national favorite the Another version of the “Town 
“Town and Country,” very and Country” with a striking 
thin, water and shock resistant. gold-on-black dial and famous 
Exceptionally handsome, gold ‘Citation Bracelet.” $62.50 
filled stainless steel back. $55 





These world-famous watches make no other claims than: they 


are excellent in performance, individually tested to high standards, 


distinguished in appearance, exclusive in distribution, well worth 


the uniform and reasonable prices at which they are readily sold. 


(All models 17 jewels. Prices 
include Federal tax.) Ad- 


vertising mats available. 
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Unsurpassed, world-famous ladies caliber 219 wrist watches. 
Excellent performers in exquisitely executed white and 
yellow 14 kt. gold dress and sport models. Exceptional 


values at $71.50. 


THE HENRI STERN 








UNIVERSAL 


GENEVE 





UNIVERSAL 
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Write for attractive dealer 
terms and information 
about these and other 
Universal best sellers. 
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A magnificent automatic time- _A truly distinguished automatic 
piece, 36 hour reserve, sweep _ timekeeper in 14 kt. gold, new 
second, gold filled, nightreading square a 

dial. Water resistant. 


esign of great mascu- 
$67.50 line beauty, with sweep hand 
and lapped gold figure dial. $225 


WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N. Y. 


©H.S.W.A. 1952 
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For a low, low investment that returns ¢ hore than 
their cost. in profit you get two beautiful, hand- 
knotted cultured pearl necklaces, moderately pricec 








US 12 PAIRS OF FAST-SELLING HIGH-STYLED EARRINGS ON A DISPLAY 


3 graduated and 3 uniform collars, in single, double and 12 pairs of earrings, all highly demanded styles at prices 
triple strands. Low priced big values you'll sell and sell! that help you beat department store competition! 
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Jel tah DELTAH ADS APPEAR IN THESE BIG CIRCULATION MAGAZINES ALL THROUGH SPRING! 
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Ernest 
Rosenthal 


Robert G. 
McCready 


— with appreciation for your support in 
1952, greatest year in our history...and 
with the strongest selling story ever told 
in shock-resistant, water-resistant and 
self-winding watches. 
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Frank 
Teagarden 





Wyler 


incafle x 


WYLER WATCH AGENCY, INC., 630 FIFTH AVE. e NEW YORK 20, N. Y. 
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aaaeatiatneetien KUSHNER & PINES, INC. 
| 15 WEST 47TH ST., NEW YORK 36 


KH known FOR QUALITY 
MAKERS OF DISTINCTIVE MOUNTINGS 
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/ FOR YOUR 


fy COUNTER... 


Display the exquisite, 1953, 
Jems line on the profit-tested 
Jems Vanity Display, complete 
with merchandise array and 
tilting mirror. Today, more than 
ever, this earring bar is a must 
with aggressive retailers every- 
where. 


/FoR YOUR 


Pe CUSTOMERS 


The brightest idea in Packaging 
—the stunning plastic Shadow 
Box that doubles as a vanity 
picture frame. 


EARRING MANUFACTURER 
WW, 
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Wh ¢ For Your 
File 
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The Jems Feature Presentation Display that sets the stage for Jems earrings and 
seasonal and gift-event promotions of other jewelry in your stock. Here, indeed, 
is proof positive that JMS helps you merchandise not only the fabulous Jems earring 
line that builds enormous store traffic, but also helps you sell monthly specials as 
well, identified by 12 removable seasonal plaques (including Birthdays, Anni- 
versaries, Weddings, Christmas, etc.) 


SEE YOUR WHOLESALER TODAY. Find out how you can obtain these pow- 
erful Jems sales aids, free of extra cost, with a qualifying purchase of Jems earrings. 
Year after year, jewelers are realizing that tying-in with the Jems line is the most 
profitable move they can make. 


WATCH THIS SECTION EVERY MONTH FOR NEW, EXCITING JEMS CREATIONS 


These, Jems fashion-leader hoops are only a few from the magnificent 
collection available through your wholesaler. They are designer-styled to 


lead the field by far. 


Gold-filled, wide filigree 
hoop with 10K gold wire. 


Gold-filled, narrow filigree 
hoop with 10K gold wire. 


Yellow and whire gold- 
filled filigree. 














WORLD'S LARGEST MANUFACTURER OF PIERCED EARRINGS 
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cae Aeauiiot Editern Star 
ring featuring brilliant 
center diamond. Enamel 
‘oints. a at $24.95. 


LINE that. is” > Kons i 
jewelers busy. Created | 
“with inagiaetion . 
| produced with — 

skill . ae and. 

priced for ac- 

tion and profit, 

Order today. 1 1/2282N~ : 


‘Six diamond ting with ‘fers 

center diamonds. Synthetic 
Stone Points. Real me: 
Retails at $84.00. 


3352¢ 


Eastern Star dinner ring awit . : 
dazzling center diamond. En 
amel Pens ets at t $39. 50. 


“3356N. 


Four diamond rectanulas 

ting, handsomely pierced 

and engraved. Synthetic 
Stone Points. ‘Retails at 


AVAILABLE | a oe Uy TS ee Requiiful for its” simplicity 
5 ee. diamond set in onyx. 
| “Enamel. Points, | Retails at 
$29.50. 


Sage 
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Romance ... made more memorable 


by the magic of must. 





“4 ~~ On St. Valentine’s Day... he remembers her with 


Mele’s Pallrine Musical Jewel Box 


Spaciously fashioned of calfskin-finish Leatherette... 
with the petite danseuse pirouetting to the romantic 
Thorens tune, Style 808 comes in ivory, baby blue or 
rose. Minimum order is three pieces and delivery is 
prompt...to retail at $12.95. 





oF" MANUFACTURING COMPANY, INC. 
a 366 FIFTH AVENUE, NEW YORK 1 


America's foremost mame tn powell Boxes 
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CG ohdaheen- Gorton 
WHERE SALES SUCCESSES ARE CONCEIVED 
Gnnounces tre Dew 


INSPIRED BY THE FORTHCOMING CORONATION 
OF QUEEN ELIZABETH 
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The crowning achievement in the fine art of ring mounting 
































craftsmanship! Completely new, breathtakingly beautiful! 



































A worthy companion to the widely acclaimed 








“Tapestry” Series. 





TO BE PRESENTED TO THE TRADE 
IN THE VERY NEAR FUTURE 
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Another sure winner joins 
America’s Leading Line of Kitchen Clocks 


+ nS 





ete: 


A beauty spot on any wall! 


Warmly colorful polystvrene clock in choice of 
4 Decorator Colors— yellow, red, white, blue- 
green—with smartly stvlized numerals. A self- 


starter in clock-action... 


and in sales action! 


America’s Favorites—these 


essions 
KITCHEN CLOCKS 





“Elegance’’— streamlined chrome 
colored metal case and frosted 
aluminum center field. The dial 
numeral band is in a choice of 
colors with contrasting numerals 
and hands. Retail $5.95" 





“Beauty” — white polystyrene 
plastic case — frosted aluminum 
center field. Colorful numeral 
band with contrasting raised nu- 
merals and hands. Retail $4.95" 


*Plus applicable taxes. Manufacturer's suggested retail or Fair-Trade price. 


FOR JANUARY, 1953 


“Teapot’’—all time favorite and 
best-seller. 4’’ silver color metal 
dial, raised black numerals with 
gold trim, black hands. Range of 
most wanted colors. Retail $4.95" 





Pierre’ French Chef—favored by 
lovers of the unusual. 5” silver 
metal dial, contrasting black nu- 
merals and hands. Retail $4.95* 














essitons 


SAUCER 


Lowest priced 
quality kitchen clock 
in America... 


Fair traded at $ 3 9 5" 


THE SESSIONS CLOCK COMPANY, Forestville, Connecticut 


In Chicago: Merchandise Mart Plaza, In San Francisco: Western Merchandise Mart 








Wanna make enough money 
to choke a horse? 


Find out about the <e 
biggest promotion in ee 
Sessions 120 year |,°° 
history. —* Visit the 
ai Sessions booth 840-842 
ls ’ Housewares Show 
-* Navy Pier, Chicago 


Sunmeny 15-22, 1953 
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The Orange Blossom line is styled to bring profit and new 


customers to your store. The quality and fine workmanship of 


these beautiful rings is well known. No effort has been spared to 


capture the eye and the heart of the tremendous youth market. 


~~ 


Backing this desirable ring line is a complete advertising and 


Ut — ———— 


merchandising program on both national and local levels, care- 


ee Cll wtti‘é‘ 


fully styled to stimulate Orange Blossom sales for our dealers. 
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TRAUB MANUFACTURING COMPANY 
1934 McGraw Ave., Detroit 8, Mich. 
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This one-year guar 
powerful advantages. It 
repair headaches because 









INTRODUCING THE 












A NEW WATERPROOF‘; 






SHOCK-RESISTANT WAT 






















CREATED FOR MILLIONS 


OF ACTIVE AMERICANS | : 
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Gift-boxed in handsome, simulated leather zippertme . 
... perfect for stowing tees, shaving equipmeniay = 
Dual-use case sells on sight because of its giftapay 









CAN TAKE A LICKING...YET KEEP ON TICKI 


Voted America’s greatest golfer, Ben Hog 
knows what a good sports watch should do! Ij 
Ben Hogan Timex answers every need. Engines 
with the revolutionary V-Conic Moveme 
here is a watch that need never be “babiel 
Waterproof*—expose it to dirt or dust... ¢ 
drop it on a concrete floor .. . it will keep on# 
forming. It masterfully combines smart bed 
with rugged duty .. . at a volume-selling pi 






WATERPROOF: i 
DUST -PROTECT 
Each watch individually! 


under the equivalent of 35 
water pressure. 















BALANCE STUD 


* Stays waterproof as long a 
Revolutionary V-Conic Escapement One-Year Timex Guarantee. Your tal, crown and back are inta 


means Timex is strong where conven- customers can wear Timex with con- if removed, are expertly tf 
tional watches are generally weakest. fidence ... and you can sell it without - 


‘f 
ative ~ 
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Powerful full-page nation- 
al ads in LIFE. Sat. Eve. 
POST and QUICK reach 
more than 40,000,000 
prospects! 





AND THE TIMEPIECE FOR SPORTSMEN 


iS THE NEW... 





Colorful window stream- 
ers are included in your 
Timex Giftime promotion 
kits. See back page for 
details on ad-helps. 


wt Ae eee Re 


*Stays waterproof as long as 
crystal, crown and back are 
intact and, if removed, are 
expertly replaced. 
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VB Specially-designed with 4 2 t3i12, Kip, 2 | Free! Dramatic 
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Figures Prove It — Americans by the 
millions are becoming more and more sports- 
minded. Last year saw over 750,000 golfers on 
Retailing at the links, 365,000 skiers on the trails, over 
10,000,000 bowling enthusiasts! Close to 35 mil- 
lion men and boys play softball. Result? A vast 
new market has opened up for sports watches. 
INCLUDING : : : 
FEDERAL TAX Your greatest selling opportunity in years. 





Backed by the TIMEX One-Year GUARANTEE 








THE UNITED STATES TIME CORPORATION US 


TIME 




















World's Largest Manufacturer Of Wrist Watches 
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Here's Fashion Genius to 


Captivate Young America 


Powerful full-page nation- 
al ads in LIFE, Sat. Eve. 
POST and QUICK reach 
more than 40,000,000 
prospects! 


BRACELET WATCH 
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£o ee Free! Dramatic 
OG C727 bey | sales-compelling 
©“*-RESISTany = display card 

printed in attrac- 


eins sets catching =| : AN DANGLE IT BEFORE HER EYES 
| ... IT’S IRRESISTIBLE 





Pm. 


A beautiful bracelet that flatters her 
: wrist... an exciting piece of jewelry... 
] 4» j in one smart timepiece. As sturdy as it is 

4 dainty, ‘‘Swingtime” is shock-resistant 
plus federal tax q thanks to the amazing V-Conic move- 
” ment. Cannot be over-wound. 


Retailing at 


Prove It — Americans by the 
becoming more and more sports- 
t year saw over 750,000 golfers on 
65,000 skiers on the trails, over 
bwling enthusiasts! Close to 35 mil- 
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i boys play softball. Result? A vast 
has opened up for sports watches. 
st selling opportunity in years. 
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One-Year GUARANTEE 
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HIME Backed by the | TIMEX One-Year GUARANTEE | 





Sell America’s Answer A Tnumph / 


to Americas Watch Needs T 


... the Revolutionary TIMEX 


THE AMAZING LOW-PRICE WATCH G i t TI | 


THAT CHALLENGES $50 WATCHES 


FOR ACCURACY AND BEAUTY LIFTS WATC 





Timex is a triumph of American production genius and 
research science. Powered by the revolutionary V-Conic 
movement, Timex challenges the timekeeping perform- 
ance of more expensive watches. Timex is the first true 
quality watch in the popular-price field . . . sold with a 
one-year guarantee. 


Retail-Planned 


Advertising Sells Watche 


ANOTHER TIMEX FIRST! 3 saisiest eas | 

Introducing Small-Size Waterproof* Watches : Fags hes thr oughout the Year! 
Revolutionary V-Conic movement | 

with Armalloy bearings is far more 

enduring than many convention- 

ally jewelled movements. Unique 

cone-shaped balance staff is shock- 

resistant. 
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SPORTSTER (LCSL) retai!] $10.95 SPORTSTER (LCL) retail $9.95 “~ & 

Same as LCL but with sweep Distinctively styled chrome bezel. | ; 

second hand. With radiolite dial Easy-to-read dial. Stainless steel Timed on the U. 5. Time electronic 
Timograph which is calibrated to 


) ; il. back. Waterproof*. Shock-resis- 
(LCRSL) $11.95 retail ney p Sc alk us eee 
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Every gift occasion is a profit-making oppor 
tunity. Timex helps you cash in with i 
Timex has fewer parts than ordi- CONTINUOUS year-‘round promotion pre 
ae — This .. semaggalle ey gram and furnishes free all the store-promotio 
Cc ‘ e . . . . ° 
aw,  ¢6CUC helps you need, including traffic-pulling news 
paper ads, window streamers, displays, radi 
copy, mailing pieces and more. 


For a profitabl 


ee ° aos oe oe Se “ys 

t: Sitters oe tapes i 

WATERPROOF *(WCL) PETITE (ACSL) MERCURY (BGSL) 
retail $9.95 retail $7.95 retail $9.95 ay IS 

Handsome, round mod- Smart chrome bezel. Smart case. 10K rolled . 

el. Chrome bezel. Stain- Sweep second hand. gold bezel. Sweep sec- Extraordinary guarantee protects 

less steel back. Water- Stainless steel back. ond hand. Stainless steel your customer for one full year 1 HE UNIT 

proof’. Shock-resistant. Shock-resistant. back. Shock-resistant. from date of purchase. 


SMART EVERYWHERE ...SALEABLE ANYWHERE 








World's Largest 




















* Stays waterproof as long as crystal, crown and back are intact_and, if removed 









A Tnumph of Watch Merchandising 
THE U.S. TIME 


GIFTIME PROGRAM 


LIFTS WATCH SALES ALL YEAR ROUND 













_Retail-Planned 





© Advertising Sells Watches 


[throughout the Year! 















BIRTHDAYS 


Every day is someone's birthday 
















Every gift occasion is a profit-making oppor- © 
tunity. Timex helps you cash in with its 
| CONTINUOUS year-round promotion pro- 

... gram and furnishes freeall the store-promotion 
helps you need, including traffic-pulling news- 
paper ads, window streamers, displays, radio 
copy, mailing pieces and more. 
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For a profitable '53...get the full story now! 


US. 


TIME 














THE UNITED STATES TIME 


. World’s Largest Manufacturer Of Wrist Watches 

















CORPORATIO! 
















DNATIC 


500 Fifth Avenue, New York 36, Newg,,,, 


“Coronation” — new Wed-Lok* 
Diamond Ring Ensembles 
possess the traditional splendour 


of crown jewels. 


Sparkling crown settings 

enhance the size and 

eetent ree brilliance of the diamonds, making 
SEED The Cal Gece} | ee “Coronation” Ensembles shimmer 


Federal tax included 
with the magnificence of a tiara. 


CORON | 


WED Ray | i oO a “ To this rare beauty, Granat added 
— the famous Wed-Lok* advantages. 


Press “Coronation” Rings 





Rings enlarged to show detail 





diamond ring ensembles 


together and they “click” into perfect 
S y Gran re | f alignment — will not separate, 

twist or wear against each other — 
yet the Engagement Ring 


may be worn alone, if desired. 


Another priceless feature ! 
Granat mountings are Tempered* 


Gold —all specially processed 


y 
to resist wear and afford 
security against diamond loss. 
A. 








Our representatives are now showing 


“Coronation” Ensembles for 


Mmifaditiyg Company immediate delivery. Free newspaper 


mats and displays will support 





114 GEARY STREET © SAN FRANCISCO 8, CALIFORNIA this promotion. It's new —timely 
— yours to make 1953 a 


banner year in diamond ring sales! 


(Illustrated) 
Diamond Engagement Ring, 2 large side 





diamonds. 5 large diamonds in 
Wedding Ring. White or yellow gold. 


NATION TRADEMARK APPLIED FOR 
MARK REG. U.S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 














For Your Big 


1953 Gift Promotions: 


“Action Package Advertising” ...a new co- 
ordinated approach, designed to lift your gift sales 
way up!... gives you heavy national advertising plus 
strong local newspaper ads plus the hottest collection 
of in-store business-getters you ever laid eyes on! 








HERE’S 
“ACTION 
PACKAGE” #1 
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MISTER ZIPPO’S 


ACTION PACKAGE *1 


Will Step Up Your Gift Sales for 
VALENTINE’S DAY! 


This full-color ad will have a national audi- 






ence of 31 million! — the readers of LIFE (Feb- 
ruary 2nd). And for extra local impact, the 
same full-color ad in half-page size will be 
seen 36 million times by Sunday newspaper 
readers in 61 key markets! —in the Sunday 
magazines THIS WEEK and PARADE (both 
February 8th). 





COUNTER CARD, 
full color, 
WINDOW CARD, 8" wide x 8%," high 
full color, 
14" wide x 174" high 1 column x 6" 


“WINDOW ler 
full color, 
20" wide x 9%" nee 






NEWSPAPER MAT, 







6 RADIO SPOTS, 
30 seconds each 


_ a LL GET SALES ACTION 
WITH ZIPPO’S ‘‘ACTION 
PACKAGE ADVERTISING’! 
Just be sure you do your part: 
Use your Zippo sales aids to 
tie in and cash in on Zippo’s 
big name and big advertising! 





\ | 
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This Spring Emily Post and Duncan Hines 
will help sell both Carvel Hall lines! 





New Carvel Hall Kitchen 
Cutlery Wins Big Response 


Dealers Report New Kitchen Set 






FINE CUTLERY 
by Briddell 


LLM 





RETAIL 





O WONDER these knives were 

an immediate hit. Never before 

has there been a set of Kitchen Cut- 

lery so smart, so functional, so useful, 

so attractively packaged, so desirable. 

They have double appeal—as gifts or 
for personal use! 

Each knife reflects the skill and 

craftsmanship made world famous 


Once again these two famous au- 
thorities will be featured in Carvel 
Hall ads to promote Carvel Hall 
Cutlery as the perfect gift for 
every gift occasion. Watch for 
them in these leading magazines. 


Builds Traffic—Turns Fast! 


i. 


SR 


pice 


No. 95—lIvory Handles 


Includes Jewel-Box Chest... 
Knives also Sold Individually 


by Carvel Hall Quality. And each 
knife carries the same unconditional 
guarantee. Sell ’em by the set or sell 
"em individually but order early. 
Now more than ever Carvel Hall is 
your best bet for increased cutlery 
sales. Call your distributor today or 
write CHAS. D. BRIDDELL, INC., 
Crisfield, Maryland. 





Seen 






a 


No. 56—6-piece Steak Knife Set, Vogue 


handles in Jewel-Box Chest $19.50. 
Other sets from $8.50 to $63.50. 





No. 586—6-piece Fruit & Cheese Knife 
Set, Vogue handles, in Ivory Aristocrat 
Case $15.00. From $10.95 to $32.00. 





No. 66—Carver, slicer and fork, Vogue 
handles, in Jewel-Box Chest $26.00. 
From $9.00 to $134.50. 
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The swing is towards self-winding watches. 
In just 24 years the percentage of self- 
winds over stem-winds sold has jumped from 
4% to 15%. Gear your business to the self- 
wind trend now—and you'll wind up way 
ahead of your competitors! 


Start with the most modern self-wind of 
all—the Croton Aguamatic. You'll get 
satisied customers, because the CROTON is 


CROTON 


the leading name in self-winding watches 





23%* more accurate than any other watch. 
You'll get fewer comebacks, because the 
Croton has a foolproof self-winding mecha- 
nism and a fully waterproof**, shock-resis- 
tant case. You'll get bigger profits, because 
CROTON gives a higher markup than most 
other makers. And you'll get a reputation 
as the most progressive jeweler in town! 
Establish yourself as self-wind headquar- 
ters. Ask for full sales and promotion plan. 





CROTON WATCH CoO., INC., 48 WEST 48 STREET, NEW YORK 19,N. Y. 


*ACCORDING TO AN INDEPENDENT TEST 










~ AQUAMATIC 


with ultra- 
modern 
steel case 


$69.50 


** CROTON WATERPROOF WATCHES STAY WATERPROOF AS LONG AS THE CRYSTAL IS INTACT, THE CASE UNOPENED 
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| 7 RRR (all electric) 
precision accompanied by the dually 
interesting movement of the © 
highly plated jeweled balance wheel 
and pallet. Exposed spiral coil 
simulates hair-spring 
pulsating action. Clear Lucite 
rim-face dial, decoratively enhanced. 
Ornate, cast, brilliantly 
finished pedestal. French-style, 
glass enclosed, 
“gold-plated” metal case and base. 


List Price $99 Q5 plus F. T. 
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Inspecting catches in the Ballou findings factory. 


omplete and total inspection of the multi-million piece output 
of our findings plant is carried out for the protection of our customers. 
This is one of many features that has built a nation-wide preference for 
Ballou findings over three generations. 
B. A. Ballou & Co., Providence, R. I. 


Distinctive features 





of Ballou findings 


are protected by 











FINDINGS 


SOLD TO THE MANUFACTURING TRAD 





letters patent 


FOR JANUARY, 1953 55 








Heres the midwinter 
pick-me-up you need 


















| A D 0 ® ZENITH RADIO CORPORATION 
The royalty of television and R Chicago 39, Illinois 


COPR. 1953 
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A diamond ring party for YOU 
to celebrate OUR birthday! | 














s is unusual... 

our birthday. 
jewelry industry 
so successful. 


You must admit thi 
you a party to celebrate 
y I can thank the 


own company 


to give 
But it is the only wa 
for making my first year in my 


In thirty-five ye 
I have made many fr 
to which | 0 
Klampert Compan 
NIVERSARY off 
i sell to the trade 


ry industry — 


even in the jewel 
for their 


cere appreciation 
e of my success, 


really unusual 


ars—a long time 
‘ends. And in sin 
we a large measur 
y is making this 
er. Fora limited time | 


efforts, 


the Irving 
FIRST AN 


only, we wil 





a magnificent 


ce of > 75 net. 


Fine, truly beautiful 
e so low it can never 
the retail jeweler. 


at the unheard-of pri 
diamond rings - - - 


but it is true. 
gs... ata pric 


thday party for you, 


pecial offer now! 


Unbelievable? Yes, 
Happiness diamond rin 


n be duplicated. That is our bir 


agal 
So, take advantage of this § 
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Magnificent 8 diamond set 


anwar by 2 He p bi Ness 
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Only $75 Net 


%& Sale limited 
we to 4 sets t 
retail store! — ot A tenes: must end on F 
after sets will sell for dor ra a 
- ice of $100. 







In beautiful 
gift boxes 

V rite, wi } 
wire, phone immediately. Supply is limited 
umited. 
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SS, addition to our agenctes of 
important fine ' = Watch, Manufacturers 


We are pleased to announce 
that from March Ist, 1953 
we shall be the 


Exclusive Representatives 


for the U. S. A. and Canada 
of the 


ORIS WATCH CoO. S.A. 


HOELSTEIN BASEL SWITZERLAND 


the largest Swiss Factory producing 
7 jewel Pin Lever Ladies’ E& Wlon's watche: 
as well as a complete line of 
jewelled Alarm Clocks of quality 


WE WILL GRANT EXCLUSIVE TERRITORY 
TO IMPORTERS-DISTRIBUTORS 






7 ; >» ae 7 
SHLIL,& CO.ING. 
15-17 West 37th Street 
NEW YORK 
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Lovely, Exclusive NEW i j 
“GOLDEN LACE” Gift Package lle 







A rich-looking jewel case with cover of golden 
mesh, framed in bright lustre jewelers bronze. 









Beautifully NEW, exquisitely 
different PHYLLIS jewelry designs. 
To retail from $15 up. 








ASK YOUR WHOLESALER, NOW, to show 
you the new, 1953 Phyllis line and the new, 
“Golden Lace” Phyllis package. 





» 


ALSO SEE the new Scitarelli line for Spring. riginals its 


To retail from $3.95 up. 


Providence, Rhode Island 





FOR JANUARY, 1953 59 





L STAINLESS sTEEt 


AL 
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PALLADIUM 





KS PVLINS 43895 S2 SATIN 





$$:0 SNE 





When you use the sales helps described here you are 
cashing in on the public’s interest in this newest precious 
jewelry metal of the platinum family. 

Striking two-color consumer advertisements about 
beautiful and durable palladium are appearing in: 


VOGUE + HARPER’S BAZAAR + CHARM 
GLAMOUR + SEVENTEEN * NEW YORKER ° TRUE 


A continuing publicity campaign, including articles by 
leading fashion authorities in magazines and newspapers 
and timely announcements on the air waves, is making 
the jewelry-buying public more palladium-conscious than 
ever before! 


MANY DEALER HELPS, TOO! 
To make your selling job easier, “Point of Sale” aids are 


Platinum Metals Division 






¥ shay x ; 
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Make Gout Sr 


palladium headquarters 


with these Sb Udte- 


available, including the following booklets and displays: 


Palladium, a Precious Metal for Fine Jewelry — an 
informative booklet for over-the-counter or mail dis- 
tribution to your customers. 

The Eight Precious Metals — a pocket-size booklet for 
sales people describing all the precious jewelry metals— 
their properties, applications and advantages. 

Newspaper Mats — Radio Spot Recordings — Local 
Releases — hard selling and newsworthy material ready 
for use with the addition of your name and address. 

Window and Counter Cards — handsome, plasticized, 
easel-mounted displays and metal-faced silhouette type 
signs are available on request. 

Tie in your store with palladium’s national advertis- 
ing. Write us today! 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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Featuring two new 
clocks and an 
established top-seller' 


NEW! 


THE CAROUSEL (model 2x40) 


A brand-new kitchen 
clock with raised, easy- 
to-see numerals. Shat- $ " 
terproof crystal. In 
white case with red, yel- 
low or white dial. A new Ware 
All wrapped up ina 
new, money-making deal! 
You buy 6 Carousels and 6 other G-E 
Kitchen Clocks. You get 1 Carousel at 
only half your cost! 


beauty with plenty of 


buy-appeal! Retail 
THE NEW CUE model 742001) 


price... 

A luminous alarm in a 

modern, ivory-plastic 

case. Shatterproof crys- 

tal. The luminous fea- 95 

aa 

There’s a good deal 
on this one, too! 
You buy 6 New Cues and 6 other G-E 


ture combined with its 
low price make it a nat- 

Alarm Clocks. You get 1 New Cue at only 
half your cost. 

















ural for quick selling! 
Retail price... 
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G-E CLOCK DEALS! 


For a limited time only . . . A whiz of a 
promotion on G. E.’s fastest-selling 
kitchen clock! 


THE CLANSMAN model 2430) 
Regularly $6.50 * 
NOW SPECIALLY he 





PRICED AT 


for extra-fast turnover ! 





Even at $6.50, this popular G-E Kitchen 
Clock sold like blazes! But at this special 
promotional price, it’]l be a real humdinger of 
a seller! Deal starts Jan. 1, 1953. So get your 
order in now while there’s time—and make it 
a good one! General Electric Co., Small Appli- 
ance Division, Bridgeport 2, Connecticut. 








cS * Manufacturer’s recommended retail or Fair Trade price. Plus applicable taxes. 










Get in the profitable G-E 
Clock business with one of 
these sell-’em-on-sight displays! 


volving fixture that holds up 
to 14 clocks. Only 20 inches 
wide. $10.95 including deliv- 
ery. Shipped prepaid, $10.95. 


‘ ROTARY CLOCK CENTER. Re- 











3-SECOND DISPLAY. You dare your customers to find more 
than three seconds’ difference. First customer who does, gets 
a new clock free! What a traffic stopper for only $3.95! 





Your money back if any of these displays does not increase your clock business! 














Take advantage of these new, extra-profit clock deals! Call your distributor today! 


7 
4, Mh can fal your conf filener H ome 


GENERAL @@ ELECTRIC 
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ED 
D IAMOND D I G EST ‘PATIENCE i slots 
: Cc 
DIAMONDS THAT GROW . Diamond Pry 
-‘by-Gem 
; e Gem-by 
It 's one thing to Say you re | — pol tely as possible i — ee 3 
° sk—--as pow” ive i nd you ath s a! 
good. It's another thing to have et, You KNOW YOU Ser ing that unquestIONNTY “One 
someone else say it. each an unavesionaly <m O t ne t 
diamond. e are all the other — : 
started to premete the SERENE anes Tey ro 8 Sick out Pe" gem ao Bene 2H ee | 
“ ; \ nae tet 101g eet the rac ig avay chain w evel 
DAISY CHAIN*, the unique add-a-— wersary 10 Ch 1 and ene oT 
diamond bracelet that can be i ee Atlan asin 
started for only $57.50 at retail, a rh an instal he anit ur 
we believed we had a real money— amounts pt nla do nal 
maker for the jeweler. We saw the lonty a eSfrat-anstaliment oF Fur | 
DIAMOND DAISY CHAIN as a "natural" \gutt. » instatiment (wear 
for women who felt that they could ” flower io 
never afford a diamond bracelet. ee cally speaking? 1® 
We visualized the DIAMOND 
DAISY CHAIN as a traffic builder + | Sears. Be 
and a means of year-round repeat | pr 
diamond business for the retailer. 
The continuing and increasing , mere and occasion 
* Ae e work up ®| 
sales of the DIAMOND DAISY CHAIN Megane anne wet a 
confirm the fact that consumer binging sere 
" | wuts BRACELET is call Fe 
reaction has been excellent. tg THM raatay chain «but there 


Reorders justify our early faith 
in the bracelet. Now there is 
further proof of DIAMOND 
DAISY CHAIN'S appeal. 
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illustration. ) | N We 

As part of the pro- its 


motional plan behind the 
DIAMOND DAISY CHAIN, our 
public relations firm 


Diamond Friendship 


Bracelet at Lambert 


cribe to Anita 





sent releases and photographs of Giri ovon about trends 
the bracelet to the newspapers in shi cat a modest expendstule 
each city where it is sold. = 7 eT = 
Wherever possible, full credit is =e ee 
given to the retailer who handles a ete 
the most DIAMOND DAISY CHAINS in . sana 
his city. This powerful publicity ) be purcnased 108 87 amon 
has introduced it to millions of | bracelet vai tambert Brot 








consumers. Arnstein also provides 
an attractive display piece and ad 
mat service for the jeweler. 

The fact that the press is 
acclaiming the DIAMOND DAISY CHAIN 
has further sparked the enthusiasm 
of jewelers selling it. Only 
rarely do fashion editors devote 
their columns to diamonds. Most 





diamond J ewel ry 3 they feel , 1S too Here is one of the very nucest Te oan wah — we =. | 
. . diamond bracelet which can g } : 
th enter set diamond 
high-priced to be O : inte res t to cope ome tage ens A agente lgptotiod oat be phon 4 
ded so that eventually your arm is encircle y spark- 
the ave rage reade r ° Ay ye + Aah cbnger ted rn Grol! 
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But the DIAMOND DAISY CHAIN 
is the exception. Hundreds of 
jewelers have already discovered 
the sales-—attracting power of the 
DIAMOND DAISY CHAIN. How about 
YOU? 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
* D. Pat. & T.M. reg. pending. 
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Yoinc through a Christmas gift 
book last month, we came across 
a highly unusual gift suggestion—so 
unusual, in fact, that we were almost 
rocked right out of our rocking chair. 
If we hadn’t seen it with our own 
eyes, we certainly would not have be- 
lieved it. 

The gift suggestion was a “be- 
jewelled flyswatter!” As for us, we 
never use flfswatters, but the com- 
pany overcame this objection by 
stating it would make an excellent 
“conversation piece.” All of which 
proves that the conversation-making 
abilities of some people are in a sad 
state. 


o © 
A RECENT Ronson ad published in 


a national consumer magazine 
pulled at our sentimental heart- 
strings. The ad included a true story 
sent to the Ronson company by an 
Alaskan nurse. The woman told how 
she lost her Ronson lighter and three 
months later she saw a crow roost on 
a roof. And what do you think it 
held in its beak? The long 1st 
lighter! 

We became nostalgic and tears 
filled our eyes as we recalled the 
tamed crow which had inhabited our 
farm many years ago. “Blackie,” we 
affectionately called him, cheerfully 
roused us from bed each morning at 
the crack of dawn. “Hello, hello, I’m 
a crow’ shrieked our black feath- 
ered friend from the window sill. 


If man had black feathers, Thor- 
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eau once observed, he still wouldn’t 
be as smart as a crow. And “Blackie” 
was one smart crow! His favorite 
pastime was to seek out all the 
match books in the house and de- 
stroy them. Just hated matches, the 
critter did. As a result, we were com- 
pelled to equip each member of the 
family with a lighter. 

If “Blackie” were still alive, we 
suspect he’d make the best darn 
sales manager any lighter company 
or jewelry firm ever had. Yes sir, 
he could double the sales of table 
lighters in a town—given the proper 
encouragement, of course. 


gg © 


A NEWSPAPER | article recently 

brought to light a new Swiss 
timepiece which does everything but 
milk your cow. Costing $5000, its 
face is suggestive of a jet plane’s 
dashboard. The watch has four dials, 
nine hands and six operating levers 
around the edge. 

It is billed as “The World’s Most 
Complicated Watch” and it is manu- 
factured by Gubelin of Switzerland. 
The dials and hands provide, in ad- 
dition to hour, minute and second, 
the month, day of month and day of 
week. Also, if any one is interested 
in potato planting, the watch gives 
phases of the moon. 

Robert Gorge, a 26-year-old mem- 
ber of the New York staff of the 
Gubelin International Corp., is a 
Swiss watchmaker who does repair 
work on this model. He himself wears 
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a Swiss wrist watch, but it has only 
four hands. The fourth one he added 
himself. “It tells the time in’ En- 
gland,’ he explained. “My girl lives 
there. This way I can look at my 
watch and figure out what she’s 
doing.” 

Now any watch that can tell a man 
what his girl is doing a few thou- 
sand miles away is, in our opinion, 
the world’s greatest watch — one 
which certainly has a virgin market. 

Ie © 
HEN the Honorable Eduardo 
Dibos, Mayor of Lima. Peru. 
visited Detroit he was presented a 
foot-long key to the city. The South 
American, obviously an old hand at 
such civic affairs, promptly retaliated 
by coming up with a foot-long silver 

key to the city of Lima. 

o © 
EWELER David Honig apparently 
has more faith in the honesty of 
the citizens of Buffalo, New York. 
than local police officials. It seems 
Honig’s show window was broken 
into one night but he staunchly re- 
fused to have it repaired. Instead he 
cleared out the jewelry, leaving only 
a $50 watch and a sign which read: 

“You can break our window but 
you can’t break our belief in hon- 
esty. You can prove it. If this watch 
is still here Monday morning, we 
will give the watch value in cash to 
the Community Chest.” 

Honig placed the watch and the 
sign in the window on a Saturday 
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THE JEWELER’S WATCH LINE 





POLICIES FOR 1953 


1. To still further expand the sale, prestige and reputation of Longines and 
Wittnauer watches through aggressive advertising and fullest merchandising 


cooperation with authorized Longines-Wittnauer Jeweler Agencies ..... 


2. To work to the limit for greater confidence in the retail jeweler as the place 
of first choice to buy fine quality watches, gold jewelry, silverware and dia- 
monds, at a fair price, and with the service afforded by qualified experts in 


these lines ..... 


Again in 1953, working together, we will prosper and grow. 


Tapiens: / 0, Iat 


Since 1866, maker of watches of the highest character 
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evening. It remained untouched as 
hundreds of honest citizens passed 
the store Saturday night and part of 
oa police, however, decided 
that Buffalo’s citizenry had been put 
to the test long enough. They re- 
moved the watch Sunday and left 
word for Honig that he could obtain 
it by calling at the police adminis- 
trator’s office. 


> © 


7” don’t have to be perverted to 
enjoy sales meetings. Depend- 
ing upon your own outlook, sales 
meetings can be either tragic, comi- 
cal or beneficial. 

Occasionally sales meetings and 
conferences are characterized by long 
speeches and excessive table-pound- 
ing, all of which is accomplished by 
one determined individual: the sales 
manager or company owner. The 
frequent determination of such men 
to make themselves heard is only 
surpassed by their indifference to the 
ideas of their subordinates. This 
type of sales meeting is comical to 
cynics and tragic to serious-minded 
people. 

Now we are firm believers in jew- 
elry store sales meetings. There is 
something heart-warming about a 
group of jewelry store employees 














gathered around a table discussing 
merchandising and promotion plans. 
It is a profitable sounding board for 
ideas. 

One jeweler we know conducts a 
monthly sales meeting at which all 
sales people and store executives at- 
tend. They discuss customers’ re- 
quests, noting if possible any mer- 
chandise trends. The staff also studies 
and discusses merchandise in stock, 
successful sales, individual sales tac- 
tics, etc. Sometimes, manufacturers’ 
representatives are invited to explain 
the manufacture of their products 
and give sales points. 

These sales meetings give the sales- 
man a feeling of being one of the 
team. He is made to feel important 
and necessary to the success of the 
company. At the same time, a jew- 
eler can get to know the abilities as 
well as the possibilities of his sales 
help. 

If you don’t regularly conduct a 
sales meeting, we suggest you set up 
a schedule. You'll be surprised at the 
results! 


© © 


Here EBERLY, watch depart- 
ment manager of A. C. Becken 
Co., Chicago, opened an ordinary 
package from an Eastern supplier. By 
chance he found an envelope stuck 








“It's $527! If you want sympathy, you came to the wrong place." 
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underneath the top cover of the pack- 
age. This was no ordinary envelope, 
Harold soon discovered, because it 
contained 1200 small diamonds, 
which were not part of his order. 

Being a good Samaritan, Harold 
promptly telephoned the New York 
firm. A grief-stricken lady in the 
New York office let out a long sigh 
of relief. She had unwittingly put the 
envelope of diamonds in the Becken 
package. It seems that she had been 
telephoning frantically all over New 
York in an effort to find the missing 
merchandise. 

Now who said chivalry is dead? 


© © 


i the pages of Life magazine we 

read recently a story entitled “A 
Jeweler’s Extravaganza.” As far as 
were concerned it only confirmed 
our belief that the people of India 
are unique in their ways of com- 
memorating the dead. 

For example, there’s Ganeshi Lall, 
a jeweler of Agra, who planned a 
craftsman’s extravaganza as a memo- 
rial to his dead son. Life reports that 
“into a 40-square-foot bedspread he 
ordered the 14 men in his shop to 
embroider and inlay the 18,000 pre- 
cious and semi-precious stones his 
family had accumulated over the 
generations. With five pounds of 
silver and 18 pounds of gold and 
silver wire and thread, they worked 
diamonds, rubies, sapphires and 
lesser stones into a design taken from 
the nearby Taj Mahal and Agra 
Fort.” 

The craftsmen labored a combined 
total of 49,616 hours before the 
spread was completed and it is now 
valued at $100,000. 


> © 


| the October issue we ran an arti- 

cle on Davidson & Licht, Oakland, 
California jewelers. It was an inter- 
esting article, we felt, because it ex- 
plained how one jewelry firm used 
small space institutional newspaper 
ads to foster public confidence. 

Naturally, we were pleased to read 
that American Newspaper Publish- 
ers Association had agreed that the 
article was commendable. In_ its 
weekly bulletin, the Bureau of Ad- 
vertising of the ANPA quoted from 
the JC-K article. 
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Movernization is a continuing process 
—it is not static. That is why the jeweler, even though 
he has just remodeled his establishment, cannot afford 
to dismiss the subject of store improvement from his 
mind. A store’s modernity is dependent upon fashion, Peajeter from Teens Peat, Ben. 
resulting from changes in buying habits of the public. 
Modernization is actually a public convenience and 
what is fashionable today might well be outmoded by 


a new need of the public tomorrow. 


Now people admire a modern store for more than aesthetic reasons; 
they accept modernity as evidence of the alertness of the company and 
the newness of its merchandise. A modern store will stop people, it will 
cause them to find themselves inside the store, and it will lead them 


comfortably from one department to another. 


And, you needn't put yourself in financial straits to modernize. In 
fact, a new front or perhaps a new lighting system may be all your store 
needs at the present time to achieve an air of newness. Modernization 
doesn’t necessarily have to be done all at once! But improvements must 
be incorporated from time to time if your store is to retain an “on-its- 


toes” atmosphere that will attract new customers and old ones. 
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Moves more people 
into your store 


The following pages make up a portfolio of modernization ideas 
actually employed by jewelry stores of various sizes and types. They 
offer you a guide where general plans or specific details can be adopted 
and adapted in effectively projecting the personality and service of 


your store. 





In addition to the modernization ideas in this issue, JC-K 
throughout the year publishes many more ‘‘case histories’ of 
jewelers who have modernized. For additional ideas on the 
subject, check the Annee! tadex on page 193 in this issue. 
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as I picked myself 


up from the floor 






I decided it was 














Time to Modernize 


Fk OR years I have been a small neighbor- 
hood watchmaker-jeweler, a one man store with a part 
time employee. I bought out a business with very old 
fixtures 30 years ago and ever since I have been hoping 
Toledo, Ohio, Jeweler for the time when I could afford new show cases. 

I look long and longingly through JEWELERs’ Cir- 
CULAR-KEYSTONE at the new modern stores. But the 
thought always uppermost in my mind was, “That is too 
expensive for me to even consider.” My business, | 
thought, does not warrant the expense of what I believed 
the illustrated new stores probably cost. 

Then I had a CRASH! 

Last December—just three or four days before Christ- 
mas—I was opening my large 10-foot heavy oak wall 
case to show a clock to a customer when the top half of 
the darn thing collapsed. I had most of my clocks and 
hollowware stock and about two or three bushels of glass 
on the floor, with me smack in the middle. A very awk- 
ward position, [ assure you, for a business man trying 
to sell a clock to a customer! 


by ROBERT F. JENNINGS, 












The brightness of the new Jennings store is reflected in the 
expression of the owner, below. For a contrast in store de- 
sign, as well as in owner expression, see illustration at left. 





SRV 


So 


Well, here’s just about the way things shape up. We 
have gray limed oak cases. I have six 6-foot floor cases, 
two 8-foot wall cases, two 3x4 foot shadow boxes. My 
window background is sliding plate glass, giving a clear 
view of the entire store from the sidewalk. I also have a 
four-foot wrapping counter and an eight-foot counter 
between the floor case and the watchmakers’ benches that 
house material cabinets, etc. And I have an office desk 
specially built to fit the available space. 

(Please turn to page 143) 



























‘Ideas are to be 


Found in every 


New Store...” 






My wife, a very patient woman, said, “Now you wiil 
have to get new cases whether we have the cash or not.” 
I managed to nail up the shelves as best I could and after 
inventory and tax reports were out of the way, I con- 
tacted a local show case manufacturer. 

But first let me point out that I am a habitual “page . —?> — 
clipper.” I tear out pages from JC-K, especially items . : ss 
relating to new store designs and unusual jewelry pieces, 
and I keep them in a special binder. 

So, when I contacted the Toledo Show Case Co., I got 
out my clippings. After listening to the sales represen- 
tative’s suggestions and seeing several sets of plans, I got 
a price quotation. It was high but not as bad as I had 
feared for all those years. The Toledo Trust Company 
had that much money and they graciously permitted me 
to borrow it. 

So now I have the store I have always hoped for. 
Everything is new but my watchmakers’ benches and 
they were repainted and new linoleum tops were put on 
them. Besides, they do not show much. 
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Deuble's china and glass department is an attractive showroom offers a vast selection of patterns. 


ontemporary... all the 


HEN ARTHUR W. DEUBLE cut the ribbon at the entrance to Deuble’s 
new quarters in Canton, Ohio, one year ago, it marked the culmination of 18 months 
of planning, dreaming and hard work. The ribbon-cutting gesture not only sym- 
bolized the completion of a building program, it represented a milestone in the historv 
of this old firm. 

Recognized as one of the oldest jewelry stores operated continuously under one 
family’s ownership, Deuble’s new home is one of Canton’s most unusual and modern 
stores. It is a store completely modern in motif but it is, to the store staff, “built on 
the same business foundations and the distribution of quality merchandise that have 
heen characteristic of this organization since it opened in 1833.” 

Many vears before Deuble’s instituted its modernization program it realized 


(Please turn to pace 116) 

















Located on the lower floor, the Industrial Gifts department caters to 
local companies which seek unusual gifts for clients and employees. 





store’s a showcase 


In the firm's Silver Room place settings are displayed 
on special panel boards which are set into wall cases. 


Passers-by have an unobstructed view of the first 
floor, a view which compels people to shop there. 





This window display illustrates 
the use of an ultra-modern decor 
in displaying fine timepieces. 





Though we rarely publish 
stories on jewelry stores out 
side the country, we make an 
exception in the case of the 
Gubelin store in Lucerne, 
Switzerland, because it demon- 
strates the continental touch 
in jewelry store design, which 
is occasionally the architec- 
tural aim of some American 
jewelry firms. 


JC-K would like to express 
its thanks to “Watchmaker, 
Jeweller & Silversmith,"’ the 
British business publication, 
for its cooperation in the 
preparation of this story 





gS Continental design... 


...@ luxury setting for jewelry 


b 


—_— the winter playground of 
kurope, has magnetic qualities for tourists. The country 
itself is beauty personified and it is easily understandable 
why many Americans constantly visit this Central Euro- 
pean nation. 

It is also understandable why the city of Lucerne at- 
tracts visitors from all over the world. Americans, in par- 
ticular, flock there every year to wander on the lake shore, 
to cross the old covered bridges, and to gaze at the six- 
teenth-century walls. Another attraction for American 
tourists is the remodeled Gubelin jewelry store, which is 


A firm policy is to have all business done 
with both customers and salesmen seated. 





The remodeled Gubelin store in Lucerne is 
a masterpiece of modern store design, one 
which combines in the most tasteful manner 
both contemporary and conventional ideas. 








It’s European — 


but the selling power a monumental example of a luxury atmosphere for luxury 


merchandise. 
of atmosphere With Gubelin’s clientele so predominantly tourists, it 
follows that the business premises of this firm had to be 
designed to create a spontaneous impact. The remodeled 
Gubelin store is, in fact, a masterpiece of modern store 
design, contemporary without breach of taste, with a com- 
manding presence, and inviting to the passerby. 
The store front is carried out in green marble. The 
front is recessed, and into the recess seven low oblong 
(Please turn to page 122) 


knows no geography 
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A Chilton Publication 


Mr. Wilson T. Clark 

Thorpe's Jewelers 

509 4th Street 25 he 
Sioux City, Iowa 


Dear Mr. Clark: 
(1) Why did you decide to modernize or remodel your store? 


(2) What advantages does your new store afford that were lacking in your 
01d one? 


SOCHECHOSEESOSSESSOSSESSESES SESE SEH SSHEEHEESESEEEE ©e06e0¢04606066806600206862006006080898666 


eeeeeeeeeoe ee esos eeeeeese esse eseeeeeeseeceeeeseeseeeeee0ee eee eeeee eee eee eee eee @ 


(3) Are there any aspects of your modernised store in which you are 
disappointed? 


eeee@eeseeeaeeeeeseae eeeseeceo cece esesce Ceeeeeaee een eeeeeee eee eee eee eo eee bee eee ee @ 


SCSSSSSSSSOSSOSSSESEHSSTSSSSHSSSESESSSSSHSSSHESOSESSSHEESESESSCHESEEHESEHEOOEOEEES 
(4) How has the new store contributed to store traffic and sales? 


SOSSSOSEHHESSESESOSHOSHSOSSSE SHOES SSESSHOHSEESSEHHOEHOEESESESE OE SEE SESE OESCESOEOSEES 


(5) Have customers shown any preference for the new store? 


SSSSSSSCSSSSSSSSSCSESSSSCSSSSSSSESESSSEOSSESCSCOSSSSCSSSSSCSHSSSESSOSSCCSSSSSOSESCSESEESESC 


SSCSESSSSSSSSSSSSHSSSSSHSTHSSESTSHESSSHSSSSHESSCHSOSESEHSCHHHEFCSCESEHESEHOEEECESEHH8EEHESEE 


(6) How often — in terms of years — do you feel it is necessary to 
completely modernize a jewelry store? 


SSCCSSSSSHSSSSSSSSHSSSHSESSESSSEHCSSESSSSSHSSHSSSSHOHSSSESHSSESSSESSCHSESHOSSEEOSESESEESCSESESOSBESSE 





“A sample of JC-K’s modernization questionnaire 


sent to jewelers throughout the country 






What's the Pavotf? 


Here are the opinions of the final authorities on the above question — 
jewelers who have modernized or remodeled their stores in recent years. 


a or unconsciously, we all trv 


to emulate the better qualities of people surrounding us. 

In the case of modernization, jewelers are often in- 
spired by the new stores of others. Occasionally they 
are so attracted by another’s store they incorporate many 
of its features into their new store; sometimes, they select 
the outstanding features of many stores and combine 
them in their own modernization program. 

To determine the reason why jewelers decide to mod- 
ernize, THE JEWELERS’ CIRCULAR-KEYSTONE conducted a 
survey of retailers throughout the country who have 
modernized or remodeled their stores in the past two 
years. Jewelers were queried about the advantages of 
modernization, whether it helped to contribute to in- 
creased traffic and whether they were now disappointed 
with any aspects of their new stores. 

An overwhelming majority replied that they modern- 
ized because they were, in fact, compelled to do so. Typi- 
cal of the replies was that of Nicholas K. Siderides, 
Siderides Jewelers, Union City, New Jersey. Siderides 
modernized “because I felt that either we improve and 
go ahead or else we would begin to fall behind. There 
is,” he added, “no standing still.” Joe Oppleman, Lynch- 
burg, Virginia, summed up his reason for modernizing 
in one word: “Progress.” Following a similar line of 
thinking, E. H. Boyd, Wharton, Texas, remarked, “The 
front and inside of my building, as well as the fixtures, 
had served their usefulness.” 

Though progress was the primary reason for modern- 
izing, several jewelers noted that while they needed a 
modern store, they also needed more elbow room. Mrs. 
Laura, D. Morrison, Morrison Jewelry, Great Bend, Kan- 
sas, replied, “We moved to a new location with about 
three times the size of our old store.” Moving to a new 
location, even though the original store was located at 
one site for several decades, afforded Mrs. Morrison the 
following benefits: more display space, better lighting, 
and additional parking facilities which were lacking at 
her old store. 

This view was similar to that reported by Robert 
Deutsch, Rudolph Deutsch Co., Cleveland, Ohio, who 
stated, “Times have changed and after 35 years in our 
old store we felt the necessity of a modern showplace. 
The new store is wider with individual rooms for cus- 
tomers who desire privacy.” 

Wilson T. Clark, Thorpe’s Jewelers, Sioux City, Iowa. 
modernized his old store two years ago. Asked about the 
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advantages afforded by the new store, Clark stated it 
offered “Better display—better lighting—larger display 
windows—more selling space.” 

As to whether he was disappointed in any aspects of 
his modernization program, he stated his greatest dis- 
appointment “was the cost which exceeded expectation.” 

Said Nicholas Siderides, “I was disappointed in minor 
defects in store planning, the result of not enough atten- 
tion to supposedly ‘minor details’ such as not enough 
space behind counters, a small diamond room, etc.” 

Isadore Meyer, Meyer’s Jewelers, replied that he was 
disappointed with certain aspects of the modernization 
program for his Vallejo, California store. If he had to 
do it over, Meyer would increase the size of the cashier’s 
office and the credit department. 

L. Sanford Sussman, Sanford Jewelry, San Mateo, 
California, was completely satisfied with his remodeled 
store except for one aspect: the size of the display 
windows. 

Walter Antin, Hammond, Louisiana, expressed his dis- 
appointment by saying he “neglected to provide adequate 
ofice, gift wrapping, receiving, shipping and _ storage 
spaces.” Furthermore, he added, “If the ceiling had been 
lowered to 914 feet instead of 10% feet, I could have 
utilized the second floor.” 

The majority of jewelers in the survey replied that 
they were, at this moment, satisfied with all aspects of 
their remodeled stores. 

JC-K’s survey included the question, “Has the new 
store contributed in increasing store traffic and sales?” 
A typical reply was made by William H. Snyder, Snyder’s 
Jewelers, Memphis, Tennessee, who stated, “Our new 
store has come up to expectations in increasing traffic 
and sales. In fact, our first year’s sales went somewhat 
over our anticipations.” 

Robert Prastka, Prastka Jewelers, Marion, Iowa, an- 
swered, “Store traffic and sales have both increased. 
easily offsetting increased rent overhead.” Another jew- 
eler noted, “It has definitely contributed to traffic and 
although sales have not increased, I feel they would have 
decreased had we remained in our old store.” 

Many jewelers reported they were pleased with the 
customer’s reaction to modernization. “Customers,” one 
jeweler stated, “are happy with the change and they have 
complimented us on our community pride and our 
progress.” 

“Most customers have commented on the layout and 

(Please turn to page 114) 
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The best place to look for practical 
ideas is where ideas have been actually tested. If 
you were looking for those employed by a jeweler 
in a town of 5,000, and you were on the Del-Mar-Va 
peninsula, you would find jewelers suggesting you 
go see “the beautiful little store of Calvin Lomax” 


in Easton, Md. 


Much of the charm of this store lies in use of 
color. As can be seen (above) the store is long 
and narrow, a handicap Lomax overcame by the 
use of different colors of dull-finish paints as back- 
grounds in each of the sections of the wall cases; 
creating a foreshortening effect. Colors chosen pro- 
_ the best backgrounds for each of the various 
ines. 


The Lomax display window (right) leads the 
shopper toward the door, seems to continue to inside 
showcases seen through the glass panel beside the 
door. Thus, with one easy step, the shopper finds 
herself inside the store. 


The facade of the building is made up of a continu- 
ation of the face brick relieved by a chromium and 
neon sign heralding—“Lomax.” 
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While you are physically outside, you can also be 
mentally inside “open-faced" store (above) of Sel- 
ler Jewelers of El Dorado, Ark. Therefore, it is easy 
to find yourself actually inside the store without 
any effort—and without any misgivings. For the 
friendly “non-commercial” (but highly productive) 
store layout creates that feeling of comfortable 
casualness sought by customers of this type store. 


Left: Who said “glass front''? Store of David's 
in Minneapolis, Minn., is a good demonstration 
of the reason for the popularity of clear-vision 
fronts on the modern retail store. Here we see 
a minimum of visual interruption between the win- 
dow shopper outside and displays on the inside. 



























An interesting deta‘l of the store shown above 
is the large case in window at right. Shown 
here in position for night-time viewers, It 's 
swung back during the day to form an in-store 
display case, leaving a clear view of interior 
of the store from the street. This is feature 
of new Jacobs’ suburban store. St. Paul Minn. 


C. |. Musee!man. of Bethlehem, Pa. (right), proved 
there is no sacrifice of prestige in employing 
the benefits of a modern store design. An idea 
of the conservativeness of the business is seen 
by fact that only reference to store name is the 
initial "'M'' on the Herculite glass door. Store 
front was by Pittsburgh Plate Glass Co.; archi- 
tect was Telchin & Campanella, of New York City. 
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It's not necessary to remind any passerby of this 
Hammond, Ind., store (above) that Manlie is a jeweler. 
Here is an outstanding example of an attention 
getting, inviting store. Front is of satin stain- 
less steel by the Brasco Mfg. Co., of Harvey, Ill. 


Recognizing the growing importance of silverware, 
china and glass, and the advantages of making it 
easier for the shopper to visualize how the three 
would look in her home, Niemand's, Davenport, lowa, 
(left, above) has a pavement-level window for show- 
ing completely set dining table. The front was con- 
structed of Pittco Deluxe Metal, Carrara glass and 
Herculite glass doors by Pittsburgh Plate Glass Co. 
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Unusual and dramatic use of light adds an air of 
modernity to Gabriel's, Mobile Ala., at left. The 
large supporting column is fitted into the interior 
os design as a dramatic contribution to the deco, 


A clear aisle from the front of the store to the 
appliance section in the rear has been maintained 
in the layout of the Meyer Jewelry Co., Detroit 
Mich., (below) by means of a planned grouping of 
fixtures, arranged in departments to get full atten. 
tion from aisle traffic. Fixtures and layout are by 
the Grand Rapids Store Equipment Company, 
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There are many elements in Martin's new <tore in Walla 
Walla, Wash., (above) deserving of study. For example, 
the Alumigrid sections in ceiling which provide an even 
and diffused light for the displays with spots employed 
for supplemental emphasis. Store design and equipment 
was furnished by The Kawneer Company, of Niles, Mich. 


The up-to-date Kawneer store front and entrance of the 
hy 2 ite te 4 nd Martin store provides an effective showcase display of 
1 he &s the windows and at the same time employs the open-front 

e , entrance which provides a clear view of store interior. 
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Row of louvered fluorescent units down the center 
of ceiling provide general illumination in Seymour 
store. Filament lamp downlights, recessed into 
ceiling, provide sparkle to counter displays. In the 
rear, spots emphasize the silverware and appliance 
displays. Engineered by General Electric Co. 


Novel handling of silverware corner at the Door 
Jewelry store, Kennewick, Wash., (below). Atmos- 
phere of privacy is created by "roof" over area. 
Walleases are a very light blue on the outside 
and a brown on inside, reverse of same color — 
scheme in rest of store. Floor counter cases are ee ee 
all attractively constructed of bird's-eye maple. 













Designed to provide a less austere and more relaxed atmosphere is 
the use of wood paneling in the new suburban store of S. Jacobs in 
the Highland Shopping Center, St. Paul, Minn. Alternate kneehole 
cases break up the otherwise straight line of the counter cases and 
accent the various 'departments" of merchandise displayed therein. 


Brides' Circle at the rear of Snyder Jewelers, in Memphis, Tenn. 
groups silverware, china and glass for the coordinated selling of 
the three lines. Wall-to-wall carpeting and the indirect lighting 
create suitable homelike atmosphere for selection of these lines. 











ae Tailor ind the Windoy 


Ei is not possible to achieve effective mod. 
ernization of an out of style store without consideration 
of the store windows, but it is possible very frequently 
to remodel such windows very simply without the ne. 
cessity of making elaborate and basic structural changes, 

The jeweler who is planning a modernization job is 
usually either remodeling his present location where the 
windows are apt to be of reasonable proportions for the 
showing of jewelry merchandise, but may have over. 
elaborate background treatments and are awkward in 
shape; or he may be planning a move to another location 
where windows previously designed for other merchan. 
dise are completely out of proportion for jewelry. Even 
in the latter case where windows may be much too low 
or too high or too deep for effective jewelry display, 

cers | i ae alterations can be made inside the window to achieve 
; ae } ae the desired effect without the necessity of rebuilding the 
: , store front. However in planning a move to a new loca- 
tion, it would be well to make sure that the windows can 
be suitably remodeled without undue expense. Some win- 
dows are so poorly designed architecturally that nothing 
but complete structural alteration will make them work. 
able. This may also be true of your present location. 

Half-way measures may not be worth their cost if the 
size and shape of the window is too far off from the 
ideal. It may be better to postpone alterations until a 
complete rejuvenation job can be done. This article may 
help you to decide, for here are some of the things which 
you can do to modernize without basic alterations. 








BACKGROUNDS SHOULD BE SIMPLE 


First, if window backgrounds are overly elaborate, 
they should be replaced or covered with more suitable 
material. Carved paneling, stained glass, wrought iron 
screens and other such materials, once considered almost 
a necessity in the jeweler’s window, no longer serve their 
purpose. They are distracting and confusing to any moder 
display set-up and being quite “dated” in appearance they 
do not add the feeling of richness and dignity which they 
once did. If it is possible to cover or replace the panel- 
ing, use plywood or wallboard, cut in easy-to-handle 
sizes and change the covering from time to time as de- 
sired with attractive wall paper or fabrics. 

If the background structure of the window is such 
that it cannot be altered without getting into structural 
difficulties, curtains can be used to cover the background. 
These can be changed and alternated from season to 
season or from one display change to the next. Curtains 
serve particularly well where doorways giving access to 
the window must be covered. The curtain can be made 
in narrow widths, easily parted for window access while 
still giving the effect of a continuous background when 
in place. Choose fabrics of solid, soft colors, in textures 
which will drape softly and gracefully. Avoid the look 
of the old fashioned heavy plush “drapes.” 
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to Jewelry Display 


There are many possible ways by which unsuitable 
windows can be changed to better fit them for the 
specialized display of jewelry store merchandise 


without remodeling the entire store front. 


by VIRGINIA DIXON 


Windows with many recesses and angles can be sim- 
plified with the use of curved masonite panels available 
from most lumber yards and from some display supply 
houses. These can be painted or papered as desired. 
There are a variety of shapes available so that they can 
be adapted to almost any size or shape of window. 
Sketch A shows just one possible arrangement with these 
panels. The center panel in this sketch might be plain 
wallboard or a curtain. 

A honeycomb unit is shown as part of a background 
in Sketch B. Such a unit provides display space for 
medium-sized pieces of merchandise—silverware or china 
—while giving a partial view into the store from the 
street and admitting light into the store through the dis- 
play window. In this sketch, smaller merchandise can be 
arranged on the steps in front of the honeycomb with 
other grouping to the left against the plain wall panel. 

A difficulty frequently encountered, especially when 
moving to a new location, is having the window floor too 
low to bring small jewelry merchandise near enough to 
the eye level of the passerby. The floor of the jewelry 
store window should be no lower than three to three 
and a half feet from street level. The only solution to this 
is to have a false floor built at the proper height inside 
the window, blacking out the plate glass up to the new 
floor level. A special masking paint which will adhere 
to the glass can be used or fabric covered panels cut to 
fit can be attached to the floor construction. The paint 
if done in a professional manner is the more permanent 
arrangement, but the fabric-covered panels may look 
richer and can be changed in color and texture from time 
to time, permitting a refreshing change in the appearance 
of the window. The new floor may be permanently built 
in or it may be composed of table-like elevations which 
can be removed for recovering. Even after the window 
floor height has been raised, elevations will still be 
needed to give variety to the merchandise arrangement. 
Merchandise laid out flat on the window floor is not 
good display. 

(Please turn to page 106) 
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The remodeled store is now as up-to-date as its merchandising policies. 





Distinction in a Modern Package 


A look of distinction was added to the distinguished record of Henebry’s of 
Fayetteville when the firm completed its two-year modernization program. And 


the store was not closed a single hour during the entire period of remodeling. 


OF FAYETTEVILLE, INC., Fayette- 
ville, North Carolina, has the distinction of being located 
on one of the oldest jewelry store sites in the state. To 
be exact, the original store was founded on the preseni 
site in 1834. The firm also has the distinction of being 
under the management of Mrs. Mary E. Franklin, the 
first female registered jeweler in North Carolina. But 
these distinctions, fine as they are, cannot substitute for 
a needed modernization program. 

Mrs. Franklin, of course, was aware of this. “We de- 
cided to modernize,’ she remarked, “to keep pace with 
this fast growing city and the resultant expansion of our 
business volume.” Since the store location has historical 
significance, it was decided to modernize—and not move 
to a new store. 

In 1950 the actual decision to modernize was made: 
but it was decided to modernize gradually. In that year 
work on the interior was started. The partition was 
moved back several feet, the ceiling lowered, and a new 
lighting system was installed. A continuous strip of fluor- 
escent lights along the center of the ceiling was put in, 
beside which were placed countersunk spotlights. Mod- 
ernization also called for the installation of a Chrysler 





Air-Temp unit. A face-lifting job for the store front—completed in five 
(Please turn to page 136) weeks—was the final aspect of the modernization program. 
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Announcing an exciting new line... 


THOROUGHLY RESEARCHED 
EXHAUSTIVELY TESTED 
PRACTICAL and EFFICIENT 


ew RONSO N Gas Lighters 


with sensational 2W, AY KL AME! 


Now, Ronson’s new line of gas 
lighters with 2-way flame gives you 
a 3-way sales punch! Sell them to 
cigarette and cigar smokers...to 
pipe smokers... sell them as gifts. 
They’re lightning-fast sellers...be- 
cause they offer your customers all 
these important advantages: 














For cigarettes 
and cigars, 

light up in usual 
upright position. 


* Thousands of lights from a single 
‘‘throw-away’’ cartridge fueling 

* One-finger, one-motion positive 
valve and ignition control 

* New improved burner valve 

* New injection valve in fuel chamber 
guards against fuel leakage 

* Leakproof screw cap on fuel cham- 
ber for double safety 

* Completely airtight fuel chamber 





For pipes, 

light up as usual. 

Then turn lighter 
upside down | 
A pin-point flame } 
shoots right into ; 
( 


These exciting new lighters are being 
the bowl. 


heavily advertised in national maga- 
zines and TV spots in key cities. Tie 


in! Write RONSON for details on free : 
dealer aids. POCKET MODELS y RONSON MAXIMUS, Pocket Lighter. Engine-turned chromium plate, $12.50. Also in 


tortoise enamel, $13.50. Genuine alligator-lizard, $14.50 
All prices on this page include 2 RONSON Bu-Tanks. 


: 
% 





TABLE AND DESK MODELS y 











RONSON VIOLA 


RONSON VERNON RONSON VICTOR RONSON VERA 





RONSON VICEROY 
Chromium plate, genuine 
walnut, $15.70 








Chromium plate, birch wood, 
maple finish, $15.70 





Chromium plate, genuine 
leather 24K gold tooled. 
Green, Tan, $15.70 





Body, porcelain trimmed with 
silver plate; rhodium plated 
fitment, $14.50, plus tax. 





Body, porcelain trimmed with 
silver plate; rhodium plated 
fitment, $15.00, plus tax. 








ORDER NOW FROM YOUR RONSON WHOLESALER. BE AMONG THE 
FIRST TO STOCK... DISPLAY... DEMONSTRATE THE ENTIRE LINE! 


RONSON ART METAL WORKS, INC., 1 ARONSON SQ., NEWARK, N. J. 
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On hand to greet customers in their new store are Enos Slaughter, center, and John Straub, right. 


Designed for Selling Versatility 


Wrae A NEW JEWELRY STORE is unveiled to 
the public the occasion is marked by celebration and gay 
festivities. And certainly a good number of curious folks 
are attracted to the store. 

In the case of the new Slaughter-Straub store in Belle- 
ville, Illinois, the opening day ceremony—and every day 
since—has been marked by unusual store traffic. A cross- 
section of visitors to the store, which occupies the ground 
floor of a remodeled hotel on the Belleville Square, wil! 


The store's gift shop is separate from the main showroom. 
Here are displayed a large variety of quality merchandise. 
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Of course, every jeweler cannot have baseball 
star Enos Slaughter behind the selling counter, 
but he can take a tip or two from the new and 


versatile Slaughter-Straub store in _ Illinois. 


by ROBERT LATIMER 


reveal many wide-eyed teen-agers, athletic young men, 
plus the usual gift shoppers. 

The traffic drawing feature of Slaughter-Straub is the 
presence of partner Enos Slaughter, veteran baseball 
player of the St. Louis Cardinals, who has found such 
zest for jewelry retailing that he spends every possible 
moment at the store, except for the periods when the Car- 
dinals are away from St. Louis on road trips. Even dur- 
ing short stands in the home community, Slaughter com- 
mutes regularly over the 35-mile distance between Belle- 
ville and St. Louis, and often has been known to make an 
impressive sale to a customer less than an hour and a hall! 
before he trots out on the field of Sportsman’s Park. 

The Cardinal’s star has been a resident of Belleville for 
many years, but it was not until early 1951 when he 
teamed up with John Straub, a veteran of many years ol 
wholesale jewelry operations, to create the Slaughter- 
Straub store. 

From the outset, the partners went about the business 

(Please turn to page 142) 
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amond advertisin 
Works Or VOU 


This is the fourteenth year that diamond advertising 
has been working for you . . . addressing your cus- 
tomers, through pages of America’s leading national 
magazines, creating desire for diamonds. 





One campaign, in Life, Look, and The Saturday 
Evening Post, works continuously, and dramatically, 
to further the diamond engagement ring tradition .. . 
to make the diamond, the token of love, a requisite 
of every marriage. 

A second campaign, in Vogue and Harper’s Bazaar, 
promotes diamonds, and especially diamond clips, for 
special gift occasions. Your customers are constantly 
reminded of the sentimental significance of diamonds. 





ee eee 
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At work for you, in this advertising, too, are the 
facts about diamond qualities, and prices. Readers are 
urged to seek the advice of a “trusted” jeweler. 


Here’s how you can tie in for profits 


The national Diamond Promotion includes point-of-sale aids. 
These are for your use, in your store, to promote your diamonds. 

There are FREE counter cards, 2 sets of 3 cards to a 
jeweler (send 25c to cover postage and handling) .. . the 
diamond folder, “Gift of Love” (1000 FREE) for counter and 
direct mail use . . . the diamond booklet. “The Day You Buy 
a Diamond” ($6 per 100, plus cost of imprint, $3.50 for first 
hundred, $1.25 for each additional hundred). These selling 
aids are available from the Diamond Promotion Department. 
The Reuben H. Donnelley Corp., 305 E. 45th Street, New 
York 17, N. Y. Write for them. 


De Beers Consolidated Mines. Lid. 


ake it work for you 
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1955 Calendar of Promotion Evens 


= are literally hundreds of events throughout the year that 

offer the retail jeweler an opportunity for a promotion tie-in with his store. 
Some of these are nationally observed; some are of only local importance. 
The following handy calender lists month-by-month the special days, weeks 

and events for 1953. Some of these are directly, some indirectly applicable to 
the promotion of jewelry merchandise. Their value to the jeweler depends 


upon his ingenuity in applying them to his advertising and displays. 


JANUARY 


| New Year's Day 

2 -31 March of Dimes 

11-17 Printing Education Week 
16-24 Take Tea & See Week 
17-23 National Thrift Week 

19 Robert E. Lee's Birthday 
20 Inauguration Day 

25-Feb. | National Youth Week 


FEBRUARY 


2 Ground Hog Day 

7 -13 Boy Scout Week 

8 -14 American Heart Week 
12 Lincoln's Birthday 

12-22 Americanism Week 
12-22 National Defense Week 
14 Valentine's Day 

14-21 Jaycee Week 

15-22 Brotherhood Week 

17 Mardi Gras (Shrove Tuesday) 
18 Ash Wednesday 

22. Washington's Birthday 


MARCH 


| -31 American Red Cross Fund Drive 

2 -10 Nationally Advertised Brands 
Week 

7 -15 National 4-H Club Week 

15-21 Camp Fire Girls Birthday 

15-21 National Wildlife Restoration 
Week 

17 St. Patrick's Day 

2\ First Day of Spring 

29 Palm Sunday 


APRIL 


JIC SILVER PARADE MONTH 
-30 National Hobby Month 
April Fools’ Day 
- 8 National Laugh Week 
Good Friday 


l 

| 

| 

3 

5 Easter Sunday 
6 Army Day 


12 Daughter's Day 

12-18 Pan American Week 

13-19 National Boys’ Club Week 
14 Pan American Day 

25-May 2 Boys and Girls Week 
26 Daylight Saving Time Begins 
26-May 7 National Baby Week 


MAY 
May Day 
3 - 9 National Cutlery Week 
3 - 9 National Music Week 
8 V-E Day 
10 Mother's Day 
10 | Am an American Day 
10 National 4-H Sunday 
16 Armed Forces Day 
18-23 World Trade Week 
22-30 V.F.W. Buddy Poppy Week 
30 Memorial Day 


JUNE 


JIC DIAMOND EXHIBIT MONTH 

Graduations-Weddings 

3 Jefferson Davis’ Birthday 

14-21 Father-Son Week 

14 Flaq Day 

20 National Expectant Father's Day 

2! Father's Day 

21 First Day of Summer 


JULY 


Vacation Time 
4 Independence Day 
10-18 National Iced Tea Time 
15 St. Swithin's Day 
19-25 National Farm Safety Week 


AUGUST 


Vacation Time 
Friendship Day 


14 V-J Day 
19 National Aviation Day 


SEPTEMBER 


JIC WATCH INSPECTION TIME 
Back-to-School 
7 Labor Day 
10 Rosh Hashanah 
13-19 National Home Week 
19 Yom Kippur 
21-26 Sweater Week 


OCTOBER 


JIC WATCH FASHION PARADE 
Red Feather 
Community Chest Month 
| - 8 National Newspaper Week 
5 National Newspaper Day 
1! Grandmother's Day 
11-17 National Home Appliance Week © 
11-17 National Letter Writing Week 
12 Columbus Day 
24 United Nations Day 
24-31 National Hat Week 
25-31 Girl Scout Week 4 
30 Beggars’ Night (Tricks or Treats) | 
31 Hallowe'en 


NOVEMBER 


Football Month 
| - 7 American Art Week 
7 National 4-H Achievement Day 
7 -14 American Education Week 
26 Thanksgiving Day 
30-Dec. 3 National Prosperity Week 


DECEMBER 


| -25 Pre-Christmas Promotion 
15 Bill of Rights Day 

22. ~—s- First Day of Winter 

25 Christmas Day 

31 New Year's Eve 


NOTE: The Jewelry Industry Councii has not yet announced the 1953 dates for the industry- 
wide promotions they sponsor so these events are listed above under the month in which they 


were held in 1952. 
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america’s most 
dependable 
diamond merchants 
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if diamonds 





511 Fifth Avenue, New York I7, N. Y. 

















PROMOTION 


How to Capitalize on the Stone of the Month 


AMETHYST—Birthstone for February 


COLOR: 

The range of color for amethysts runs from deep, rich 
tones of pure violet to reddish-violet tints of nearly color- 
less shade. The best qualities are the rich, deep purple 
stones, perfectly clear and transparent, valued in terms 
of the depth and evenness of color. 


VISUAL CHARACTERISTICS: 


Only the clear and transparent stones of the desirable 
color are of gem quality. Some of the best color stones 
are frequently flawed or feathered, making them of little 
value, as are the light color stones. 


WEARABILITY: 

Being quartz, amethyst is a tough and durable gem 
that is not easily scratched and which can stand hard 
usage in all types of jewelry. 


USUAL SHAPES: 


A clear and transparent gem, amethysts are generally 
cut in some facetted shape, either brilliant or step cut. 
Today it is rarely cabochon cut, although in former times 
this was a more accepted form of cutting. 


ASTROLOGICAL SIGNIFICANCE: 


Sincerity is the gift of those who wear the amethyst 
as their birthstone, under the Zodiacal sign of Pisces 
(the fishes) for February. The purple color of the stone 
signifies royal dignity and power as the expression “born 
to the purple” implies. For a man, purple denotes dignity, 
industry and judgment; for a woman, philosophy and 


high ideals. 


WINDOW DISPLAY 


A chess board setting lends a royal atmosphere to this 
display of February's regal gem—the Amethyst. A regulation 
chess set can be used, keeping the kings and queens, but 
substituting small cylinder elevation bearing rings for the 
other chess pieces—half the ring holders in black, and half 
in white of course. Silk cord and-tassel may be used alone 
or combined with a fabric drapery around the setting. Copy 
card tells the Amethyst story. 


From Greek legend comes the belief that the stone had 
the power to preserve its wearer from intoxication. Iy 
fact, the name of the stone comes from the Greek word 
meaning “not-drunken.” According to the story, Bacchus, 
god of wine, was offended by some slight by the goddess 
Diana. He vowed that the first mortal met by his caravan 
should be devoured by his tigers. 

As it happened a beautiful girl named Amethyst hap. 
pened along on her way to worship at the shrine of Diana. 
Seeing her peril, the girl sought the protection of the 
goddess who answered her plea by turning her into pure 
white stone. Surprised at this turn of affairs, Bacchus 
repented his cruelty and poured the juice of grapes as a 
libation over the stone maiden, giving the stone its beauti- 
ful violet color. 


ROMANTIC BACKGROUND: 


The amethyst is another of the oldest stones known 
to man and in its early days was valued with the diamond, 
ruby, emerald and other precious stones. It was the 
ninth stone in the breastplate of the high priest of Israel 
and was called in Hebrew “allamah.” It was the stone 
of the tribe of Dan, standing for judgment. 

The stone was especially valued by the ancient Egyptians 
and many pieces of amethyst jewelry have been found in 
the tombs of the Pharaohs. Cleopatra had a signet ring 
set with an amethyst engraved with the figure of Mithras, 
the Persian deity who symbolized the divine idea, the 
source of light and love. The Egyptians attributed vari- 
ous talismanic powers to the various gems and believed 
that these stones combined in necklaces or amulets 


(Please turn to page 140) 
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IF youU’RE NOT 


TOO HARD 


YOU'RE 
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The power of LIFE A : 








in Providence, R. I. 





Mr. F. B. Thurber is president of Tilden-Thurber, a lead- a 
ing jewelry firm with four branches in Rhode Island. He —— 

was the American Gem Society’s first certified gemologist, 
| and at present is actively interested in the Jeweler’s 





Research Bureau. 





Under his progressive leadership, this firm, estab- 
lished in 1856, is still voung and dynamic. Mr. Thurber 
knows, and takes*uadvantage of, the power of advertis- 


ing. Tilden-Thurber advertisements appear in local news- 





papers, on billboards, match cases, ete. 
And he is a staunch advocate of the power of LIFE 
tie-in promotions for increasing sales at Tilden-Thurber. 
Ml . . A ; 
LIFE is a great selling aid which we thoroughly 
believe in. Our store has taken advantage of this 


PO II IO Py ry 





for several vears, and we consistently feature the 
nationally advertised products seen each week in 
LIFE.” 

F. B. Thurber 











First in circulation 


First in readership 





First with retailers 








9 Rockefeller Plaza, New York 20, N. Y. 
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Restyling transforms 1929 jewelry fash- 
ions into modern beauty for Miss 1953. 


Stones from these old brooches 
were used in this high-fashion 
flexible pin at the right as trans- 
formed by Marianne Ostier. 









FASHION 


_ saying “Off with the old and on with 
the new” is more than a gay New Year’s resolution. It’s 
the usual response by people all over America to a con. 
stantly changing world, especially the world of fashion, 
and because of it 25,000 jewelers will grow richer in 1953! 

There are ways within ways in which fashion creates 
additional business for the jewelry industry, and many 
jewelry stores have been finding a satisfactory proportion 
of profit in re-styling old jewelry and selling modern ring 
mountings. People who own fine jewelry must have their 
pieces re-styled at intervals or become reconciled to wear- 
ing passé jewelry, and no woman—or man, wants to look 
dated. Today’s preference in styling should always be 
considered in relation to inherited jewelry, and often 
poses a problem with great historical pieces when they 
come up for re-sale. The other day, a jeweler showed me 
a necklace he had purchased recently which once be- 
longed to a very famous Queen. The necklace has a 
fascinating historical background and a lovely aura of 
ancientness clings to it. I think it would be a crime ever 
to dismantle it, for it should be preserved in a museum. 
However, unless he can find a museum customer the only 
advice I can give him is to re-design. I don’t know of 
any woman with fashion flair who would wear the neck- 
lace in its present form. Do you know of any woman 
who wants to go around looking like a museum piece? 








With the addition of some baguettes, 
the brilliant stones in this old pin were 
transformed into a new flexible dia- 
mond bracelet by Raymond Abrahams. Goldstein-Gerson are originators of 
this new "Tapestry" style series of 
mountings available without stones. 
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Modernizes Jewelry with Modern Mountings 


by WINIFRED PARKER 
(Illustrations by Dorothy Burke) 


There are many advantages to be found in establishing 
a re-designing department for all jewelers who are look- 
ing for a tried and true way to develop more business, 
and these advantages go way beyond the immediate 
sale of a new setting! It will also pay jewelers already 
established in re-designing to look over this department 
with the intention of giving it some fresh promotional 
effort. 

You usually sell more than a setting, you see, when 
people come in to have old jewelry re-styled. Few cus- 
tomers have a sufficient number of jewels in their old 
pieces to completely fill-in one of the modern designs, and 
there is a wonderful opportunity to sell additional dia- 
monds, rubies, emeralds and sapphires. Also customers 





Feature Ring Co. illustrates how old rings 
can be transformed into modern beauty when 
remounted in their Feature-Lock mountings. 


fashion revival of 
airy design. Rings 





Gutenstein Bros. use jewels from old guard 
rings for resetting in these modern rings. 


Columbia diamond bethrothal set with 
Tru-fit mountings featuring a _ spring 
unit that conferms to finger shape. 
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Artcarved bethrothal set by J. R. Wood featuring a 
Parisian wirework in a_ light 
available without stones. 


who are already caught up emotionally in the thought of 
owning new looking jewelry will often prove susceptible 
to the beauty of a magnificent major jewel, and will be 
willing to pay a fancy price for it! Jewelers specializing 
in re-designing have the continual satisfaction of working 
in the top strata of their merchandise, among the dia- 
monds, and fine colored stones, because this is the kind 
of jewelry that comes in to be restyled! 
The low cost of establishing and maintaining a re-de- 
(Please turn to page 112) 





Specializing in ring mountings, Karlan & 
Bleicher show what can be done with stone 
from old mounting given a modern setting. 
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A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is writien for that average jeweler. 


Part XVII—Quartz (Continued ) 


by DR. FREDERICK H. POUGH 


Banded agate with desired horizontal layers used for cameos and intaglios. 


‘i introductory review of the varieties of 
quartz has presented a general p-cture of the tremendous 
range in this particular mineral. The two general divi- 
sions depend upon crystal size. Large crystals, from a 
part of which a jewelry stone is cut, are usually trans- 
parent, and their beauty is brought out by lapping, giv- 
ing polish, brilliance and revealing color. The other 
great division is that known as cryptocrystalline or 
microscopically crystallized. A jewelry stone cut frora 
this material contains thousands or even millions ot 
microscopic crystals. These depend for their appeal upon 
color and pattern; not being wholly transparent. they 
cannot have the brilliance that is characteristic of the 
single crystal stone. 

Microcrystalline quartzes are very abundant in nature. 
and even the more attractively colored and patterned 
varieties are so common that none commands a high 
price. In most cases, the price is little more than the cost 
of the cutting and polishing, plus a very small amount 
for the material. The only exceptions to this rule fall in 
the special interest and hobby class. In recent years, we 
have seen ris:‘ng in this country, especially in the West. 
a tremendous interest among a group of amateur col- 
lectors in cutting and polishing stones as a hobby. 
Sometimes known as “rockhounds.” at first in derision. 
but now considered appropriate, they apply their skill 
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largely to cutting and polishing cryptocrystalline quartz 
varieties, usually known to them as agates. For begin- 


(Please turn to page 144) 


Moss agate with characteristic inclusions. 
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Hearts Are [Trumps 





PROMOTION 


In This Valentine Display of Jewelry Gifts 
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* This colorful and versatile window display spotlights the jeweler's suggestions for Valentine's Day gifts. 


‘Lie King and Queen of Hearts emerge 
from their house of cards to preside over this Valentine 
gift display. Heart cut-outs covered in red velvet are 
suspended from the window ceiling and carry various 
jewelry pieces pinned to them. Scatter pins and charms— 
excellent Valentine gifts—are shown in a special bouquet 
of heart “flowers” arranged in a simple vase. Small gift 
packages are appropriately wrapped and arranged with 
the merchandise grouping on the window floor to the 
right. Other merchandise is shown in open boxes and 
on fabric-covered discs on the window floor. 

Your showcard man should be able to make the giant 
playing cards for you. Most showcard studios have some 
mechanical method for enlarging designs. If not, the 
cards can be enlarged by photostats and then painted. 

The bouquet of hearts is made by attaching small 
heart cutouts to the ends of quarter or half-inch dowel 
lengths and arranging them in a vase with a few artifi- 
cial flower leaves. Jewelry pieces are pinned to each 
small heart. Larger hearts are hung from the ceiling with 
fine red ribbon with costume jewelry pieces pinned to 

each one. 
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by VIRGINIA DIXON 


Copy on the hand-lettered scroll reads—‘“Gifts for the 
King or Queen of your Heart . . . St. Valentine’s Day— 


February 14.” Pale blue or pale pink would make an 
effective background color for this display. Valentine’s 
Day is becoming an increasingly important date for the 
jeweler and well deserves something special in the way 
of display. If you can spare two windows for this event, 
the King could be used in one window and the Queen 
in the other with appropriate changes in the window 
copy and merchandise. 


—————— 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 
Enlarged playing card posters Showcard writer 


Hearts cut-outs, fabric covered Make in store or 
get from display 
supply house 


Copy ribbon Showcard writer 
Dowel stems for heart “flowers” Lumber yard 


7, 
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PROMOTION 


Brand Name Promotions 





With a Local Flavor 


Nationally known products play an important 
role in this jeweler’s merchandising plans. 
He draws attention to his displays by using 


photographs of local people in his windows. 





- home in Middletown, Conn., Bernie 
Fields, proprietor of Pinsker’s Jewelry Store, has acquired 
the nickname of “Mr. Brand Names.” Facetious cus- 
tomers and friends have given this nickname to Fields 
but, through assiduous advertising and promotion, he has 
really earned it. 

In the two years that Bernie Fields has owned and 
operated the 50-year-old Pinsker store, he has raised its 
level of operation and sales volume to an all-time high, as 
well as accomplishing the coveted feat of earning national 
recognition for his energetic merchandising of brand 
name products. This was attested to recently when 
Pinsker’s Jewelry Store was one of the four jewelry firms 
in the country to be cited by the Brand Names Founda- 
tion, a “Certificate of Distinction” for brand name mer- 
chandising. 

It is worth remembering that the mere stocking of 
brand name merchandise does not automatically spell 
success for any retailer. Imagination must be combined 
with brand name products in order to get the utmost 
benefits. And Fields’ imagination combined with brand 
name merchandise has proven to be a successful formula. 
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DRERNIE. FILEDS SAYS: 
|BUY BRAND NAMES FOR 
|. MOTHER’S DAY, MAY 11 
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Newspaper ad, above, announces that Bernie Fieids 
has been cited by the Brand Names Foundation. The 
bridal window display, left, features national prod- 
ucts and a large photograph of a home-town bride. 


Fields’ creative handling of brand names can be seen 
in his last bridal and graduation promotions. The past 
June, he keyed both ot his window displays to highlight 
these lucrative promotion events. In the graduation 
window he displayed a wide assortment of brand name 
watches, pens and pencils, cameras, lighters, electric 
shavers, and other merchandise that would be appropriate 
for the graduate. Likewise, the bridal window display 
featured wedding and engagement rings, sterling flat- 
ware and hollowware, china, pearls, etc. 

But Fields did not call it a day after he created attrac- 
tive displays of brand name merchandise. He injected 
local interest with national products by using a large, at- 
tractively-framed photo of a local bride and a high 
school graduate. The human interest involved in such 
displays was demonstrated by the many passersby who 
stopped to look at the familiar faces in the windows. 
They not only stopped and looked, they actually entered 
the Pinsker store and asked question about the pictures. 

Obviously, brand name merchandise plays an important 
part in Fields’ scheme of operation. He completely recog- 

(Please turn to page 110) 
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When you show your customer one diamond it’s a 50-50 chance 
for a sale. Your customer chooses the one diamond or none. 

Of course, no jeweler shows one stone. But when you show a 
carefully varied assortment, the chances of your customer not find- 
ing one to suit him are pretty slim. 

In this respect, Kionka selections are so knowingly prepared 
that your sale possibilities increase over and above the actual num- 


ber of diamonds you show. Perhaps it’s because Kionka has been 
doing it for over 50 years. Make your next selection Kionka and see. 


H. C. KIONKA & CO., Inc. 


ESTABLISHED SEPTEMBER 1900 
15 MAIDEN LANE NEW YORK 38, N. Y. 
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STORE TRAFFIC 


Is Foundation of 








Customer Confidence 






The recent modernization of the Jackson- 
ville, Illinois, store was due, in large 
measure, to the watch repair department. 
Left, the new china and crystal section. 





An NRRL DDL PLLA A POLL ALLA LOL LL POL LILLIA IAA PDD PM 


by CARROL C. HALL 


Rs: HENRY is the fellow who once had te two-tone gray with the darker shade being used in the 
look up the word “horology”’ in the dictionary to know back and front of the store and inside the wall cases. 
what it meant. He not only looked up the meaning of this This color combination makes a warm store and displays 
word, he entered Bradley University in Peoria, Illinois, merchandise to its best advantage. . 
and after learning the trade of watchmaker served as an The side walls are of the lighter shade with the floor 
instructor in the school. cases lined in the same shade. All fixtures are of blonde 

Today, Henry is proprietor of La Ross Jewelers at (Please turn to page 147) 

Jacksonville and Jerseyville, Illinois. Since its founding, 
La Ross Jewelers has built its business around the repair 
department. A policy of making every effort to give cus- 
tomers prompt, accurate and efficient service is strictly 
adhered to by Henry. This policy has won for the firm 
the confidence and continuous patronage of its many cus- 
tomers. 

In truth, the repair department has proven to be a solid 
basis for successful merchandising. The recent moderni- 
zation of the Jacksonville store is due, in large measure, 
to the repair department. 

After ten years at 15 West Side Square in Jackson- 
ville, La Ross Jewelers recently moved to new and mod- 
ernized quarters at 9 West Side Square. The present store 
is one of the smartest in central Illinois and certainly an 
outstanding addition to Jacksonville’s business district. 
Planned by a professional interior decorator from Mac- A novel hanging window box just inside the store 
Murray College, Jacksonville. the color scheme is a warm entrance is used to spotlight special merchandise. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 





London: 32/34 Holborn Viaduct 
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Hobby Displays 


PROMOTION 


Pep Interest in J eweler’s Windows 














The first hobby window Kortz & Son presented was this Chinese art collection. 


Toe retail jeweler can add pep to his win- 
dows with an occasional display of hobbies. Among his 
customers almost any jeweler will find many who have 
hobbies which are well in keeping with “jewelry store 
atmosphere.” Instead of devoting each of his windows 
to merchandise, the jeweler who will set aside a small 
amount of space to a hobby which is of interest to many 
will gain the interest of many passersby who migh: 
otherwise pay no attention to standard jewelry displays. 

Most professional men have hobbies. These men are 
often collectors. Hobby collecting has grown tremen- 
dously in the past decade, with the result that many 
people now have valuable collections of buttons, stamps. 
coins, miniatures, zoo figures, jewelry, pistols, artwares, 
etc., which may be readily displayed in the jewelry store 
window. 

Our first “hobby window” was devoted to an invalu- 
able collection of Chinese artwares, owned by a physician. 
who is also one of our regular customers. In the window 
we displayed ceramic vases, samples of cloissone, beauti- 
ful lacquer work, hammered brass, and such unique items 
as charcoal hand and foot warmers, oriental braziers. 
tapestries, and fine cloths. We identified every item with 
a small card which gave some details about each, such 
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by FRED RUSSELL, 
Kortz & Son 


Aurora, Colo. 


as the methods by which various artwares were turned 
out or the value of historic old metal pieces. Incidentally, 
the name of the owner should appear on every card. 


We were very pleasantly surprised at the number of 
people who were gathered outside the glass, during the 
daylight and evening hours. The physician helped us 
considerably by telling many friends and patients that 
his Chinese artwares collection was on display, and this 
brought many people to our store to look at it. The idea 
got so much general attention that the local newspaper 
devoted an entire column to the window. 

We are going to continue this “hobby display” theme 
indefinitely, so long as we can find a sufficient stock of 
interesting, unusual collections to fill up the space. A 
survey has shown us that there are probably 100 different 
types of collections which will fit into jewelry-store win- 
dows, and we hope to find as many of these in the Aurora 
area or in nearby Denver as we can. 


(Please turn to page 122) 
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WEBB WALKER JEWELRY COMPANY Operating the Fine Jewelry & Diamond Dept. of 
THE FAIR STORE, Fort Worth, Texas 


wrote us as follows about a recent Imperial Cultured Pearl promotion: 


“It is well known throughout this great country of ours that the Texans always do 
things in a BIG way. 


“Our Imperial Pearl promotion was no exception. We, of course, want to give credit where 
credit is due. In the first place, the representative you sent down . . . was unequaled. 
She was grand in every way.... 


“Secondly, the complete cooperation from your staff and yourself, plus the excellent 
merchandise you sent down, made this promotion one which had the whole of Fort Worth 
talking. The Top Brass of our store readily admit that it brought many more people 

into our store than we had anticipated. 


“In short, as we say in Texas—the promotion was BIG.” 
Signed: Ray L. Huebner, Manager 


Start 1953 with an 


Imperial Cultured Pearl Promotion! 


Imperial Cultured Pearl promotions go over BIG— in every 





SS ee — 


- 


~- . ~ - - 7 ~ - — 
nl ee 


state in the union. 


What happened in Fort Worth also happened in Dallas, 

Los Angeles, Denver, Seattle, Chicago, Indianapolis, Cleveland, 
Philadelphia, New York, New Orleans, Atlanta, Miami, and 
hundreds of smaller cities in the past year alone! ... and it can 


happen IN YOUR CITY—IN YOUR STORE! 





A phone call or a letter will bring full particulars—and the same 


kind of cooperation praised by Mr. Huebner. 





These are the 5 basic reasons why Imperial Cultured Pearl 
Promotions are such stand-out successes: 


1. World’s finest qualities 

2. World’s largest selections 

3. Most publicized—most advertised 
4, Best merchandised 


5. The ONLY Cultured Pearls Registered, Insured & Pre-Appraised! 


IMPERIAL PEARL SYNDICATE 


World’s Largest Importer of World’s Finest Cultured Pearls 


NEW YORK: 607 Fifth Avenue—PLaza 8-1076 

LOS ANGELES: 607 So. Hill Street—TUcker 6159 
CHICAGO: 5 No. Wabash Avenue—DEarborn 2-2844 
DETROIT: 914 Michigan Theatre Bldg—WOodward 2-1300 
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Suggestive Selling 
Is a Valuable 


Merchandiing Asset 


Most jewelers go in for advertis- 
ing of all kinds. Most put on some 
forms of promotion. But too many 
neglect their most valuable merchan- 
dising asset: suggestive selling inside 
the store. Volume is lost when a 
clerk neglects to follow-up customer- 
provided leads which develop right 
at the counter. 

The purchaser of an engagement 
ring is, of course, a responsive pros- 
pect for a wedding ring. But in addi- 
tion that same customer is, or will 
soon be, in immediate need of silver- 
ware, china and glass and home 
decorative pieces. 





Norman Pybus, the proprietor, uses an attractive coordinated table setting to create 
a desire for fine tablewares. This is in line with his policy of "showing and suggesting." 


Featured in the “Gift Court’ is a 


The woman who has brought in a 
damaged candlestick for repair rep- 
resents a prospect for other matching 
pieces of hollowware or fancy serv- 
ing pieces in silver. Frequently the 
customer herself initiates the sales. 
She is best equipped to know her par- 
ticular requirements. 

A jewelry store which has con- 
sistently expanded its sales by this 
type of approach is Norman Pybus, 
Inc., Summit, New Jersey. This firm 
attracts a steady repeat clientele 
from a wide suburban area. 


show and suggest. I prefer to have 
the customer tell me what she wants 
and then I provide the necessary ad- 
vice and information.” 

An example of Pybus’ suggestive 
selling technique is seen in the mod- 
ernized “Gift Court’ department set 
off in the rear of the store. Here 
merchandise inspection is facilitated 
and sales stimulated by open she!f 
wall racks of silver, china, crystal 
and gift items on glass shelving. A 
customer can easily walk around and 
handle any of the displayed merchan- 
dise without having to summon the 


dining table on which silver, china 
and glass are neatly laid out in a 
harmonious setting. Its function, of 
course, is to inspire visitors to emu- 
late such a_ setting in their own 
homes. Pybus changes the table set- 
ting at least once a week in order to 
make it attractive to regular store 
visitors. 

A man with definite views on jew- 
elry merchandising, Pybus was for- 
merly with Black, Starr & Gorham 
and other prominent jewelry firms, 
before he decided to branch out on 





“My procedure,” Norman Pybus 


observes, “is never to sell, only to salesman. 


his own in November. 1951. 








Tailoring the Window 


(From page 83) 


Windows which are too low for jewelry display are 
in most cases also too high as well. A window height 
from window floor to valance or ceiling of three and a 
half to four feet has been found effective for most jew- 
elry displays. Too much height above the display tends to 
dwarf it and make the small merchandise look puny and 
unimportant. A second valance below the original one, 
can be painted on the glass or hung against the glass. 
Or, depending on the material of the original valance, 
this can be removed and a deeper one substituted. The 
valance should harmonize with whatever other masking 
of the window is being done—painted valance if base is 
painted, or fabric-covered panels if those are used. Fab- 
ric can also be made into a curtain of the necessary 
depth. In. this case, be sure sufficiently heavy material is 
used or that the material is lined so that light fixtures 
behind the valance will not shine through it. It may also 
be necessary to lower the window ceiling in order to 
bring the light fixtures closer to the display for both 
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more economical and more effective illumination of the 
display. When light fixtures are being placed be sure 
that the light source is sufficiently concealed so that it 
will not glare into the eyes of the window viewer. 

If this cannot be done in the positioning of the lights, 
baffles or some other method of diffusing the light will 
have to be used. When it is necessary to install a new 
ceiling, try to provide for the hanging of display units 
from the ceiling. This adds to the flexibility and variety 
of your display arrangements and makes full use of the 
window space. 

Sketch C shows a possible remodeling of an over-large 
window. In this case, the original window was also too 
deep. A new background has been placed a foot nearer 
the plate glass and the side masked out with the valance 
and base. Reducing the depth of a window is sometimes 
hard since it may interfere with access to the window, but 
wherever possible a jewelry window should not be 
much over two or two and a half feet deep. Old and new 
dimensions are indicated on the sketch—the new dimen- 
sions being about ideal for average jewelry merchandise 
display. Where radios, television, luggage and large ap- 
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LEQNARD ROSENTHAL, ». 


(ULTURED PEARIS 


eFine quality pearl necklaces at all prices. 





eUndrilled cultured pearls. 


e Graduated assortments. 


610 FIFTH AVENUE 
NEW YORK 20, N. Y. 


CABLE ADDRESS: LEOROSTHAL 
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pliances must be shown, larger windows may be needed, 
but for watches, diamonds, jewelry, silverware and china 
the window should not be any larger than the sketch in- 
dicates and where small groupings of merchandise are 
generally shown, the window can be smaller. 

Sketch D shows a large window converted into a series 
of small shadow boxes. This method spotlights small 
groups very dramatically and is excellent for the store that 
does not require mass merchandise displays. Shadow 
boxes are individually lighted and the entire plate glass 
area, except for the shadow box opening, is masked— 
either by painting or with wall board panels cut to fit 
and covered with fabric or paper. It would be quite pos- 
sible to build a shadow box set-up such as this for tem- 
porary installation, alternating it with the use of the 
full window area, depending on the current merchandise 
promotion. 

For the store that finds it necessary to display large 
selections of merchandise, Sketch E shows one method of 
filling the whole window area, but keeping the effective- 
ness of small groupings by dividing the space into defi- 
nite sections. Curving shelves are supported by slender 
dowels which serve as dividers, but do not cut off the 
view from one section of the window to another. Here the 
customer's attention can be held to one promotional idea 
at a time—not confusing her with many ideas indiscrim- 
inately combined. 


Sketch F shows a combination of shadow boxes against 
the background for spot displays with curving steps for 
massed merchandise in the foreground. This arrange. 
ment would be good for a very deep window, but the 
shadow boxes must be carefully decorated so that mer. 
chandise shows up well so far away from the plate glass. 








i 


| 

Selling Slants... | 
Collecting past due accounts is often diffi. — 
cult. An Illinois retailer employs this neat 
trick: When sending out statements to delin. 


COLLECTOR’S 
ITEM 





quent accounts, he purposely exaggerates the 
amount due. The customer comes in to pro- 
test. The statement is immediately corrected 
and the customer usually pays off. (Oddly 
enough, most customers show no ill-feeling 
toward the merchant. They seem quite pleased 
by the transaction. ) 














Valentine’s Day Is Ideal for All Jewelry Lines 





In this window display, LeRoy Jewelry Co., Los Angeles, featured watches as appropriate 
gifts for St. Valentine's Day. A red satin heart bordered with lace provided the motif. 


of suggestions were offered in these 
lines by Parmelee-Dohrmann Co., Los 
Angeles. In the tablewares depart. 
ment red hearts were attached to all 
the pillars. 

Printed cards were placed on 
tables. One read “Please her hospi- 
table soul with smart glassware.” An- 
other card read, “Crystal — true 
beauty for true love.” In the dinner- 
ware section a mahogany table was 
set with red mats and small red 
hearts. A card read, “Thrill her with 
distinctive service plates.” 

According to the manager of the 
Crescent Jewelry Co., El Centro, Cali- 
fornia, excellent results were achieved 
from a card they sent to all cus- 
tomers. In the upper corner of the 
card was a sketch of Cupid. The 
message, printed in red, advised: 
“For Sweethearts Six to Sixty. There 
is no age limit on Valentines. Every- 
body loves to give and receive them, 
no matter how old or how young. 








St. Valentine’s Day is essentially a 
sentimental holiday and consequently 
no gift is more appropriate than one 
from the jeweler. Last year most 
jewelers capitalized on this holiday, 
especially in window displays and 
newspaper advertising. 

The LeRoy Jewelry Co., Los An- 
geles, used in all its windows a back- 
ground panel of blue quilted satin 
to which was affixed a red satin heart 
bordered with white lace. A different 
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message, printed in gold letters, was 
centered in the heart figures: “Le- 
Roy’s for Watches,” “LeRoy’s for 
Fine Jewelry,” etc. 

One particular line was highlighted 
in each window: silver, watches, 
rings, etc. All of the windows were 
brightly lighted, and the colorful 
combination of red, white and blue 
attracted much attention. 

Tableware merchandise delights ev- 
ery married sweetheart, and a score 


Especially valentines from the Cres- 
cent Jewelry Co., which have that 
extra charm such tokens convey .. .” 

The firm also decorated its win- 
dows with large red hearts, pierced 
with golden arrows. Various gift 
suggestions were shown, including 
diamond and birthstone rings, per- 
sonal leather gifts, silver cups for 
the little ones, fountain pens, and 
signet rings for students. 
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Coordinated Tableware Merchandising is a Year-Round Proposition 


It is the belief of J. H. Stallings, 
owner of Strauss-Stallings, Jackson, 
Miss., that many jewelers fail to capi- 
talize fully on tableware merchandise. 
“Silverware, china and crystal should 
be carefully coordinated and they 
should be publicized every month in 
the year,” Stallings remarked. 

Realizing that as the twig is bent, 
so is the tree inclined, Strauss-Stall- 
ings initiates its tablewares campaign 
with high school girls. In collabora- 
tion with teachers of home economics. 


girls return to the store to make pur- 
chases. 

Strauss-Stallings also makes a de- 
termined bid for bridal business. A 
special table is set regularly for the 
bride of the month, a setting which 
includes silver, china and crystal se- 
lections chosen by different brides- 
to-be. And of course the brides’ pat- 
tern selections are registered in the 
firm’s bride book. The existence of 
this service is well known to local 
voung people because it is explained 


to the high school students when they 
attend Strauss-Stallings’ tableware 
class. 

Housewives are not overlooked in 
the firm’s merchandising and promo. 
tion plans. Frequent newspaper ads 
are used to appeal to housewives. 
Quite often silver, china and crystal 
are featured in a particular ad. 

In addition, Strauss-Stallings capi- 
talizes on coordinated tableware mer. 
chandise by featuring a table settine 
in its display window. ; 





a company representative gives the 
students a practical course in the his- 
tory, manufacture and use of table- 
ware lines. The young people, 30 or 
more in each class, are brought to the 
store by bus, and turned over to an 
experienced saleslady, who acts as 
hostess and lecturer. 


Following a tour of the store, a 
talk on silverware is given. Students 
are told about pattern inspirations, 
the use of serving pieces and the 
manufacture of silverware. Similar 
talks are made on china and crystal. 
During the lecture a table is set and 
students are taught how to harmonize 
silver, crystal and china. The more 
the girls learn about quality merchan- 
dise the more anxious they are to 
possess it. This is substantiated by 
the fact that within two years follow- 
ing graduation, the majority of the 
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It is a policy of Strauss-Stallings to feature a coordinated table setting in its window 
displays. At the base of this window the firm showed 48 different silverware patterns. 








Brand Name Promotion 
(From page 100) 


nizes the sales benefits derived from such products when 
they are properly and efficiently merchandised. “The 
benefits derived from carrying well-known products are 
numerous,” Fields said. “They not only advertise them- 
selves—they actually sell themselves and the store.” 

The recent bridal and graduation promotions were 
highly successful. To publicize these events he used 
regular newspaper ads and radio spot commercials. He 
also sent out 500 congratulatory telegrams to local high 
school graduates. 

Apart from being known as “Mr. Brand Names,” 
Bernie Fields is also known as literally being “one of the 
boys.” Because he has a highly developed interest in 
youngsters, Fields spends a great deal of his spare time 
working with boys. He is president of a local baseball 
league composed of 13-16 year-old boys. He also spon- 
sors a bowling team and has organized “Pinsker’s Soft- 
ball Team.” 

His association with these boys will some day pay 
off in dividends. Having gained their friendship and 
confidence at an early age, they will no doubt. turn to 
him later on when they are in the market for jewelry. 
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If Bernie Fields has ingratiated himself with the com- 
munity’s youth, he has also gained the respect of Middle- 
town’s adults. Believing strongly in contributing to the 
civic life of his community, Fields belongs to practically 
all the civic and charitable organizations in Middletown. 
The public’s appreciation of his interest in community 
life can be seen by Fields’ appointment as local Chair- 
man of the Heart Fund drive for 1952. This appointment 
has not only given Bernie Fields a good deal of pub- 
licity in newspapers, it has added to his store’s already 
high prestige. 

This prestige is growing and even now the Pinsker 
store draws customers from surrounding communities. 
Bernie Fields’ success can be attributed to imaginative 
promotions of brand name merchandise and his active 
participation in the civic and social life of Middletown. 





Every day is baby day for White Bros. Jewelers, 
New Orleans. The store recently ran the following ad, 
“For the Cradle Crowd—tiny adorable jewels for 
tiny cherubic newcomers—rings set with little spar- 
kling diamonds—golden bangles in which repose a 
baby’s ringlet—gifts you will linger over, happy to 
have a perfectly good reason for buying.” Rings, 
lockets, and silver cups were featured in the ad. 
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Fashion Modernizes Jewelry 
(From page 95) 

signing department is still another advantage in its 
favor. It isn’t necessary for a jeweler to add a high priced 
staff of experts to his payroll to handle this part of his 
business. There are fine houses specializing in ring mount- 
ings who will supply all that is needed in this respect, and 
well known houses specializing in custom work who will 
both advise and carry through his plans. These famous 
houses work entirely behind the scene and the retail 
jeweler can bask in the admiration of his customers and 
be confident that the jewelry designs he has planned are 
being executed by experts. 

Another advan:age found in re-designing is the feeling 
of friendship which almost always develops between a 
jeweler and a customer who work together to create a 
beautiful new piece of jewelry out of an obsolete style. 
This is especially true of young couples who have in- 
herited jewels and want them incorporated in their en- 
gagement or wedding rings. To all such customers a 
jeweler becomes a Jeweler with all the prestige connota- 
tions of the name, and the result is often a lifetime asso- 
ciation of muiual benefit. 

In making a bid for the re-styling business it is im- 
portant to stress the almost unbelievable and exciting 
changes which can be accomplished in the appearance of 
old jewelry! You can show dramatic “before and after” 
pictures, use dramatic story copy, and employ all of the 
advertising mediums of newspapers, magazines, radio 
and TV. Many of the ring mounting houses have mats 
and copy all ready prepared for your co-operative use! 


And be sure to keep your customers stirred up about the 
wonderful possibilities of new jewelry which can phe 
made from salvaged single earrings, stodgy inherited 
pieces, unsatisfactory gift jewelry, broken pieces, etc.! 
I:ven antique pieces which seem to have a timeless beauty 
are apt to be stiff and intractable, and it is often advisable 
to place the jewels in a flexible, pliant modern seiting 
with safety dev:ces—even when the original design is fo}. 
lowed. 

The consumer should also be kept aware of the fact 
that modern settings have a knack of making all jewels 
appear larger and more beautiful, and that the value 
of jewelry can be increased immeasurably by new set. 
tings, and perhaps the addition of just a few diamonds or 
genuine colored stones. 

When skillfully managed, a re-designing department 
can be one of the most lively and interesting in a jewelry 
store because it is concerned wholly with creative artistry 
and the constant stimulus of new ideas. It is necessarily 
fashion department because fashion is the strongest argu. 
ment for re-design, and on every count, it should be g 
profit-maker! 





One jeweler offers New Year's Giftbooks, each book 
containing coupons worth 25 cents, 50 cents and one dol- 
lar respectively. The books sell from $5 to $500, or up- 
wards if desired, and the coupons in each may be used for 
jewelry or gijt purchases any time during the year. The 
books are worth 5 per cent more than their cost to the 
customer ; for instance, a book costing $25 is worth $26.75 
in merchandise. 
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More protection than the strongest wall could 
possibly give you—the Saint Paul Companies’ 
JEWELERS’ BLOCK POLICY—the most in- 
clusive jewelers’ insurance available. 


The Saint Paul Companies provide this 
broader coverage to give you, the jeweler, the 
maximum in protection. Your own JEWEL- 
ERS’ BLOCK POLICY is individually written 
for your particular operation—contains the 
coverages you need. 


End your worries about several policies for 
limited amounts. Get the most inclusive pro- 


tection you can have—a Saint Paul Companies’ 
JEWELERS’ BLOCK POLICY 


SEE YOUR ST. PAUL AGENT OR BROKER 
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What’s the Payoff? 


(From page 77) 


the large amount of visual displays,” replied another 
jeweler. Still another retailer said, “Customers are very 
proud of the new store. In fact, they usually bring in 
visitors to see the store. Customers react favorably to 
the cheerful color scheme and better lighting.” 

A key question of the survey, one that reveals the 
jeweler’s general thinking on modernization, was “How 
often, in terms of years, do you feel it is necessary to 
completely modernize a jewelry store?” 


STORE MUST PROGRESS WITH COMMUNITY 


Mrs. Laura D. Morrison provided a typically intelli- 
gent opinion. She said, “The store should progress with 
the trend toward modernization as the community does. 
The jeweler’s area should serve as the cue to the time 
to modernize.” 

Another prudent opinion was supplied by Robert 
Praska, who suggested that five years was time enough. 
“But,” he added, “I believe the remodeling should be ac- 
complished gradually. Perhaps a department or two each 
year. This eases the load of remodeling expenses and 
always makes something look new continuously. It doesn’t 
scare away customers by going too ‘high brow’ all at one 
time.” 

William Snyder replied, “We believe the design of our 
store will be good for at least 15 years. The modern 
trend has just begun in store design and we do not be- 





Crown Jewels Exhibit — Crowds 


Capitalizing on the current interest in the Crown 
Jewels, Herbert’s Jewelers, Shreveport, La., recently dis- 
played replicas of the world-famous jewels. 

A local newspaper cooperated in giving the promotion 





A model holds an authentic replica of the world famous 
Crown Jewels which was recently exhibited by Herbert's 
Jewelers, Shreveport, La. 


proper publicity. The firm’s manager stated that the pro- 
motion attracted hundreds of people to the store. Some 
curious persons traveled 50 miles from nearby towns to 
see the exhibit. 

In addition, teachers and students from two of Shreve- 
port’s largest high school’s flocked to Herbert’s to see 
the replicas of the Crown Jewels, about which they were 
studying in history classes. 
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Which Benefits 
The Entire Industry 
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Supported Solely by 
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TAXES 


The Jewelers Vigilance Committee has 
sponsored every fight against discriminate 
taxation since 1917. At this time it is en- 
deavoring to unite the Industry in a re- 
newed fight against our present 20% excise 
tax. In 1950 it brought about:the tax on 
jewelry sold at auction. 


FALSE STAMPING and ADVERTISING 


In addition to the hundreds of routine 
cases handled, we are especially gratified 
by the results of our fight against “Rutile” 
advertising, misleading “bargain” pricing 
on diamond rings and the restrictions im- 
posed upon non-competitive ““Awards” such 
as “Academy Awards”, etc. 


TRADE STANDARDS 


The Jewelers Vigilance Committee is 
responsible for practically every Commer- 
cial Standard and Trade Practice Rule now 
in use. We are working in cooperation with 
several branches of our Industry and the 
Federal Trade Commission to keep these 
Standards up-to-date. Furthermore, it is so 
important to make sure that changes in old 
regulations or new ones proposed do not con- 
flict with those now in effect. 


SMUGGLING 


A standing committee of the Jewelers 
Vigilance Committee composed of repre- 


sentative diamond, precious stone and watch 
importers is constantly at work to help con- 
trol this evil so costly to our legitimate 
trade. 


REGULATIONS and LEGISLATION 


It is important that a close watch be 
kept on our legislators and bureaus in 
Washington to avoid possible discrimina- 
tion. To that end our Executive Vice Presi- 
dent keeps in touch by several visits each 


month. 


A number of things were achieved, such 
as the exemption of all jewelry from price 
control, securing the right to use copper and 
nickel to make karat gold and sterling sil- 
ver, etc. 


CODE OF ETHICS 


By itself, a moral code which consists of 
a lot of fine words doesn’t mean very much. 


During the 39 years of its existence, the 
Jewelers Vigilance Committee has persis- 
tently and patiently developed a Code for 
our Industry which has the support of all 
of the decent and respectable elements in it. 


It has in cooperation with others sought 
to develop enforceable rules of fair competi- 
tion and conduct which restrict and restrain 
the unscrupulous opportunist from taking 
unfair advantage of his competitors and to 
protect the consumer from practices which 
discredit and reflect upon the honorable 
merchants in our Trade. 


Send your contribution NOW! 


mem THE JEWELERS VIGILANCE COMMITTEE == 


45 WEST 45TH STREET 
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NEW YORK 36, N. Y. 
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lieve the changes will be radical enough to make our 
store out of date until at least 15 years.” 


NOT COMPLETE ANSWER TO MORE SALES 


Yes, jewelers agree that modernization is often neces- 
sary and often profitable inasmuch as it increased trathic 
and sales. But modernization is not a cure-all; it is not 
a substitute for alert merchandising—it only comple- 
ments and abets it. 

Some jewelers—a minority—are completely disap- 
pointed with modernization. In the case of a Maryland 
jeweler, modernization was undertaken because he had 
no alternative. He was compelled to modernize because 
his landlord forced him to vacate his old store. His new 
store, he reports, affords no advantages and he is doing 
less business this year in the new store. 

This retailer’s experience coincides with others who 
involuntarily modernized when there was no definite 
need to do so. His action being involuntary, he has no 
genuine enthusiasm for the new store. 


NO "MINOR DETAILS’ TO MODERNIZATION 


The decision to modernize is an important one. Be- 
cause it is important, a jeweler would do well to give his 
wholehearted attention to modernization. Do not consider 
any detail too inconsequential because there are no 
“minor details.” Try to avoid a post-modernization hang- 
over. 

If you are satisfied with your remodeled store and take 
pride in it, you will naturally operate it most efficiently. 








Contemporary Design 

(From page 72) 
that the old store building was located in a section of 
Canton that was in the process of deterioration. Ty 
street was no longer on the beaten track for active traffic. 
Consequently. when the store recognized the need fo, 
modernization it used a good deal of foresight in select. 
ing a new location. While the present site at Clevelan| 
and Fifth N.W. is not the most active traffic spot in the 
downtown area, it is one which is “on the way up,” in 
contrast to the. former location which was going down. 
hill. 

After selecting the new location, Arthur W. Deuble de. 
cided to swing to modern, or as he prefers to call it “con. 
temporary design.” In his words, “The store is not rid. 
ing along on the coat tails of the ancestors. We are deter. 
mined to serve the public today in as fine—and even 
unique——a fashion as it may be necessary to avoid the 
sometimes stifling effect of antiquity. After all, this does 
not interest the buying public as much as we may think. 
They are mainly interested in just what you can do for 


them and how well you can serve them today!” 


The lower (basement) floor is a combination of 4 
unique gift department—specializing in the “unusual”— 
and the Industrial Gift Department. The latter, developed 
six years ago by executive Albert B. Gill, is a unique in. 
novation in jewelry store operations. Throughout this de- 
partment there are continuously on display imported and 
domestic items suitable for all gift-giving occasions; such 
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A line that leads to sales 


You'll attract those who want something out of the ordinary 
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: certain to bring these 
~ modern, alert shoppers 
to your store by featuring 








The R-913, beautifully styled 
and with Westminster Chimes, 
retails for $47 plus tax. 
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and growing. You are 


_the irresistible charm, 
distinction, and exact 
electric timekeeping of 
Westminster Chiming ~~ 
‘ Ramere Glacke: 







The CABOT, stotely in 
design ond with 
Westminster Chimes, 
retails for $595, plus tax. 


Write for catalog 
showing olf 
the distinguished 













as company awards for safety, production records, 9; for 
honoring retiring employees. In addition, here are Sifts 
for clients and employees as well as a selection of toys for 
the children of clients or empleyees. 

“In this department,” Gill stated, “we really haye to 
dare to be different since there is such a wide variety of 
gifts preferred by companies as gifts.” Apart from travel 
alarms, pens and pencils, compacts and other familia; 
items, the department sells gift cases of jams and Jellies 
food delicacies, and imported “gifts and gadgets” from al 
over the world. 

Moving up to the first floor we find the Silver Room, 
the Diamond Room, the men’s gift department, watche 
and clocks, and costume jewelry. 


WIDE RANGE OF GIFTS FOR MEN 


The Men’s Gift Department was planned to help ladies 
who have previously found choosing gifts for men diff. 
cult. The department not only presents a wide selection 
of men’s jewelry and accessories, but also offers many 
other types of merchandise such as imported leather 
goods and gift suggestions from all corners of the world. 

The costume jewelry department is located in a stra. 
tegic part of the first floor where it can be seen by win. 
dow shoppers as well as those who enter the store. 

On the first floor is also found such thing as leather 
handbags from England, evening bags from Paris, unique 
musical jewel boxes from France and Germany, plus an 
alcove near the elevator showing some of the latest ar. 
rivals in china and crystal patterns to be found on the 
second floor. 

On the second floor is found the crystal and china de- 
partments. The china department offers one of the most 
complete selections of china and earthenware to be found 
within hundreds of miles of Canton. Not only are more 
than 25 manufacturers represented here, but available too 
are a great variety of types and patterns made by each 
manufacturer. The crystal department features a wide 
variety of well known brands. Found also in these de- 
partments are carefully arranged table settings. 











In the seclusion of this attractive Bridal Room the 
firm's consultant provides assistance to brides-to-be. 


On the second floor is the Bridal Room, attended by 
Linda Gayle serving as bridal consultant. This service 
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When open shows 24 Masonic emblems engraved 
on the pyramids; when closed is a neat 


ee globe. 9 Kt. gold outside—silver inside—imported. 


1351 Small size, 3”--$20. Keystone 
1361 Medium size, 1/4” closed—$35. Keystone 





Werrertine Berry 
means 
WV Wortiv's Best 
EFFERLING ERRY & CO. in Emblematic fowelry 
MEMBER AMERICAN GEM SOCIETY 8 ROSE STREET, NEWARK 8, N. J. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 
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Selections Sent on Approval 


665 Fifth Ave. New York 22,N. Y. 


Tel. MUrray Hill 8-0648—0649 


Pacific Coast Office: HUBERT A. WOOD 
#49 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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the creators of 


[PD ANECRAFT® 


sterling jewelry 


proudly announce the addition 
of a new line of 1/20 12K gold 
filled fashions to be nationally 

advertised and 

merchandised as 





1/20 12K gold filled jewelry 


First in a series of original 
designs, patterned after 
Danecraft’s best-selling 
Silver Wheat sterling 
collection, these 1/20 12K gold 
filled pieces are typical 

of the quality and artistry 
found throughout the 

& Dane-Gold* line. 









Be the first in your city to feature beautiful new 
DANE-GOLD “GOLDEN WHEAT” 


Write for price list and promotion material. 
FELCH & CO., INC., Dept. J, Providence 7, R. I. 


Sales Offices: 366 Fifth Ave., New York City «+ 36 So. State St., Chicago 


*Trademark 704 Market St., San Francisco 
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includes complete advice regarding weddings, weddins 
customs and eiiquetie, table settings. small appliances and 
other home appointments of interest to the Prospective 
bride. At all times in this department there are table 
set in both modern and traditional themes to presen; 
items as they might look in the bride’s own home. Close 
to the Bride’s Room a display has been set up so that she 
may conveniently select her silver, china, linens and ele. 
trical appliances. All sorts of the most unusual greeting 
cards are sold on this floor and the store is now contem, 
plating including fine embossed invitations. 

The third floor is reserved for general offices. Here toy 
is found an Employees’ Recreation Room where store 
emplovees may eat their lunch and relax. 

All four floors are accessible by automatic elevator ger. 
vice and the store is completely air-conditioned. Even the 
doors have a touch of the unusual. for they open upon 
the merest touch of the finger. 

Perhaps the entire spirit of the store’s attitude to mod. 
ernization can be summed up by Arthur W. Deuble. “I; 
has been our aim to make Deuble’s new store distinctively 
unusual, not simply for the sake of being different bu 
because of our feeling that the people of this area wanted 
and deserved a jewelry establishment with the unique 
characteristics found in the new Deuble’s.” 





‘Century Clock’ to Mark Passage 
Of Next Century 


The strange looking object now on display at Chi. 
cago’s Museum of Science and Industry is an exact 
duplicate of the hundred year clock recently placed in 
a cornerstone of the Museum. The “Century Clock” con- 
sists of a bi-metallic strip sensitive to temperature change 
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and an odometer. This device registers each time the 
temperature falls to 20 degrees after rising to 80. 

Designed by George G. Ensign, research director at 
Elgin National Watch Co., the clock was built by museum 
scientists. Its “twin” won’t be seen again until 2052 when 
the cornerstone is scheduled to be opened to see how 
the clock and other materials have reacted to the pas- 
sage of time. 
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One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 


West 47th St. © New York 19, N. Y. © JUdson 6-1666 


DIAMONDS or EXPORT 
BARBER wx0 SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, Te, ee 
SLUBAR -LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP ano AMSTERDAM 








CABLES: 
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NEVER! BUT NEVER 


A DIAMOND RING 
PROMOTION LIKE THIS! 


Ben Goldberg's sensational 
Vs CARAT SOLITAIRE 


NO. 246 ie YOUR PRICE 


14 kt. 
White or Yellow Gold 


Ring enlarged 
to show detail 


MONEY-BACK AVAILABLE 
GUARANTEE 


ALSO: 
* 


CONSIGNMENTS TO V/q CARAT 3975 
RATED JEWELERS 


° V3 carat 525° 
FREE AD MATS 


° VY carat 99° 
RACKED BY OVER A QUARTER 


OF A CENTURY OF VALUE-GIVING 


BEN GOLDBERG & CO. ciamonn importers 


BEN GOLDBERG & co. . 
[] Please Send Diamond Price List 


City ——_—_$__ — 
29 East Madison St., Chicago 2, Illinois 
Please send the following ringss———— 


a 
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Continental Design 
(From page 75) 


windows supported on slender columns have been built. 
The windows are framed in black marble, with sills at 
elbow level, extended to encourage potential customers to 
lean and make themselves comfortable while window- 
shopping. 

The displays are changed once every two weeks during 
the height of the tourist season, once a month out of 
season. The firm believes in frequent and revolutionary 
changes of display to avoid the possibility of passersby 
ignoring the windows through too great familiarity with 
the contents. 

There are two entrances to the shop—one in the center 
front, the other at the side. Each has double doors, con- 
sisting of two backed-up sheets of heavy plate glass, one 
gray and one white, with the Gubelin hourglass trade 
mark dotted over them. To protect these doors at night 
there are bronze grille over-doors. The magnificence of 
these entrances is a prelude to the interior. 


Upon entering the store the visitor is impressed by the 
high-ceiling interior. Behind the windows and the space 
above them are hung white net curtains, producing a soft, 
diffused light, augmented by the flower-like silver-plated 
chandeliers, their bulbs ringed with brilliant-cut pastes. 
Fluorescent tubes in aluminum troughs pierced with the 
hourglass symbol, provide yet another source of light. 
To increase the lighting efficiency, the large square col- 
umns are faced with mirrors. and the small showcases 
behind the counters are mirror-lined. 


CUSTOMER AND SALESMAN ARE SEATED 


All business is done with both customer and salesman 
seated. Small kidney-shaped tables are scattered about 
where customers can be seated while waiting to be served. 
These can also be used as subsidiary counters when the 
shop is crowded. In fact, it is the policy of the firm to 
use these in preference to serving over the counter. 
thereby establishing a more intimate relationship with 
the customer. The salesmen, both at the tables and the 
counters, sit on stools which are slightly higher than the 
chairs provided for the customers, thus giving them a psy- 
chological advantage. Small showcases are placed here 
and there displaying one or two special pieces to hold the 
attention of customers who may have to wait. 


To maintain a quiet, efficient atmosphere, sales people 
are discouraged from remaining in the body of the store 
when not attending to a customer. An open-fronted alcove 
is provided for them, from which they can see the doors, 
but where they themselves are not easily visible. Behind 
the main counter are a series of cabinets consisting of 
shallow. compartmented drawers. On the front of each 
drawer is a slot into which a colored ticket is inserted. 
This indicates the nature of the stock, and stock identifica- 
tion by the salesperson is therefore very rapid. 

Besides the semi-private curtained-off section of the 
showroom, there are two private rooms to which custom- 
ers can be taken. One of these rooms, designed for the 
sale of gold merchandise, is paneled in dark wood. It has 
curved walls. and a relatively small curtained window. 
Furniture in this room, as in the main showroom, is up- 
holstered in pastel tweeds, except for the top of the table 
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at which the customer sits. This is covered with bright 
red leather designed to focus the customer’s attention, Jp 
the showroom and in this room, Chinese ceramics, jade 
and other objets d’art are placed. They are not for sale 
but are there to create atmosphere, and to appeal to the 
type of customer on which the Gubelin business depends, 

The second private room is designed to show diamonds 
and diamond jewelry. Two features of the room are small 
picture frame showcases, each holding one piece of 
jewelry, and a slide table with gemological instruments 
to impress the scientific nature of gemology on the cys. 
tomer. 

In Gubelin’s remodeled Lucerne store, attention igs ip. 
evitably drawn to atmosphere. It makes for effective gel]. 
ing of quality jewelry by highly competent sales people, 


Hobby Windows 


(From.page 104) 





The jeweler may trim his window with maximum 
tastefulness, colorful materials, and the best in fine 
watches, jewelry, or silverware, but the display is usually 
one which is approximated by the next jewelry store 
down the street. After seeing many such similar displays, 
the casual passerby is likely to become “blind” to the 
contents of any similar window. If, however, high curi- 
osity interest in the form of a “hobby display”’ is created, 
this individual display lends much appeal to the others 
which do the real selling. 





Can You Top This? 


Alert salesmanship can often mean the difference 
between making or losing a sale. It can, as we all 
know, bring about an even larger purchase than the 
buyer originally intended. And alert selling provided 
jeweler Harry Hoffman, Brooklyn, N. Y., with his 
most unusual business experience. 

One morning two middle-aged woment visited his 
store for the purpose of buying a gift for a new-born 
baby. One of the ladies, the infant’s grandmother, 
expressed a desire for an expensive gift. 

Hoffman presented for her inspection the finest 
baby gift items in stock—all without impressing the 
customer. As time passed on he realized that he had 
to offer an acceptable gift item or the woman would 
leave his store without a purchase. 





He turned to the woman and asked, *“*Why not pur- 
chase a more adult gift for the child—a gift which 
the baby can use in the future, instead of just a short 
period of time?” 

He then presented an attractive pocket watch com- 
plete with a chain and knife. The woman was over- 
joyed with this gift suggestion and, to the jeweler’s 
astonishment, she purchased it. 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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‘ NAOMI FINDINGS 
’ FOR "EMBRACEABLE" WATCHES 













: THE SPRINGS 
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NAOMI Embraceable watch chain TSe PER DOZ. 

* and snaps are prepackaged in the 

* handy, convenient, patented Naomi-Pac. THE SPRING 
@ Both the chain and snap are |/20-12k BAR 

@ gold-filled throughout. Available in 

« Yellow, white, and pink gold-filled | 

» $742/3 Snap & Chain complete 

. (1/20-12K) $4.25 per doz. ; ssi 

‘ #742 Snap only (1/20-12K) $1.60 per doz. a 
» Stock these Naomi findings for quick, 
» profitable repairs. Designed specifically 
» ‘0 fit all 'Embraceable"’ watches. 
e Available Through Your 
» Material House Only 
‘ 


»NAOMI 


ISLAND PARK, N. Y. 
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Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up into custom- 


made bracelets 
like this. 
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SINCE 1907 ... 


A half-century of skilled craftsmanship 
stands behind their e eye-catching design 
@ superior materials @ lasting durability 

@ provei. sales-appeal. Send for catalog. 


fd.by ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2, NJ. 
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Expansion- Clasp* 
14 Karat Gold 
Ladies’ Watch 


...and a 


POT 0’ GOLD 
for you! 


A rainbow of exquisite hand made bracelets. 
featuring the fabulous expansion clasp 

that completely eliminates size adjustments. 
Designed with fork, tube and ring ends, 
bracelets are adaptable to all ladies’ 

watches. You can always depend on 

the SUPERIOR line to satisfy the or ~ 
most discriminating tastes. . ’ Os 
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*Patent Pending 
WRITE FOR CATALOG 7 WEST 45th STREET, NEW YORK 19. N. Y. 









|. This Waterman fountain pen has a pol- 
ished sapphire for a point, and a gold- 
filled barrel. It weighs less than one 
ounce and retails for $6, tax included. 


2. Meeting ecclesiastical requirements, 
this sterling silver cuff links set fea- 
tures a St. Christopher medal. From the 
Brothers Co., 2412 W. 7th St., Los Angeles. 


3. A reproduction of an early American 
classic, this 7-stone cluster ring is 14K 
gold, decorated with black jeweler’s en- 
omel. From A. Sauer & Co., Cincinnati, O. 


4. "Meek 66" billfold has a removable 
snap-button pass case. Both the billfold 
and the pass case may be carried sep- 
arately. By Meeker Co., Joplin, Missouri. 


7. Leys-Christie'’s jewelry for men fea- 
tures cultured pearls with 14K gold set- 
tings. Keystone prices for these highly 
fashioned pieces range from $20 to $250. 


5. These scatter pins in “Pinwheel" de- 
sign are genuine marcasite, hand-set in 
sterling silver with rhodium finish, By 


Kimler & Daniel, Inc., 83 Canal St., N.Y. 


6. Arbor Jewelry Co. of Providence, R. I. 
is introducing this imported, handcarved 
ivory pendant on 16" genuine ivory chain. 
From Western Germany, it is $8, Keystone. 
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|. Elgin's shock-resistant automatic is 
set ina IOK natural gold case. The dial 
is set off with 14K gold applied figures 
and markers. This model is $150, retail. 


4. Eterna's “Watch of Authority” for 
men of authority is water-resistant and 
comes in stainless steel, $150 FTI; in 14K 
gold top, $185 in I8K gold at $400. 
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2. From the new Wittnauer Minuet series 
of gold filled ladies watches, Minuet D 
is a diminutive watch forming an inte- 
gral part of bangle bracelet. $71.50 TI. 


5. Seth Thomas model 45160B has 17 
jewels, 10K rolled gold plate case with a 
stainless steel back. With an expansion 
bracelet, it retails at $33.75, tax inc. 


They re yours 





3. Benrus Edgewood A has I7-jewels, yel- 
low rolled gold plate case and stainless 
steel back and matching expansion 
bracelet. It is priced to retail for $59.50. 


6. Wadsworth's "Hartford" has a lumi- 
nous dial with a sub-second movement 
encased in rolled gold plate with o 
stainless steel back. Retails at $29.75. 
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|. Elite Watch Case Corp. is introducing 
new sets of enamelled twosomes. These 
matched cases for men and women 
feature enamelled bezel treatments. 


2. Examples of conservative modern de- 
sign are seen in these Hamilton mod- 
els. Foster,” left, retails at $71.50 and 
"Ryan," right is $65.00, tax included. 


3. The LeCoultre Wrist Alarm comes in 
a gold filled case and retails at $99.50; 
in moisture-proof, gold filled case, it is 
$110; and in the 18K gold case, $235. 


4. Typical of the new bracelet styles be- 
ing offered by Benrus are, |. to r., 
"Globe Trotter,’ “Sabre-Jet,"" and the 
"Golden Gate." 1/20 10K gold filled tops. 
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6. 


6. Natacha Brooks, a leading designer in 
the costume jewelry field, has created a 
unique sterling silver babyware line that 
is designed specifically for youngsters. 


5. Introduced by Hamilton under the |l- 
linois label, this new automatic model 
is shock-resistant and has a gold filled 
case. It is $71.50 retail, tax included. 
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ba SALES ARE ZOOMING TO A NEW HIGH.-«- 
up PROFITS for alert | 





BECAUSE... only Frank M. Whiting 
& Co. offers you THREE beautiful pat- 
terns — the popular CLASSIC — the 
lovely FLORENTINE — and the new, 
modern ROSE of SHARON. 


. all designed to jam-pack your store 
with Coastray buyers, day in and day 
out for year ’round profits. 


ONLY Frank M. Whiting & Co.’s 
Coastrays have everything! Beauty! 
Utility! Versatility! They’re the perfect 
answer to millions of gift seekers .. . 
they offer so much for_.so little! The 
hostess-delight to still more millions for 
they match any table decor, harmonize 
with all furnishings. 


REMEMBER, now’s the time to Coastray 

to Profits with the largest selling coaster 

and ashtray combination in America 
. regardless of price. 


ORDER TODAY! Complete Coastray 
sales promotion package shipped with 
each order. 





Florentine Rose of Sharon ®@ 4 al 


Available in all three patterns and sizes: (A) 634’, (B) 44%" and (C) 334”, 
and with matching cigarette urn and lighter. 


Prank Hl Wettig Ke Cb. 


GOLDSMITH AND SILVERSMITH TRADITION SINCE 1840 
MERIDEN, CONNECTICUT 
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CHINA and GLASS 





by MILDRED SULLIVAN 


Located in the china department, this wall display "ties-in'" silver, china, and crystal patterns. 


Facts and Gimmicks 


Paired in Success of China Department 





I, 1947 Romm & Co., Brockton, Mass., 
added china dinnerware as a new merchandise venture. 
In three years this department joined silverware, dia- 
monds and watches, to become one of the four major 
lines. It has increased steadily in dollar volume of busi- 
ness, has opened a generally untouched market, and has 
increased the store’s prestige. 

“The first year the department did not do very well,” 
explains George M. Romm, president, “because we did 
not know how to sell and merchandise the line. It was 
new to us; we didn't know how to appeal to people: we 
did not know on what basis people select chinaware. 
There are three of us who sell china. We studied the 
situation and came up with facts, methods and gimmicks 
that put the department over in the following two years. 

“The technique of selling china is very important. By 
studying personalities and asking a few basic questions. 
it is possible to eliminate from our line of more than 60 
patterns and concentrate on the few that will probably 
make the sale. 

“Success in selling chinaware depends to a great 
extent on the salesman’s ability to study each person. 
concentrating on patterns, prices, and themes that are 
most likely to please the person and thereby make a sale. 

“We have learned that men are interested in the prac- 
tical themes: price, terms low enough to be taken care 
of in his wife’s weekly allowance, open stock patterns 
for replacement of broken units, good-sized cups to hold 
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a generous amount of coffee, cup handles that are large 
enough to hold the forefinger, and large soup dishes. 


(Please turn to page 147) 





“a Rab . 
“A. Romm’s 
- set Your Table 

scith the Worid’s 






Pay $qee WEEKLY FOR 4 PLACE SETTINGS 
saee weEnty FoR @ PLACE SeTTGs 
$g0e WEEKLY Vom 12 PLACE cETTEAS 


6 place wattng: comment of 4 cape, 4 seerern 4 barre phates 
4 deme? glare, end 4 Gene pomm 


_ ¢ ech Plece ie 
100 MAIN STREET ete alae 


The china department is given newspaper 
ad support during the important seasons. 
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PASCO 


Open Stock 
Dinnerware 
Pattern No. 30776 


FERNDALE 





from 
LORENZ 
HUTSCHENREUTHER 


AVAILABLE IN 
OPEN STOCK 
AND 94 AND 64 
PrEcE SETS 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) NEW YORK 10, N. Y. 

















GET THIS! 


NEW DATES IN CHICAGO 
NEW LOCATION IN NEW YORK 


REGISTERED CALIFORNIA GIFT AND DINNERWARE SHOWS 








® CHICAGO © NEW YORK 


Open 2 Sundays « Early Closing Date A New Location— 
HOTEL MORRISON HOTEL VANDERBILT 


Opening Sunday, February 1, through Wednesday, 34th at Park Avenue 











Feb 11, Another Sunday Opening: 
Mid-Show Acer Februar a sunduy, Fonsuaey 22, 
Y, diets through Friday, February 27 
Hours: 9 a.m.—6 p.m. Hours: 9 a.m.—6 p.m. * 
Except Saturday, February 7, Except Friday, February 27, om 
9 a.m.—1 p.m. 9 a.m.—1 p.m. yf 
A 





<M 





and always, Registered California + 805-806 Brack Shops Building » Los Angeles 14 
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They’re New... 


Table- Lop Fashion 


|. Heavy crystal glass decanters by Or- 
refors, Sweden, show “Romeo and Juliet'’ 
engraving at left and two styles cut in 
simple designs. Sold in East by Fisher, 
Bruce & Co.; in West by Axel Zacho, L. A. 


2. Hand-made flowers and gold decorations 
are features of this series of porcelain 
accessories; triple candleholders, covered 
boxes, candlesticks. From Lee Wollard 
China Co., 1104 Chestnut, Burbank, Cal. 


5. Simple form and translucency of body 
distinguish this slender jug-shaped vase 
by the Bebee Porcelains. 9" high, avail- 
able in white, pink or green. $10 retail. 
By R. S. Barkell Co. of Brack Shops, L. A. : 
3. These ceramic pepper mills are deco- 
rated with hand-painted motifs and are 4" 
high with Sheffield steel grinders. $5.95 re- 
tail; with matching shaker, $8.95 for a 
pair. By Verity-Southall, Altadena, Cai. 


4. The "Black Rose" pattern in Royal York 
China is done on the "Marguerite" shape; 
the rose is done in subtle tones of black 
and gray; 5-pe. setting is $15.85 retail. 
From Midhurst Importing Corp., New York. 





6. In silver triple-plated on copper are 
these clam shelis perched on ball feet. 
Retailing at $8 a pair, they serve as ash 
trays or for serving bonbons, nuts, etc. 


Sold by Rees & Orr, 225 Fifth Ave., N.Y. 
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and Home Accessories 





1. Old orange lustre "Indian Tree," taken 
from the early Spode pattern books, shows 
sprays and floral groups painted in lac- 
quer red, verge and edge printed in black. 
From Copeland & Thompson, Inc., New York. 


4, Silver Wheat—new cutting in Tiffin crys- 
tal glass stemware created to coordi- 
nate with Reed & Barton's flatware design 
of that name. It retails at $28.80 a doz. 
By United States Glass Co. of Tiffin, O. 
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... Lhey’e Selling 


2. "Impromptu" is new name given to this 
line of hand-blown glassware previously 
called Polka Dot. Line includes stemware, 
tumblers, drinkware for informal entertain- 


ing. By A. H. Heisey & Co., Newark, O. 


5. Fashioned in Dresden-type china and dec- 
orated in full color, these imported fig- 
ures represent Henry VIII and 2 of his 6 
wives. Each is 814" tall. Sold by Paul A. 
Straub & Co., Inc., 19 E. 26th St., N.Y.C. 


3. Created by Robyn's Ceramics this unus- 
ual accessory shows the "Valentine Angel” 
stepping out of her heart. It is deco- 
rated with hand-made flowers. Sold exelu- 
sively by Edna R. Cox, of Brack Shops, L. A. 


6. "Continental" has stylized feather mo- 
tif outlined in platinum against either a 
gray shoulder (5-pce. place setting $15.50 
retail) or white ($13.50). From the Flint- 
ridge China Co., of Pasadena, California. 











| CHINA and GLASS 


‘Heirloom’ Emphasis Coordinates Silver, 


China and Glass in Sales to Brides 


The average bride, this jeweler has found, is keenly interested in quality silver 


for its heirloom qualities. And he has also found that brides can be easily con- 


vinced that fine china and crystal are necessary heirloom additions to their table 


oe 

Au tablewares are linked together in the 
mind of the bride,” said Phil Rose, proprietor of the 
Rose Jewelry Co., Salina, Kans. “Just as she chooses 
her silver for heirloom value, so should she select her 
crystal and china, so our stock begins where many firms 
leave off. It takes practically as much time to sell a set 
for $35 as it does a quality line, and our lowest set sells 
for $95, the rest ranging much higher. It is not difficult 
to get the bride to decide on a fine line when we tell her 
it will be cherished with pride all her life and become 
an heirloom just as much as her beautiful sterling silver. 

“The method of display has much to do with increasing 
sales. The quality lines of both imported and domestic 
china are shown in cases at the right hand front of our 
store; beyond them are the cases of imported and domestic 
crystal. Just beyond this is a case in which a combination 
of sterling, china and crystal is displayed. 

“There are two glass top counters filled with sterling 
flatware, 20 patterns being shown in each, with chairs 
in front of each case so that the bride or matron can be at 
ease when choosing her pattern. Between the cases is a 
table covered with a cloth, on which silver patterns that 
happen to strike the patron’s fancy can be shown com- 
plete with china and glassware. 

“About half way down the store is another table set 


Luxurious table settings co- j iit Teele lk. oti 
ordinating silver, china and Wy eee sas ane 
crystal are always on display pUit | emtann 


in the center aisle of this 
Salina, Kansas jewelry firm. 
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by W. B. STODDARD 


with quality silver, china and crystal. These tables are 
changed weekly, in order to show the many patterns 
stocked. At the Christmas season another table is added 
to the group, with a special holiday setting. In drawers 
are kept the extra serving pieces, which are brought out 
to add glamor to the standard flatware pieces. 

“Manufacturers of silver, china and crystal constantly 
send out pamphlets calling attention to new patterns. 
We keep a complete file of these, a big cabinet being used 
for this purpose. Many young people come in to browse 
around and when they show interest in any special line 
or pattern we give them one of the pamphlets illustrating 
and describing it. It pleases them that we take an 
interest, and they carry the pamphlet home, where it is 
seen by all members of the family, some of whom may be 
interested in silver. Each pamphlet is stamped with our 
name and address. It is publicity that costs little and 
frequently produces results. 

“We follow the practice of many other jewelers, con- 
tacting the bride when the engagement is announced. 
We also arrange a table for the bride or brides—a four 
place. two place, or one place set being shown according 
to the number of brides of the month. 


(Please turn to page 143) 
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Sco”: VERNON’S 
~~ 


Fine earthenware...designed to 
complement the loveliest sterling... 
priced for today’s budget. 16 Pc. Starter 
Set... basic service for four... just $14.95 


“Sun Garden” offers a wide variety of 
serving pieces and brings your 


| customers back again and again to fill 


out their “sets” with attractive, 
profitable open stock. 


























: A modern floral, created by one of 
America’s foremost ceramic artists, 
featuring soft tints of rose, green, yellow, 
brown and lavender on a pale celadon 
| background, “Sun Garden” is 
hand-painted underglaze... guaranteed 
not to fade...mar...wash off in 
dishwasher or with years of use. 


AND VERNON HELPS YOU SELL “SUN GARDEN” 
@ With national advertising... 
national publicity. 
e Complete advertising kits sent you with 
your order, including—newspaper 
mats, counter cards, TV and radio scripts. 





























VERNON KILNS REPRESENTATIVES 


KEN ANGEVINE GEORGE A. GRANVILLE WALTER A. SONGSTER 


360 W. Walnut 29 Hurd Road 1601 Emerson Street 
Arcadia, Calif. Belmont, Mass. Denver, Colo. 
HOLT BERNI JOSEPH W. IRWIN MERLE STRICKLAND 


Lakeside Country Club 
Tacoma, Wash. 

JAY S$. SUTTON 
3515 E. 34th Ave. 


1628 Sherwin Ave. 

Chicago, III. 
KERR-PURCELL 

924-28 Bethel Street 


821 N.W. Flanders 

Portland, Ore. 
HAROLD B. BUDD 

225 Fifth Avenue 


New York, N. Y. Honolulu, Hawaii Denver, Colo. 

BILL A. COOK WILLIAM J. LEE CHARLES E. WEAVER 
P.O. Box 8175 1638 Catalpa 4100 Peachtree Road 
Konsas City, Mo. Chicago, III. Brookhaven, Ga. 

COLLINS, GROTH MAX MAY JAMES H. WEIKEL 

& JOHNSON P. O. Box 1425 P. O. Box 1977 
1355 Market Street Phoenix, Ariz. Greensboro, N. C. 
San Francisco, Calif. WN. C. MYERS 


2845 S. Jennings Ave. 
Fort Worth, Tex. 
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Concentrate ALL your 
BOX purchasing in 
ONE ORDER... and 
get that order placed NOW ... for your own 
protection! 


Buy direct from factory. Save money. Beat rising 
costs and take advantage of quantity discounts. 
You get first choice of Pictorial’s exclusive new 
designs for your store. You can assure yourself 
of adequate supply at all times without risking 
disappointments in delivery. 


MAIL COUPON FOR CATALOG 


If you do not already have Pictorial’s Catalog, 
get your name on the list for the next edition. 
Select the boxes and wrappings you'll 
need for the rest of the year and be 
ready to place your order when our 
salesman calls. 





Org, ¥ 


: > “THE PACKAGE IS PART 
| )” OF THE PURCHASE” 


PICTORIAL PAPER PACKAGE CORPORRIIUN 


15116 MERCHANDISE MART * 7 WO 100i en 0.4 ee 0 ee 
CHICAGO, ILLINOIS AURORA, ILLINOIS 


eae BD eee BEE Oe eee Gee Se Se oe @ 4s @eeee @e 2&2 es ae & & & 











(COUPON) 


Pictorial Paper Package Corp. 
232 So. Lake St. 


Aurora, Illinois 


As soon as it is off the press, please send 1953 
catalog of your complete line of Gift and Jewelry 
Boxes, Wrapping Papers and supplies. 

Name _.._........ ...... one 
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“TEMPO™ 
By ROYAL VIENNA AUGARTEN 


This new pattern just received from abroad features 
exquisite white translucent china in a classically 
modern design. 

Available in a complete open stock dinner service. 
It will be on display at all major gift shows and 
in Our permanent show rooms. 


p= Art Importing cn , Y,, C. 


225 Fifth Avenue New York 10, N. Y. 
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by MADELINE LOVE 


ITH a nice profitable Christmas season Just over 

and a nice fresh new year stretching out ahead, this 
is a good time for the jeweler—or any other merchant— 
to take stock of his store operation as well as the mer. 
chandise on his shelves. If, for instance, there igs tog 
much china, glass and gifts on those shelves, something 
must be wrong somewhere and something must be right 
in the store down the street. 

Here are just a few of the questions the jeweler might 
ask himself. 

Is the sales force well-informed and competent to deal 
with problems of quality, correct usage, coordination of 
color and design? 

Is the department appealing to the eye, comfortable to 
shop in, and equipped—figuratively speaking—with a 
welcome mat? 

Are stocks kept under good control so that customers 
are not told too often: “Sorry, we are out of that.” 

Is an alert eye kept on the women’s magazines, whose 
editorial suggestions and advertising pages are so influ- 
ential on consumer tastes? 

Are the displays interesting and kept alive with new 
ideas? 

Are table settings changed frequently and imagina. 
tively ? 

These and other facets of good merchandising may 
represent the difference between profit and loss in 1953, 
and they merit thoughtful consideration now, when the 
year is still a clean slate. 


* * * 


— W. HOGAN, president of the Flintridge 
China Co., of Pasadena, Calif., has named Paul H. 


Hildebrand as sales representative in the Texas, Arkan- 


PAUL H. HILDEBRAND 





sas, and Oklahoma area. His display rooms will be in 


342 Second Unit, Santa Fe Building, Dallas. 


a * % 


(seen Staffordshire China, Ltd., of England, has 
established an American affiliate organization, Crown 
Staffordshire China, Inc., with showrooms at 225 Fifth 
Avenue, New York. The company is held jointly by the 
English concern and by members of the Keepnews Co., 
with Samuel Keepnews as president. The factory pro- 
duces tableware, flowers, figurines and accessories. 
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[LLIAM F. DALZELL, president of the Fostoria 
Glass Co., who has just rounded out his fortieth year 
with the factory, has been presented with a pair of silver 
candelabra and an engraved silver bow! in honor of his 
service with the firm and his civic and community lead- 


WILLIAM F. DALZELL 





ership. The presentation by veteran plant workmen was 
made at the fourth annual service recognition dinner held 
November 18 in Moundsville for 220 employees who 
have been with Fostoria for 25 years or more. Mr. Dalzell 
is one of a group of 55 who have passed the fortieth 
year mark of service, and there are seven employees who 
have been with the firm for more than 50 years. 


% # * 


A NEW firm called the Grant-Jacoby Co., to represent 
lines of gifts and accessories, has heen formed by 
Frederick Grant and Harold Jacoby, who recently re- 
signed as vice president and sales manager, respectively, 
of the Franciscan dinnerware division of Gladding, 
McBean & Co. Showrooms will shortly be opened in the 
Brack Shops, Los Angeles. 

Mrs. Mary K. Grant, who has been art director of 
Franciscan for 119 years, has resigned to do free lance 
designing in home furnishings. 


*% % * 


| we A. BAUGH has been made manager of the 
Buffalo branch sales office of Libbey Glass, division 
of the Owens-Illinois Glass Co. He was formerly in 
charge of the Richmond, Va., branch, and his place there 
is heing taken by Thomas F. Bensinger. 


JAMES A. BAUGH 





be 


Libbey is now producing its table glassware in the 
Los Angeles plant of Owens-Illinois, servicing a market 
area including West Coast States, Canada, and the South 
Pacific. This move represents the first expansion of pro- 
duction beyond the home plant in Libbey’s 134-year 
history. 

Pee ORENSTEIN was re-elected president of the 
225 Fifth Avenue Association, Inc., at a dinner meet- 
ing held late in November in the Prince George Hotel. 
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HERMAN C. KUPPER, INC. 





FRANCONIA CHINA {2k 


Sas 2a 
Ctamanr 


One of Europe's Finest 


Introducing a new addition to our dinnerware line: 


Collen Clover . 


a modern interpretation in golden brown. Clover leaves and 
blossoms in a cluster are highlighted by the finest gold and 
harmoniously accented by color bands and fine gold line 
detail. Contemporary in spirit—Sets a charming table. 
5 pc. Place Setting with 10!4"" dinner plate $12.70* retail 
* Slightly higher South and West. 
Write for illustrated price list of this and other Franconia patterns. 
39-41 WEST 23RD STREET 
NEW YORK 10, N. Y. 
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THE VW FINE ENGLISH 


DINNERWARE 





COPELAND 


PYWArA 
Fine English Earthenware SPODE 
| ete 


ENGLAND 














° . SPOUE 
ELANCS iM 
English Bone China COPELANC'S CHINA 





Lowestoft Stone China RSS] 


ptone- 


Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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Stamp NAMES 
or MONOGRAMS 


ON 
FOUNTAIN PENS 
LEATHER GOODS 
WRITING PAPERS . 
GIFT ITEMS 2 


Make your own 
Price Cards 
Price Tags 


ee 





= NOW YOU CAN RENT 
the simple, easy-to-use Kingsley Machine 


Write for full details. 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 





Kings/e 








VIOLIN CENTERPIECE 


for floating flowers 


Unusual conversation piece for coffee table, 
piano, or mantel. This piece is elaborately 
decorated with 5 cherubs, and generously 
covered with flowers. Available in pure white, 
$65.00 wholesale. Delicately tinted in two- 
tones, with roses and Dresden flowers in soft 
natural colors, $75.00 wholesale. 


SBS SSS SSS SS SSS SSS SS SSS SS SS Se ee ee ee 


Write for catalog of complete line. 


HEIRLOOMS of TOMORROW 


Ree eS eS eS SS aS SSS SSS SSS SS SS SS SS SFT SSS SSS FSS: 
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New York. Edward Lynch was re-elected vice president 
and Norman C. Preston, secretary, while Milton Cohan 


was elected treasurer. 
* e *& 


ACK A. HUGHES, formerly buyer of china and glass 
at Scruggs-Vandervoort-Barney, in St. Louis, ha: 
been appointed Western district manager for Lenox, Inc. 





JACK A. HUGHES 





of Trenton, N. J. Mr. Hughes, who will make his head. 
quarters in San Francisco, succeeds Karrick P. Collins, 
Jr., who is taking on new duties at the Trenton plant. 


+ a * 


AVID KITTRIDGE has been named sales represen. 

tative for the H. E. Lauffer Co., Inc., importers and 
distributors of Arzberg porcelain dinnerware, covering 
New England and adjoining states. The Lauffer firm has 
just published a 22-page booklet on the selection and use 
of modern china. 








Distinction 


(From page 84) 


Another innovation was a floor of blond rubber tile 
with a diagonal black strip to accentuate the width of the 
showroom. New blond mahogany fixtures were installed, 
all combining the aesthetic qualities of modern decor with 
utilitarian display cases. 

To the credit of the management's planning is the fact 
that the store was not closed a single hour during the en- 
tire modernization program. 


Since the completion of the program, Mrs. Franklin is 
now in an excellent position to evaluate the merits of 
modernization. “Modernization has increased store tral- 
fic as well as sales. Today when passersby look in our 
windows they see the entire store interior and displayed 
merchandise. For example, I have a maroon velvet tes- 
spoon display on the back wall. It has proved to be genv- 
ine traffic stopper,” Mrs. Franklin stated. 

Owned by Leo F. Henebry, president of the American 
National Retail Jewelers Association, Henebry’s of Fay- 
etteville has eight regular employees. The store caters to 
bridal business. Brides-to-be are contacted by direct mail 
and invited to visit the store to register their pattern 
preferences. Each visitor is given a bride’s book when 
she first visits the store. 


Newspapers and radio are used to publicize the store’ 
bridal services, which includes everything from helping 
couples to select rings to directing weddings. 

The modernization program has helped bring the 
store’s physical aspects up-to-date, and at the same time 
create a more congenial atmosphere for efficient merchan- 
dising. 
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Ask one of these 
leading wholesalers to 
show you the BEATTIE line: 


ALABAMA ' 
irmingham 
"leaded Jewelry Co., Inc. 
The Sterling Jewelry Co. 


ARIZONA 


nix 
Pron. Reynolds Co., Inc. 


CALIFORNIA 

Los Angeles 
Higbee & Dorrer 
Ball Co. of California 
J. E. Seeman 
A. Cohen & Sons Corp. 

San Francisco 
J. E. Seeman Co. 


COLORADO 
Denver 
Wm. Schenkein Co. 


CONNECTICUT 
New Haven 
Irving Michaels & Co. 
J. A. Silver Co. 


WASHINGTON, D. C. 


Blustein Co., Inc. 


GEORGIA 
Atlanta 
A. Cohen & Sons Corp. 
1, G. Ely & Co. 
L. Luria & Sons, Inc. 
Sommers & Sommers 


L. Luria & Son, Inc. 
Streiff Jewelry Co. 


ILLINOIS 
Chicago 

The Ball Company 
Bieler-Levine 
Donald-Bruce & Co. 
Alex Sabin & Sons, Inc. 
Stein & Ellbogen Co. 
N. Shure Co. 


INDIANA 
Indianapolis 
Baldwin-Miller Co. 


KANSAS 
Wichita 
John Berkowitz & Sons 
A. W. Bitting Jewelry Co. 


KENTUCKY 
Louisville 
George Katzman Co., Inc. 
Lexington 
Erwin Neuman, Inc. 


LOUISIANA 
Crowley 
~ J.C. Wilfert & Co. 
New Orleans 
Superior Merchandise Co. 
MAINE 
Portland 
H.E. Murdock Co., Inc. 
MARYLAND 
Baltimore 
J. Engel & Co. 
MASSACHUSETTS 
Boston 
1. Alberts’ Sons Inc. 
D.C. Percival & Co., Inc. 
MICHIGAN 
Detroit 


Michigan Jewelers Supply Co. 


Alex Sabin & Sons, Inc. 
Stein & Ellbogan Co. 
The Gorenflo Co., Inc. 


MINNESOTA 
Minneapolis 
The Ball Company 
MISSOURI 


Kansas City 
Edwards & Co. 
B. Stiffelman & Son 


BEAT 
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St. Louis 
Eisenstadt Mfg. Co., Inc. 
Wm. P. Mahne Silver Co. 


Maschmeyer-Richards Silver Co., 


Inc. 


NEBRASKA 


Lincoln 
Hallett Bros. Co. 


NEW JERSEY 
Newark 
I. Lehrhoff & Co. 


NEW YORK 

New York City 

A. Cohen & Sons Corp. 

J. W. Johnson, Inc. 

Lieberman Bros. 

L. Luria & Son, Inc. 

Alex Sabin & Sons, Inc. 

Morris Struhl, Inc. 
Buffalo 

Lipsett & Hill, Inc. 
Elmira 

A. Winkelstein, Inc. 
Rochester 

Morris Rosenbloom & Co. 
Syracuse 

1. Alberts & Sons, Inc. 

George Phillips Co., Inc. 
Utica 

George J. Tapper Co., Inc. 


NORTH CAROLINA 
Charlotte 
The Ball Co. 


OHIO 
Cincinnati 
The Gerwe-Brown Co. 
Cleveland 
The H. W. Burdick Co. 
J. H. Gross & Co. 


ayton 

Philip Kohn Co. 
Toledo 

Heyne & Groves, Inc. 


OKLAHOMA 
Oklahoma City 
Samuel Gordon & Co. 


PENNSYLVANIA 
Philadelphia 
Jos. B. Bechtel & Co., Inc. 
Brown & Son, Inc. 
Edward Tinkelman, Inc. 
William S. Waples 
Pittsburgh 
Biggard & Co., Inc. 
Samuel Weinhaus Co., Inc. 
Scranton 
Geo. Phillips Co., Inc. 


TENNESSEE 
Memphis 
Mednikow & Paul, Inc. 


TEXAS 
Dallas 
The Ely Co. 
The Gerwe-Brown Co. 
Fred Plaut Co. 
San Antonio 
B. M. Hammond Co. 
Ft. Worth 
T. W. Reid Sales Co. 


VIRGINIA 
Richmond 
Geo. Phillips Co., Inc. 


WASHINGTON 
Seattie 
Marv Minzel Co. 
Eastern Merchandise Co. 


WISCONSIN 


Milwaukee 
A. E. Nicholas Co. 


D 


TIE J** 


LIGHTERS 


The lighter with 
the flame you aim... 
the Beattie Jet Lighter 


out in front for jewelers’ profits ! 








TILTED jet 


flame for pipes 


UPRIGHT 
for cigars and 
cigarettes 


The Beattie Jet Lighter with a two-way 

flame gives you two-way sales support, too! 

The Beattie Jet is backed by years of 

national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the profits that go with it. So keep 
the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 









- The Flame 


you aim 


Why Beattie Jet Lighters sell so easily... 


1. Two flames—jet for pipes—regular for cigars 
and cigarettes. 

2. The only jet lighter that works on standard 
lighter fuel, always at hand. 

3. Wick lasts indefinitely. 

4. Longest flint. 

5. Easy to fuel—holds more, too. 

6. Guaranteed to work. 

7. 10 models retailing from $6.85 to $27.50. 

8. Consistently advertised. 


For full information or display material write to 


BEATTIE 4 | INC. 


17 East 48th Street, 7 New York City 
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Electric Manufacturers 
Announce Expanded 1953 , 


Gift Promotion Campaign } 





Appropriate for any home is Carvel Hall's 
steak knives set in the "Classic" design, 


The 1953 electric housewares gilt ! 
campaign features a plan to help re- , 
tailers cash-in on the $5,000,000 spent , 
annually by the members of the Electric : 
Housewares Section of the Nationa! 
Electrical Manufacturers Association on 
their respective national and trade ad- 
vertising programs. It is estimated that . 
60 million consumers will be reached . 
by the gift campaign through the use by : 
individual appliance manufacturers of a . 
newly designed gift theme in their na- | 
tional and trade paper ads. This will ! . 

give the gift campaign even gieate Steet mote op OF yp Cente 
retail significance because it makes it ! oa 

easier for dealer tie-in and cash-in right ) 
at the point of sale. 

Dealers—and this applies to the many 7 
jewelers who have added this profitable 7 
line to their overall merchandising plans : 
—will be able to realize benefits from 
the program by displaying a permanent 
3-color window decal designed to iden- 
tify themselves as gift headquarters for 
electric housewares. This emblem carries 
the same 1953 gift slogan that appears 
in the manufacturers’ national adver- 
tising. 

To enable dealers to promote and pub- ! A new fashion note in electric bed cover- 
licize the gift campaign in their com- . ings is Westinghouse’s Rosebud design. 
munities, a 6-page Spring Sales Planner 
has been created. Designed for easy 
use, the planner contains selling ideas 
for advertising and display, point of sale 
aids, traffic pullers and a promotional 
time-table. ! 

The planner will be implemented by ) 
a simplified ad mat package with item | 
illustrations, seasonal headings and gift 
themes. This will be distributed to news- 
papers from coast to coast for use by 
local dealers. 






















































































"Bellaire is an electric alarm clock by 
Sessions Clock Co. It is $4.95, plus tax. 
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Feature of J anuary Housewares 











Shr 


The "Toastmaster" toaster has a durable 
fnish, and is easy to carry and clean. 








SGTHTTALTTATUTGLGT 
SECGTRTTTETTAAH 






Restyled dehumidifier 750 controls excess 
moisture. From the Fresh'nd-Aire Company. 





For use with General Mill's Tru-Heat iron 
is this light steam ironing attachment. 





This colorful banjo clock is encased in ma- 
hogany; $29.50, retail. From Herschede. 
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"Originality" is a kitchen electric clock 
by -Telechron; suggested retail is $8.95. 





From Revere Clock Co., this mantel model 
features Westminster chimes. $55, retail. 





Automatic toaster model No. C-3 by Cam- 
field has a chrome finish; $23.95 retail. 





"“Coffyryte” is a new automatic electric 
drip coffeemaker manufactured by Dulane. 





A home fountain service is pro- 
vided by Hamilton Beach's mixer. 


i 





Arvin's new electric automatic 
percolator retails for $29.95. 





From Guild Crest is this 7 in. 
high mantel clock. $34, retail. 





Universal's new hand mixer pro- 
vides full power at all speeds. 
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Stone of the Month 
(From page 90) 
aflorded protection from all manner of evil. The amethyst 
cut in a heart shape was believed to be especially potent 
as a charm. 

In mediaeval times the amethyst was the soldiers 
amulet, preserving the wearer in battle, and many a 
crusader who nightly said his beads, also relied upon the 
purple stone that hung as a charm on his rosary. The 
stone has long been associated with religion and it is 
worn in rings by Roman Catholic Bishops. 

The amethyst has likewise always been the gem ot 
royalty. Catherine the Great of Russia was very devoted 
to these gems and thousands of her subjects were sent 
to the mines in the Ural Mountains to search for the 
stones. These Siberian mines were once the source of the 
finest amethysts but the mines have long been abandoned. 
Today, the principal source of the stones is Brazil. In 
England’s crown jewels are several fine and large stones, 
notable of which are the one in the king’s sceptre and the 
one in the coronet of the Prince of Wales. 


RADIO COPY 

Announcer: City Jewelers are offering fine amethyst 
jewelry in 14K gold settings, for both men and women, 
at special Valentine prices during the month of 
February! And from their magnificent collection of 
birthstone jewelry! 

The amethyst, the violet-colored birthstone for Febru- 
ary is a general favorite with both men and women 


because of its unusual beauty, and the fascinating legends 
which surround it. The amethyst is supposed to quicken 
the intelligence, and give a wonderful feeling of calmnes, 
and serenity to everyone who wears it. In fact, the 
amethyst is supposed to have such a delightful sobering 
effect that it used to be universally believed that people 
wearing them would not become intoxicated—regardles, 
of what they had to drink! 

City Jewelers invite you to look over their outstandiny 
collection of amethyst jewelry. There are earrings, btace 
lets, brooches, rings, and necklaces for women . . , tie 
bars, cuff links, rings, and emblem jewelry for men! The 
prices are surprisingly modest. City Jewelers are at... 
Main St. ... in your city! 





Building Goodwill and Sales 
J. Ralph Tobin and Son, Jewelers, 204 South Sixth St., 


Springfield, Illinois, have developed a unique service 
which has resulted in community goodwill as well as 
increased sales. 

Three years ago the firm purchased a large silver urn 
which is loaned out free of charge for tea parties, large 
social gatherings, receptions, etc. An object of real 
beauty, the urn has won the approval and gratitude of 
many Springfield women. 

According to Willard Tobin, partner in the firm, “The 
urn is out of the store for approximately 130 days a year.” 
Willard says he came upon this idea of “institutional 
advertising” when his mother expressed a need for an 
urn at one of her parties. 




















' Howard M 
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From a collection of functional accessories: clocks, lamps, lighting fixtures, fireplace equipment. Literature available. 
, S j 
filler Clock Company, Zeeland, Michigan. Richards-Morgenthau distributors, 225 Fifth Avenue, N. Y. 
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CREATED BY THE EXCITING NEW 


\  Dllly Dillane APRON 


Every woman in town wants one, and the Dulane Dealer is the only guy in town who 
& E has one for her. No wonder it’s creating such excitement—the DOLLY DULANE 

Ee # ee APRON! It’s smart and saucy, pert and practical. It has gay and colorful “sell” of 
ee Ba BS the Dulane Fryryte in clever jingles— a real “‘conversation piece.”” Made of tough 





ii : ee ae y plastic, it’s more than a gadget. It’s a garment. It’s something the women really go 
: for. It will sell Fryrytes and everything else you carry. Fill out the coupon below. 


MAKE THIS TRAFFIC PULLER AVAILABLE TO YOUR 
CUSTOMERS WHO COME IN TO SEE THE... 


4 “ ; rae é = e/ ¢ 
NH DULAN' ele miyerenenen 
LANE. | 4 T, le ® 
wares Show ) Ty : 


Ee | | , cTS, 4 
| E—NEW DULANE wry  auromaric ececrric DEEP FRYER 


PROMOTIONS : NVNI MRololt] to) Mle) Mite) Mann) Tiel) Wale). 


e per- 








mbining all th 


odels co -setter 
ing ay of now OURS ETE pine POE Ny | oman, mee | 
| n° oe nana that mone new designs, new refinem | 1900 River Road, River Grove, Ill. | 
forman industry jeadet. : e / ; 
for the derr pap road d expect ig or ged promotions es Please send me full information on the Dolly Dulane Apron and 
features ine, hear all ee as Advertising and Me the Dulane ‘“‘Packaged Promotions” ' 
See : he new VU ‘ 
: hrough t nce informe i 
available | have adva | 
: ise. ov can ; 
ing rene coupon now, #0 mer y telling ot the Show [ INRMB icc cccccccccccoccccecesonceseecescececsesssnceseees j 
Fill out t big news Dulane will be ; 
: the bi 
tion on ROVE, ILLINOIS j | 
. | INc., RIVER & De I iiiiscdcnnnacecinkensnduniniinntintenaiaitaiiliineen I 
LY 
ee | Dr scbnendechadersediennnnacnds Dts acnmanundsnebids ! 
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ogame Stainless Steel 





INGER 
From Italy, from Germany, 


from Denmark... 
seven contemporary patterns... 
each distinguished in design 


and superb in craftsmanship. 





CENTURY 


























ne To retail from $5.75 to $9.75 
a five-piece place setting. 
Write for illustrated material 


and price information. 


FRASER'S, in 


2409 Telegraph Avenue, Berkeley 4, California 


Importers and distributors of 
contemporary table appointments 
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Selling Versatility 
(From page 86) 
of creating a new jewelry store from an unusual angle 
Siaughter and Straub worked out a highly impressive 
easily-remembered appearance, by. installing seven smail 


_ windows, four on the broad side of the store, and thre 
_on the narrow side, each window measuring 3 x 31/ fee 


The store interior contrasts sharply with the exterior 
appearance. Walls are done in a bright gray, againg 


_which are contrasted brilliant cardinal red, to harmonize 


with the slogan “The House of Cardinal Diamonds” 
which Slaughter chose to suggest his baseball back. 
ground. Brilliant greens, yellows, and marble effects like. 


_wise are included in the floor, woodwork, showcases and 


frames around interior “shadowboxes” which line the 


' walls. The only conventional jewelry store fixtures used 





LS em 











are the three large wallcases, on the right wall of the 
store, and the 36-foot main service counter. A stream. 
lined version of the standard “kneehole desk” is provided 
for display of costume jewelry, and another for sterling 
flatware. At the left-rear corner, an 8-foot-wide “shadow. 
box” curves gently against the wallpapered wall, to dis. 
play featured “supporting lines,” such as baby gifts, fine 
leather goods, etc. 

With access from both the jewelry store and a separate 
entrance qn the street, the gift shop is only slightly smaller 
than the jewelry store, but “goes it one better” in eye. 
opening color. The walls are done in a variety of deep 
pastels, including rust, maroon and chartreuse, while the 
entire right wall in which is inset a huge shadowbox for 
display, is covered with picturesque wallpaper. Scattered 
about through the gift shop are such unusual “conversa- 
tion pieces” as a Florentine Baronial wrought-iron ban- 
quet table, with six high-backed Imperial chairs, a huge 
inlaid-hardwood sideboard, which is an antique from 
India, and similarly rare bits of furnishings which have 
heen collected by Straub. Samples of the store’s huge 
stock of open-stock china, open-stock crystal, centerpieces, 
pottery, figurines, etc., are displayed in a constantly- 
changing parade. At the extreme rear, separating the 
cift shop from the partners’ offices is a six-bin fluorescent 
lighted display unit devoted exclusively to fine crystal 
oifts. 





Selling Slants ... 

A group of Michigan shopping center 
merchants have added a new twist to free pick- 
up service. They offer to drive their custom- 
ers to the shopping center during the morning 


A NEAT 
TIE-UP 





hours—and return them home. They engi- 
neered a neat tie-up with a local automobile 
dealer who calls for persons requesting the 
service. 

(The car dealer gets a chance to demon- 
strate his new cars—the merchants get more 
business. And everybody’s happy.) 
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Heirloom Emphasis 
(From page 132) 
“] have found radio a very effective mode of adver- 


ising. Each Sunday at 12:30 we have a 15-minute pro- 
cram. This hour is chosen because people are home 
from church and about ready to sit down to dinner. The 
program consists of semi-classic music records, good 
music Which people of taste enjoy. The little talks be- 
tween the selections are very short, and devoted to one 
jine—silver, china and crystal each being given its turn. 

‘Direct mail is used every two months. When a new 
pattern in any of the tablewares is brought out the manu- 
facturer sends a pamphlet describing it. We drop a line 
to all our tableware patrons, enclosing one of the folders. 
and invite them to come down to see the new pattern. 

“Newspaper advertising is used constantly—daily—— 
and we consider it one of the most effective methods of 
publicity. A single line—silver, china, crystal, watches, 
gems—is advertised, a different one each day. One of 
our most successful mediums is the space taken four 
months in the year-in the Christian Science Monthly. 
The Scientists patronize the firms that advertise in their 
paper. We have ample proof of this, as whenever a 
Scientist purchases an item he requests a receipt, and 
shortly after Christmas a representative of the local 
church calls at our store and hands us the receipts show- 
ing the purchases made during the year. 

“Window displays are changed each week and usually 
feature the same lines that have been commented upon 
in the newspapers or over the radio. Our doors are of 


glass, and at night, after the other lights are extinguished 
a single light plays on the cases of china and crystal and 
shows to good advantage the set table near the front of 
the store. ; 





Time to Modernize 
(From page 71) 

The safe was moved to the center of the room and a 
permanent partition was built around it with swinging 
doors to the back room. An alli wood step-display for 
electric appliances is at the front of the store with a chair 
and ash tray for “waiting” customers. 

Ed Freed Co. furnished the show case platforms with 
ring trays and special displays. Then, I have new light 
fixtures, floor covering and a newly painted interior. 

The cost? The total cost was well under $5,000! At 
today’s high prices that seems to me a fairly reasonable 
price. 

It occurred to me there may be many other small jew- 
elers in the same boat that I was in. Like me, they’re 
probably sure that the cost of modernization is out of 
reach. 

Let me say that though I spent what I consider a lot 
of money, I feel sure I will get additional sales to make 
up for it. But, if nothing more, it is almost worth the 
cost as a morale booster. 

For years I have found myself mentally apologizing to 
almost every customer for the old-fashioned appearance 
of my store. Now my business home is modern and at- 
tractive and I feel good about it. 
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* | * 
Metals of Guaranteed Purity 
GOLD -: SILVER ° PLATINUM : PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 

| | W. solicit your Sweeps bw 

aoe | Filings — Scrap Gold and 
ae Platinum — Metals 

paca Your Old Gold Shipments 
7 \ WILL RECEIVE 

Special Auten lion 
Kastenhuber & Lehrfeld, Inc. 
21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. 
* a 














MR. JULIUS KNAPP 


Announces 


That he has established his own business 


at new quarters, commencing 
JANUARY I, 1953 


Continuing with the same type of Dia- 
mond Merchandise and Service as in the 
past. You are most cordially invited to 


drop in for a visit. 


JULIUS KNAPP, INC. 


Monufacturers 


DIAMOND RINGS AND MOUNTINGS 
2 West 45th Street New York 19, N. Y. 
MUrray Hill 2-862! 
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Stainless Steel Blades 


by ~“Moortham pl on 


For New Goods or Repairs 












Bottle Opener (Ring Type) Cap Lifter (Hook Type } 
Knife Blade (Medium) Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tablewarc. 
Prices and illustrations gladly furnished. 











NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: * ESTABLISHED 1871 
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Gemology 
(From page 96) 


ners and amateurs, quartz is the ideal stone. It is free 
of grain, relatively soft and easily ‘polished. It present: 
few of the problems of the harder minerals, requires yo 
special orientation, and exacts no precision on angles 
and perfection of polish. 


The “agates” they polish would frequently be classified 
by the professional mineralogist as some other variety 
of quartz, often moss agate or chalcedony. In some 
examples, very interesting color patterns are found, but 
each then becomes an individual, an area selected by 
the cutter from a slab and cut out in the way that brings 
out the pattern to best advantage. Extremely high prices 
may be asked and paid for unusual examples. In Texas, 
for example, there is a variety of moss agate in which 
green chlorite combines with bundles of yellow needles 
to give a pattern that looks like yellow daisies. A par- 
ticularly fine example of this probably would be held by 
its discoverer at quite an unrealistic price; as with all 
hobbies, special interests often raise prices well above 
true values. 


We can break the microcrystalline quartzes down into 
three general subdivisions for the jewelry field: the 
translucent chalcedonies without marked banding; the 
translucent, but well-banded, agates; and the opaque and 
colorful jaspers. 


The mineralogist will not agree entirely with the sim. 
plified classification of stones that we shall give here, 
but it is close enough without making it incomprehen- 
sibly complicated. There is little real difference between 
the agate and the chalcedony classifications; it is merely 
a matter of the intensity of the banding. Chalcedony is 
the term that is applied to translucent light-colored, un- 
banded varieties of microcrystalline quartz. In a rela- 
tively pure condition, it varies in color from slightly 
milky-white to the common pale yellow-brown. Usually, 
this material actually has a banded structure and the 
banding can be seen if the proper orientation is found 





Selling Slants... 


A New York retailer asks his customers for 
written comments regarding the quality of his 
goods, prices and service. Later the comments 
are grouped together, enlarged photostaiti- 
cally and placed outside the store. 





~ CUSTOMER 
COMMENTS 





yl 


Handwriting . . . especially handwritten 
informal compliments ... always attracts at- 
tention, and passersby never fail to stop, look 
and read. The merchant reports many new 
customers were obtained for just a few dol- 
lars investment. 


~ 


——————— 
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and the stone turned to the light, so that the edge of 
the bands is presented to the eye. | 

The more important chalcedonies are the tinted ones. 
Probably best known is the chalcedony that has been 
stained with iron to reddish and orange tints and known 
as carnelian. The same material can be stained more 
deeply so that it is deep brown or brown-black and is 
known as sard. Both of these hues are found in banded 
agates in contact with parallel layers of white or another 
color. They are then known as sardonyx. The banding 
‘; often emphasized by artificial coloring. Neither carne- 
lian nor sard has any special value; the price is the 
cost of the workmanship, which, in the case of fine 
cameos and intaglios, may be considerable. 

A slightly more expensive variety of chalcedony is the 
oreen nickel-stained type, usually fairly cloudy and only 
slightly translucent, known as chrysoprase. Large uni- 
form pieces of this quartz variety are probably the most 
expensive examples of cryptocrystalline quartz in general 
trade. They may retail at $10 to $20 a carat. Chrysoprase 
comes from Silesia and from Visalia, California. Neither 
locality is productive, so there is little new material on 
the market; most examples will be found in old jewelry, 
or will have come from such pieces. 


MOSS AGATES 

Chalcedony with irregular staining and inclusions of 
various other minerals, largely iron oxides and manga- 
nese oxides, are known as moss agates. The best known 
moss agates are the Indian ones, in which we find a 
more or less translucent chalcedony plentifully filled with 
wisps and masses of a greenish mineral, probably chlo- 
rite, often with, here and there, a patch of red iron 
oxide, hematite. It gives very much the impression of an 
algae remain. and gets its name from this resemblance. 

There has also been found, largely in India too, a 
milky chalcedony with a dendritic black pattern of man- 
ganese oxide. Often the growths resemble miniature 
scenes of actual vegetation, and whole pictures can be 
visualized with a slight assist from the imagination. Their 
price depends upon how realistic and complicated the 
scenes may be. During the latter part of the 18th century, 
and for some 50 years into the 19th, these jewels were 
in high popularity. Good examples presenting convine- 
ing portraits or pastorales commanded very high prices: 
many times anything that would be paid today. The de- 
mand even made it worthwhile to imitate them, and 
occasionally today, one will run across an old imitation 
moss agate, one in which the pictures has been aided or 
entirely fabricated with some sort of dyeing material. 

The most expensive commercial American moss agates 
are the Montana chalcedonies, found around Sweetwater. 
Montana. This material contains black and rather three 
dimensional dendrites in a very uniform translucent 
chalcedony. The spots seem quite isolated, and sometimes 
make fine scenes. They have been sold in the West in 
considerable numbers, and is locally an important jew- 
elry stone. Prices are high for a moss agate; the individ- 
ual prices again depending upon the picture. 

Bloodstone is green chalcedony or jasper, with a few 
red spots. Legend has it that a green stone lay at the foot 
of the cross, and that some of Jesus’ blood fell on it at the 
crucifixion. This tradition has given bloodstone a special 
interest for some. 
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Undersells them 
all — ladies 17- 
Jewel beauty, 
heavy 10K yel- 
low rolled-gold 
plate case, J-B 
cord attachment 


PROMOTE 


ATA 


PROFIT 


WITH 





Lisi) - 


TOWNE 


WATCH 


LEADERS 





TOWNE 


I17-JEWEL 
SUPER - SPECIALS 


7995 


YOUR PRICE 


Men’‘s special, 
precision 17-jJewel, 
heavy 10K rolled- 
gold plate case, 
padded leather 
strap — a profit- 

































FULLY ked lit 
\ packed quality 

GUARANTEED &\ price-beater. 

10-DAY 

INSPECTION 


Presentation 
Boxes... 


Order these 
75¢ each 


terrific sellers 

today — beat the 
price-cutting competi- 
tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 
descriptive catalog. Towne watches are 
sold through retail jewelers only. 





TOWNE WATCH ©, 























f 

TOWNE WATCH CO. - 
29 East Madison St., Chicago 2, Illinois i 
Ship Towne Men’s Specials - 
Ship Towne Ladies’ Special : 
Ship Presentation Boxes - 
[] Send complete catalog ‘ 
Name - 
Address q 
City State : 
sense uwaes eae ae ee ease eee ees eee ae eee el 
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MR. MURRAY PERKEL 


Announces 


the continuation of his business 
at the same address 


and with the same facilities 





for serving his customers as in the past 


MURRAY PERKEL & CO., INC. 


Manufacturers 


DIAMOND RINGS AND MOUNTINGS 
10 West 47th Street New York 36, N. Y. 
LUxemburg 2-2328 























on 





increase 
your 
~ Bites 


without 


TGS! 


i) 


| 
inventory! 
NOW .. offer your customers a complete line of trophies— 


from sports ‘‘Oscars’’ to Championship Awards—without carry- 
ing a single item IN STOCK! Take all orders from big full-color 
illustrated catalog...or } 

Amazing new ‘“‘Stereo-Kit’’ showing 3-dimensional color 
slides of 190 different styles .. . equal to a full window display! 
FREE to dealers who order a minimum sample assortment, 


For full information, mail the coupon today! 














& 
| ARLEN TROPHY CO., INC. 
50 Gold Street, Brooklyn 1, N. Y. 
. Please rush me FREE Catalog—plus details 
: about FREE New “Stereo-Kit’’ 
NAME 
| FIRM NAME ero 
H ADDRESS 
J city ZONE___STATE__ - 
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The most frequently used chalcedony today is a uni. 
form light-colored material, which can be dyed with 
aniline dyes to give it a color. Pale blue chalcedony is 
found in nature; its tint is rather gray-blue and quite 
attractive. It will be seen in Chinese carvings. Occasion. 
ally one may also see naturally violet or amethystine 
chalcedony. In the main, however. the colored chalce. 
donies are dyed by man, and the jewelry hues are not 
found in nature. They are sold under the name onyx; 
the best known is black onyx made from a material 
which can be called either chalcedony or agate, depend. 
ing upon the banding. The best material for dyeing jg 
rather uniform and not conspicuously banded. 


Agates fall in the same class as the chalcedonies jp 
respect to price, treatment and cutting. Even the source 
is much the same, mainly southern Brazil, the same 
localities as amethyst, except that agate nodules are more 
completely filled than those of the amethyst, and the 
crystals in the center will usually be white, rather than 
tinted. We find a thin skin of agate close to the wall 
in amethyst specimens, but the specific lava flow and 
cavities from which amethysts come will not be sources 
of agate. The general occurrence is identical. Usually 
agate bands follow the walls of the cavities, but at some 
places, they find a type with a series of horizontal bands 
that are completely flat. They must represent the hori- 
zontal surface at the time that the agate was forming in 
the gas voids in the lava. Such flat bands are desired by 
the cameo cutter, who slices his agate at right angles to 
the usual direction, for he wants two sharply contrast- 
ing layers lying in the plane of his stone. Then, working 
with diamond drills, he cuts away the upper layer to 
make a miniature bas-relief, with one color standing out 
in contrast to a differently colored background. Usually 
it is dyed stone, the lower layer carnelian color, and the 
upper layer white. Intaglios are fashioned in the same 
way, though we are more likely to find the intaglio ex- 
cavated in a uniformly colored stone, like a sard. 


A still more opaque quartz is known as jasper, when 
it is attractively colored. The term is applied to many 
colors beside red. Green jasper, yellow jasper, brown 
jasper, are all varieties of this material. Jasper is like 
the other microcrystalline quartzes, except that in them, 
we do not find the banded structure that is clearly visible 
in the specimens, and they are completely opaque. The 
coloring matter may be actual inclusions of other miner- 
als and foreign substances amounting to a considerable 
percent in an analysis of the composition. Cinnabar in 
quantity makes a bright red jasper; usually it is only 
present in spots. Hematite makes jasper dark red. Limon- 
ite, the hydrous oxide of iron is responsible for the 
vellows and the browns. 


Jasper is found everywhere. Usually it is too uninter- 
esting to cut, but occasionally, we will find pretty pieces. 
Petrified wood is usually a jasperized wood, colored 
with iron and manganese oxide impurities, often pre- 
serving some of the grain texture of the original wood. 
Egyptian pebbles are brown jasper pebbles with iron 
oxide stainings in local concentrations and distinct pat- 
terns. Jaspers often show a banding, but the banding is 
not like that of agate because the margins are less 
sharply marked and the layers lack the agate trans- 
lucency, banded jaspers are found in Africa and Northern 
Australia in commercial quantities. 
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Repair Service 


(From page 102) 
birch. Across the back of the room a semi-circular 
crystal case is framed with blond birch. In the case. 
the indirect lighting reflects a soft shade of green to 
“electrify” the crystal. 

On each side of the crystal department is found open 
blond birch cases which are used for displaying china- 
ware and gift items. These cases, too, are lined with the 
dark gray tone used around the crystal department. 

Birch and rippled glass enclose the repair department. 
The wrapping counter is topped with a black covering. 
The sterling display is a unique hanging wall case framed 
with birch. Features of this case include: sliding glass 
doors and individual place setting pads of rich wine and 
gray velvet that are reversible. 

The unique entrance is recessed and is an all-glass 
front with center panel. One small 18-inch wide window 
is on the north for displaying smaller items. 

A larger 4-foot window is placed at an angle on the 
south, resting on a recessed circular base. The off-center 
door plus the different sized windows gives full effect to 
the modern motif of the entrance. 

Featured in the center panel of the store entrance is a 
floating window (or window box) suspended by two 
silver-colored bullet lights. In this unit are spotlighted 
many beautiful items for sale in the store. 

The success of Ross Henry with his stores at Jack- 
sonville and Jerseyville is a story that combines many 
things: ambition, family teamwork, and the willingness 
to try new ideas as exhibited in his new store. 


Facts and Gimmicks 


(From page 128) 
Men really do not like to have their wives pay too much 
for something that is breakable; oftentimes do not realize 
how much it means to the wife to have a complete set of 
sood chinaware. 

“Women are design and fashion-conscious, while at 
the same time mindful of price; they look upon a set of 
good china as they do their sterling silver sets. If they 
really want a certain pattern, they will save on other 
things, but they’ll have the pattern they want. 

“In our studies, we have developed a gimmick that has 
proved effective in closing sales. There comes a time in 
most sales interviews, when a woman becomes bewildered 
by the selections; even though it has been narrowed 
down to two, or perhaps three or four, she feels confused. 
She knows it is an important decision; she decides to 
think it over. If we give this prospect a printed folder. 
she takes it home, glances at it, then plunges into tele- 
vision or other social activities; the decision is post- 
poned. 

“Our procedure is to ask the woman to select the two 
patterns she likes best, then offer her one plate of each 
to take home. Without any deposit or charge, she has 
an opportunity to see the plates in her own dining room. 
where she can get the opinions of all members of her 
family. 
| “In the two years that we have been using this prac- 
tice, we have never lost a plate; we have never had to 
telephone to ask about them. They are always returned 
promptly in excellent condition.” 
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ACTIVE — INACTIVE AND OBSOLETE 


STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 
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ALL NEW! 
BRACELET END CUTTER 


f 


CUTS STAINLESS STEEL AND GOLD 
FILLED BAND ENDS "IN 
ONE SECOND" WITH 


"ONE CUT" 
Z wm Co 
as? on 
SELZZLE ivi. 
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OF, 4 > 
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CUTS $E50 
BRACELET ENDS ONLY 5 
to any fractional size Anyone — in one second — 


with one cut—can now trim 
bracelet ends to exactly the 
width required. The Vigor 
#770 Bracelet End Cutter 
leaves a clean smooth cut— 
will not squeeze or mangle 
the ends. Made of fine tool 
steel — precision-machined 
to last a lifetime. Order 
Vigor #770 today. 


with clean smooth ends 


NO SAWING 
NO GRINDING 
NO FILING 


DISTRIBUTED BY 


JOS. B. BECHTEL & CO., INC. 


729 SANSOM ST., PHILA. 6, PA. 
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Increase Your Watch-Band Sales 50% 


With the new TRAY-MASTER — takes all 
Brands, all sizes—Men's and Ladies’ Together! 


This long-lasting display accessory will boost sales imme- 
diately. Results prove it is worth much more—You can’t 
afford to be without them. 


SPECIAL OFFER—ojne TRAY-MASTER 


at no charge when you purchase an assortment of any 4 
Ladies’ or Men's Watch Bands (at wholesale). You select 


the bands. 
. If ordering direct 


include name of your 
wholesaler 
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pl Riy 


TRAYS ONLY 
$6.95 EACH 


H. L. MFG. CO. 


420 Pine Avenue 
Long Beach, California 
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TREASURE DOME 


Sensational demand. Makes old watches 
modern, useful timepieces ... glorifies 
medals. Nationally advertised. Market test- 
gh ed, sales proven, presold. 80% of customers 
oe have heirloom watches. Gain goodwill, 
repair jobs with Treasure Domes. Proud 


possession, perfect gift. DuPont Lucite 





Dome. Ebony, mahogany, blonde wood 


bases. Impulse item. Display with watch: 





see them sell. 


CAROL BEATTY CO., Dept. J-33 
635 S. Kenmore Ave., Los Angeles 5, Calif. 


RETAILS FOR $ 
% doz. $14.22; 1 doz. up $24.00 per 
doz. Shipped prepaid if check with 
order. No C. O. D. (6 doz. shipped 
open account to D&B rated stores.) Dy, 





Everybody Wants A 7 











THE JEWELERS 
DICTIONARY 


COMPLETELY REVISED 
* SECOND EDITION x 


$6:°0 POSTPAID 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 


Check or Money Order Must Accompany Order 
DO NOT SEND CASH 
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Approximately 90 per cent of Romm’s china business 
is on a budget basis, called the Romm China Club. Its 
300-400 members pay about 25¢ weekly for each place 
setting. Some start with four settings, but more Sign for 
eight. If a woman is undecided between two patterns— 
one of medium price, the other on the expensive side 
the salesman suggests buying the more expensive, Stari. 
ing with four settings instead of eight, taking a little 
longer to accumulate the set. 

The china department at Romm’s is promoted by cam. 
paigns geared to the heavy buying seasons. Each cam. 
paign breaks with an exclusive four or five colump 
12 in.-15 in. newspaper ad followed the next week wit) 
an exclusive ad about half that size, and incorporated 
the third week in part of the store’s general ad featuring 


‘diamonds, watches and silverware. While the original 


copy may feature 6-12 patterns, each illustrated, described 
and priced per setting, the second ad features about half 
the number of patterns and the third ad uses one, two 
or three patterns in the general ad as a reminder. 

Throughout the major seasons, the department has a 
weekly schedule of one-column by 6 in. newspaper ads 
on the society page; occasionally this is stepped up to 
use three such ads a week. Between campaigns, the 
department gets about one ad a month. 

Copy features the club plan, emphasizing four settings 
for $1 a week, 8 for $2 and 12 for $3 a week; it also 
majors three sales-making themes—open stock service, 
immediate delivery and no carrying charges. In addi- 
tion to illustrations of the featured patterns, each ex- 
clusively china ad includes a headline illustration that 
gives an atmosphere of smart, fashion-wise dining and 
entertainment. 

During campaigns, china is shown in every window, 
excepting the space always reserved for diamonds. By 
featuring china in all windows, it creates a public con- 
sciousness of the campaign and the large and diversified 
stock. 

China was also featured during the first part of 1952 
in Romm’s first use of radio advertising. This was a 12- 
week program “Bride to Be,” a 15-minute broadcast 
every Sunday afternoon over WBET, Brockton. The 
master of ceremonies interviews brides-to-be and their 
husbands-to-be, asking where they work. how they met, 
etc. 

To publicize the role of china in modern living, Romm 
has lectured before 30 local women’s clubs, several for 
return engagements. This is an activity that just grew; 
Romm offered to talk before two or three clubs, the news 
spread, and women liked the newsy, helpful talks. He 
began to get so many requests for talks that the activity 
had to be curtailed. 

Thereafter Romm accepted requests, with the under- 
standing that there would be a charge of $5 for groups 
under 20 persons and $10 for groups of 20-35, with the 
stipulation that the entire amount will go to the group's 
favorite charity. 


Talks include a complete explanation of what true 
china is, how it is made, the different types and styles, 
the various patterns and what they indicate and the 
general role of true china in twentieth century living. 
It includes films and visual aids supplied by manufac- 
turers. Romm illustrates his talk with 12-15 china pieces, 
and brings in the related role of silverware and glassware. 
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UNIFIED TAX FRONT ASKED BY JITC. At a meeting last month of the Jewelry Industry 
Tax Committee, a unified industry front was emphasized as necessary in order to 
secure excise tax relief. Another meeting of the Committee was set for the 23rd 
of this month, the primary purpose of which will be to secure the full coopera- 
tion of all segments of the industry in the tax fight. 


NO NEW PLATINUM SUPPLIES IN SIGHT. A recent government release regarding the meet- 
ing in Washington between representatives of the platinum industry and the 
National Production Authority at which the industry representatives recommended 
easing of the restrictions on the metal to the jewelry industry, was miscon- 
strued in some quarters as an accomplished fact. According to an authoritative 
source, there will be no immediate help granted the industry as far as supplies 


of new platinum are concerned. 


BRUNER-RITTER TO SELL DIRECT. Effective January 2, the Bruner-Ritter line of watch- 
bands will be sold direct to retail jewelers. Marvin J. Bruner, executive vice- 
president, said the change would enable the company to develop to an even higher 
degree the efficiency of their forthcoming national campaign. The Gemex Co., 
meanwhile, announced that it would continue to market its line through wholesale 
jewelers and watch material distributors. Ronson, too, through its vice-presi- 
dent in charge of sales John F. Des Reis, said that the firm "will continue its 
policy of selling primarily to, and through, authorized distributors." 


INTERNATIONAL SETS UP NEW STAINLESS DIVISION. Indication of the increasing 
importance of stainless steel flatware was the announcement by International 
Silver Co. of a separate sales division to handle this extensive line of the 
firm. John B. Stevens, manager of the promotion department, has been named 
manager of this new division, with Ernest R. Hackbarth as assistant sales 


manager. 


THREE NEW VICE—PRESIDENTS AT WALTHAM. Teviah Sachs, president of the Waltham Watch 
Co., announced the appointment of three new vice-presidents last month, as 
follows: Gilbert Sachs, who joined Waltham in 1949 and who will continue as 
Secretary of the firm; Harry Goldstein, previously Eastern sales manager for 
Gruen and president of the American Watch Distributors, Inc., and H. Russell 
Williams, with Waltham since 1905 and previously sales manager and head of the 


New York Office. 


NEMJ&SA MOVES BANQUET TO BOSTON. Because a capacity crowd is expected, the Fiftieth 
Anniversary Banquet of the New England Manufacturing Jewelers & Silversmiths 
Association to be held on February 21, will be held at the Hotel Statler in 
Boston instead of in Providence, R. I., as previously planned. A "Jewelers' 
Special" train will leave from Providence for the banquet. 


PARCEL POST RATE HIKE TO BE SOUGHT. A formal petition for an increase in parcel 
post rates is due to be filed with the Interstate Commerce Commission this 
month. The proposals discussed last month, would increase the present rates by 


an average 50 to 35 per cent. 
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Here Is How: 


For a 2¢ postcard we'll send you some sug- 
gestions on developing a more profitable 
repair department. These suggestions have 
been used by thousands of progressive 


jewelers all over the country. So they are 


C. & E. MARSHALL CO. 








Your 


Share 











not theories. They have been proved in 


actual operation. And they are yours with- 


out cost or obligation. NO OTHER COM- 
PANY IN OUR FIELD MAKES THIS 
OFFER. Write today to address below. 





Dept. JI Box 7737, Chicago 80, Ill. 


Branches and Distributors in Principal Cities Throughout the USA 
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Bruner-Ritter to Sell 
Direct; Gemex, Ronson to 
Continue Present Policy 


Speculation has been rife in the trade 
recently as to whether a number of lead- 
ing manufacturers would change or con- 
tinue their present methods of distribu- 
tion. The matter was resolved to a large 
degree last month when several manufac- 
turers issued statements clarifying their 
present and future distribution policies. 

Marvin J. Bruner, executive vice presi- 
dent of Bruner-Ritter, Inc., one of Amer- 
ica’s largest manufacturers of watch bands, 
announced early in December that the 
Bretton line would be sold direct to retail 
jewelers, effective January 2. 

In discussing the new factory-to-retailer 
sales policy, Mr. Bruner emphasized that 
this change would enable Bruner-Ritter to 
establish a closer and more intimate con- 
tact with the retailer and thus develop to 
an even higher degree of efficiency a 
national campaign which they are expect- 
ing to launch soon. 

“A study of the company’s extensive and 
elaborate plans for 1953 dictate this 
method of direct distribution,” Mr. Bruner 
stated, “in order that the greatest pos- 
sible efficiency accompany those plans and 
that the utmost in sales producing bene- 
fits be provided for Bretton jewelers 
everywhere.” 

Meanwhile, another leading watch band 
manufacturer—the Gemex Co.—has reaf- 
firmed its faith in its present policy of 
selling through wholesale jewelers and 
watch material distributors. On the occa- 
sion of its 35th anniversary, the company 
sent messages to its distributors express- 
ing thanks for their “splendid coopera- 
tion” and sincere wishes for “a future of 
prosperous, expanding relationships.” 

Said the Gemex message in part: 
“Proudly the Gemex Company has sur- 
passed its highest expectations in sales, 
national advertising and—most  impor- 
tantly—in wholesale support. Now in this 
Christmas season and with the advent of 
a better New Year, we wish to say that 
we are most anxious and eager to main- 
tain our relationships with wholesale jew- 
elers and watch-material distributors as 
in all past years... ” 

Tn the lighter field, Ronson Art Metal 
Works, Inc, disclaimed rumors currently 
circulating in the trade hinting that the 
company was preparing to abandon tra- 
ditional distribution methods through 

(Please turn to page 158) | 
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Huge Defense and Rearmament Outlays 
Dim Hopes for Any Immediate Tax Cuts 


Prospects for widespread tax reduction 
tend to become clouded when viewed in the 
light of long-range defense requirements 
and the resulting heavy demands for rev- 
enue upon the U. S. Treasury. 

Large outlays for rearmament, to which 
the nation is already committed by Presi- 
dent Truman’s Administration, are not to 
be cancelled at any early date by Presi- 
dent-elect Eisenhower. Taxpayers, under 
“Ike,” are likely to get more for their de- 
fense dollar, but any abrupt termination 
of military spending is definitely not in 
sight at this time. 

To carry out any large-scale cuts in the 
next two federal budgets (1953-1954 and 
1954-1955) will require Congress to call 
an abrupt halt to such long-range military 
programs as procurement of planes, tanks, 
guns, and construction of foreign military 
bases. Any such move is definitely not in 
keeping with Mr. Eisenhower’s views on 
military preparedness. Nor do members of 
either political party believe that business 
and industry, having pledged their re- 
sources and their capital to successful exe- 
cution of the defense program, should sud- 
denly be hit with a deluge of contract can- 
cellations. 

A lower rate of federal spending and 
lower tax rates will instead come about by 
degrees, in order to minimize any possible 
dislocation in the manufacturing indus- 
tries, in distribution. and in retailing. 


TAX-WRITERS FACE PROBLEM 


Immediate problem facing the two tax- 
writing committees of Congress (Senate 
Finance Committee and House Ways & 
Means Committee) revolves around these 
three principal questions: 

1. By what amounts may taxes safely 
be cut? 

2. What kinds of taxes (income, excise, 
excess profits) are due for reductions or 
termination? 

3. How soon may the cuts be ordered 
into effect? 

“Ike” and his top aides take the posi- 
tion that the Federal Government must 
work toward “eventual” tax reduction 
through the avenue of careful and dis- 
criminate pruning of the federal budget. 
The first public indication of the new Ad- 





ministration’s tax position probably will 
come this month (January) in the State 
of the Union message to Congress. By 
that time, the new White House staff will 
have had a chance to study the budget 
prepared by Mr. Truman’s staff to see 
whether or not they think any cuts in 
spending will permit tax reduction. 


FOUR TAXES UP FOR REDUCTION 


But even if “Ike” should decide against 
any tax reduction this year, some tax rates 
and schedules now in effect are due for 
automatic reduction. Eligible for down- 
ward adjustment under existing tax laws 
are the following: 

The $3 billion-a-year excess profits tax 
on corporations will expire on June 30 un- 
less extended by Congress; 

Individual income taxes are scheduled 
for reduction as of January 1, 1954, unless 
Congress decides otherwise. A reduction 
of about 11 per cent for the majority of 
taxpayers will become effective. Loss to 
the Treasury: About $2.8 billion annually; 

Income tax rates for corporations are 
to be reduced as of April 1, 1954, at a loss 
of income to the Treasury of about $2 bil- 
lion, unless changed by Congress; 

Excises on such items as liquor, beer, 
cigarets, sporting goods, and gasoline are 
to be reduced by about $1 billion annually 
as of April 1, 1954, unless decided other- 
wise by Congress. 

As far as the excise rate applying to 
jewelry-store items is concerned, there is 
little or no prospect of any immediate re- 
lief. Representative Daniel A. Reed (Re- 
publican of New York) who is to be the 
next chairman of the House Ways and 
Means Committee, says bluntly that there 
is little hope for fast action. But he pledges 
that his committee will soon begin a care- 
ful study of the over-all tax structure. If 
this study should reveal that some groups 
of taxpayers are being forced to con- 
tribute federal revenue out of all propor- 
tion to that paid by other groups, then 
adjustments may be expected to follow. 
This is all under the heading of “long- 
range planning,” however, and the buying 
public as well as the retailing community 
should guard against indulging in irrespon- 
sible speculation about possible reductions 
that may be a long time in arriving. 
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Watch Companies Act to Protect Jeweler 


Two Recent Announcements Are Typical of 
Trend in Appreciating Jewelers’ Importance 





Wisconsin Jewelers 
Applaud Waltham s 
Controlled Production 


Expressions of approval and appreciation 
from retail jewelers in response to the 
Waltham announcement of its controlled 
production policy are still being received, 
according to Teviah Sachs, president of 
the Waltham Watch Co. 

In line with this favorable reaction. 
B. W. Heald, secretary of the Wisconsin 
Retail Jewelers Association, has requested 
reprints of the double-page Waltham ad- 
vertisement which appeared in the Novem- 
ber issue of THE JEWELERS CIRCULAR- 
KEYSTONE setting forth the new manage- 
ment’s policy of controlled production as 
the means of effecting controlled distri- 
bution — “distribution through traditional 
watch retailers.” 

Mr. Heald, it is reported, is mailing 
these reprints with a letter to all principal 
manufacturers and importers of jewelry 
store items urging them to adopt the 
Waltham policy. The letter from the Wis- 
consin association reads: 

“The officers and board of directors of 
this association have instructed me to call 
to the attention of all of the principal 
manufacturers and importers of jewelry 
store merchandise the latest statement of 
policy of the Waltham Watch Co., a copy 
of which is enclosed herewith. 

“This association commends to your at- 
tention this policy of controlled production 
as a protection, not only to the retail dis- 
tributors of your product but to the pres- 
tige and future public acceptance of your 
product. 

“This office questions the soundness of 
a practice of producing or importing in 
ever increasing quantities with complete 
disregard of consumer demand through 
regular outlets. Financial impairment of 
those outlets not only results, but adver- 
tising and other promoting of such prod- 
ucts ceases and often competing lines are 
actively pushed in their stead. 

“It is the sincere hope of this association 
that this policy will become universal and 
many of our present problems _ thereby 
solved.” 

Teviah Sachs, president of the Waltham 
Watch Co., reports that other state asso- 
ciations are following the lead of the Wis- 
consin group. 

“Our controlled production policy,” Sachs 
stated, “is our response to the confidence 
jewelers have extended to the new Waltham 
management—a confidence that has en- 
abled us in the last three years to bring 
America’s oldest watch name back onto 
Success Street. Retail jewelers want watch 
distribution through traditional watch re- 
tailers—and as far as Waltham is con- 
cerned, they can have it.” 
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Omega Clearly 
Defines Protective 
Sales Policy 


A widely expected announcement of re- 
vised distribution policies was released 
recently by Omega, Swiss watch manu- 
facturer, and its U. S. distributing agents, 
Norman M. Morris Corporation of N. Y. 

Said Norman M. Morris, president: 
“Occasioned by sporadic but troublesome 
instances of loss-leader price cutting, the 
new policy is candidly aimed at establish- 
ing a tamper-proof price level for the 
security of franchised Omega dealers.” 

As a first step toward this end, the 
announcement states, Omega is discon- 
tinuing business with jewelers who fea- 
tured Omega as a loss-leader during the 
months when price maintenance was un- 
enforceable, and whose trade practices are 
not considered te measure up to respon- 
sible standards. Sales to many of these 
concerns have been discontinued and they 
are now being individually notified that re- 
lations with them are definitely terminated. 

“Relations have also been ended,” the 
statement continues, “with firms known to 
have participated in certain instances of 
bootlegging its watches. Henceforward 
records of all Omega watch movement 
numbers will be kept, so that any Omega 
watch offered at retail may be traced to 
the source of its original sale.” Officials 
of the company say they intend to spot- 
check by purchase of Omega watches at 
retail whenever and wherever bootlegging 
is suspected, and if the suspicion is con- 
firmed, all business will be promptly cut 
off from these jewelers. 

For the future, the announcement states, 
fair-trading of Omega watches will be 
vigilantly maintained under the McGuire 
Act and by “every other proper means.” 

Pointed out in the announcement is 
Omega’s intention of restricting its busi- 
ness to a selected group of leading jewelers. 
When increased production of Omega 
watches makes added quantities available, 
new jewelers who come to the forefront 
in their cities will also be served. 

When asked about increases in Omega 
production, Mr. Morris replied: “All 
Omega’s watches are made from start to 
finish in its own Swiss plant and only 
there. World-demand has grown even faster 
than Omega’s ability to supply watches of 
Omega quality. Omega recently started a 
five-year program of building three addi- 
tional plants, close to its first one. How- 
ever, in creating a new plant, you have 
to create no less than 60 departments, all 
staffed with proved experts and all ready 
to start simultaneously. Therefore, Omega 
must increase production gradually and 
carefully. 

“Basically. this is the situation behind 





Omega’s world distribution policy,” Mr 
Morris declared. “And that, in tum, ’ 
behind the new policies just announces 
for American distribution. When You can’ 
keep up with demand created by the 
quality of your product itself, then there 
is no reason you should stand for the 
practices of short-sighted dealers who mis 
use the reputation of a product for their 
own temporary advantage and to th 
damage of the stability of the Jewelry 
trade. There is every reason why you 
should channel your entire available pro. 
duction into the hands of more responsib} 
and cooperative jewelers. And there j 
every inducement of enlightened self.p, 
terest and public interest alike, to dire 
that situation toward building the securin 
of the franchised jeweler.” | 








Named to 
Directorate 
of L. E, 
Waterman Co, 


LAWRENCE COWEN 





The election of Lawrence Cowen as 1 
director of the L. E. Waterman Co., manu. 
facturers of fountain pens and other writ 
ing instruments, was announced November 
17 by Frank D. Waterman, president. 

Mr. Cowen, president of the Lionel Corp, 
world’s largest maker of toy electric trains, 
is also a board member of the Airex Corp, 
Airex Mfg. Corp. and Lionel Essex Inter 
national. 


—_——_—__- — 


"Stork Club’ Show 
Sponsored by Gemex 





As part of its expanding merchandising 
and promotion program, the Gemex (. 
has undertaken the sponsorship on alter | 
nate weeks of the CBS television show, 
“The Stork Club.” 

Seen at the signing of the new contract 
in the Cub Room of the world famous 
restaurant are, 1. to r., Carl Lichtenfels, 
Gemex; W. A. Pleuthner, v.p. of Batten, 
Barton, Durstine & Osborn; W. A. Swart 
man, Gemex; Eugen Prestinari, Gemex: 
Sherman Billingsley, host of “The Stork 
Club”; William Lichtenfels, Gemex; Bud 
Boehm, Gemex; and, standing, Fred ™. 
Thrower, CBS executive. 
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K Polishook & Son Corp. 
Purchases SKW Firm and 
All O-B Ring Models 


Negotiations involving three long-estab- 
ished firms in the jewelry industry, started 
over six months ago, were recently culmi- 
sated. In a vast expansion program, K. 
Polishook & Son Corp., ring manufacturers 
ince 1898, purchased the entire plant, 
equipment and ring models of the 61l-year- 
ald firm of Silbermann, Kohn & Wallen- 
tein, Inc. The firm also acquired the 
rights to the trade names “Fidelity” and 
“First Lady” under which SKW marketed 
‘heir line of diamond rings. 

Another move in Polishook’s expansion 
program was to buy all the ring models 
of Ostby & Barton Co., established in 
1879 and located in Providence. These 
high-styled gold rings will augment the 
ring line which K. Polishook & Son Corp. 
sells to jewelers all over the country, ac- 
cording to Phil Polishook, president and 
son of the founder. 


PHIL POLISHOOK 


President of 
ee K. Polishook 
of & Son Corp. 





di: 


In commenting on the expansion pro- 
cram, Mr. Polishook stated that his firm 
will continue to use the trade name 
“Lloyds of New York” for its entire stone 
ring line, and will manufacture and pro- 
mote its diamond rings and wedding rings 
under the names “Fidelity” and “First 
Lady.” New and extensive advertising, 
merchandising and promotional helps will 
shortly be available to the retailer. 

K. Polishook & Son Corp. has been 
family owned and operated since its estab- 
lishment in New York 55 years ago. Phil 
Polishook has been its execuive head for 
all his business life. In addition to direct- 
ing the business and sales management of 
the firm, Mr. Polishook has traveled all 
over the country selling Polishook rings to 
jewelry retailers everywhere. 

To accommodate the more than doubled 
working staff, the Polishook firm will move 
January 1 from its present New York 
quarters at 31 W. 47 St., into the former 
business and manufacturing plant space of 
SKW, at 216 E. 45 St.. New York. This 
means an expansion of 1750 to over 4600 
square feet in floor space. 

Mr. Polishook’s optimism and hopes for 
his own business are reflected in his 
opinion about the future of the industry. 
His forecast: “I feel sure that the progres- 
‘ive, hard-working jeweler will enjoy very 
good business in 1953—yes, and even in 
1954. K. Polishook & Son Corp., along 
with hundreds of other companies manv- 
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facturing goods for American jewelers, 


will help the jeweler to greater sales and 


greater profits!” 


-_—-=- Oo 


Elgin Distributes Bonuses 
To Over 4000 Employees 


Almost a quarter million dollars in early 
Christmas gifts were distributed December 
4 to 4248 employees of Elgin National 
Watch Co., Elgin, Dll, and at the firm’s 
plant in Lincoln, Neb. 

Checks totaling $223,931, representing 
the second one-half payment of a $447,863 
“extra dividend” on 1951 wages and sala- 
ries, were mailed in time to help employees 
with their Christmas shopping. The first 
half of last year’s bonus was paid in June, 
just before the employees left for their an- 
nual vacation. 

All employees receiving wages or salaries 
are eligible for the following year’s bonus 
if, on December 31, they have completed 
six months’ continuous service, subject to 
rulings covering special cases. The fund, 
which for 1951 represented 3.265 per 
cent of eligible employees’ total wages 
and salaries, is set aside from company 
earnings before provision for federal taxes. 
stock dividends or any other profit-sharing 
bonus plan. 

A total of $5,184,389 has been distrib- 
uted to employees since the wage-bonus 
plan was started in 1936. 





Rose Jewelers Sign Contract 
For Nightly Radio Program 


As an adjunct to their extensive tele- 
vision advertising, the Rose Jewelry Co., 
Detroit, Mich., recently signed a contract 
with station WJBK for a two-hour nightly 
radio program. 





Emil Rose (center), president of the Rose 
Jewelry Co., Detroit, Mich., signs a con- 
tract with station WJBK for a two-hour 
nightly radio program. Witnessing the con- 
tract signing are Bob Murphy (left), who 
emcees the new program, and Harry R. 
Lipson, general sales manager of WJBK. 


“Symphony Hall,” as the new program 
is known, features a nightly presentation 
of a complete work without interruption. 
The musical selections include classical, 
semi-classical, pop-concert and _ theatre 
music. The program is broadcast over 
WJBK each night, Monday through Sun- 
day, at 11:30 P.M. 





Plans for Excise Repeal 
Mapped by Tax Committee 


A representative meeting of the Jewelry 
Industry Tax Committee, including all 
segments of the trade, was held December 
2 at the clubrooms of the Twenty-Four 
Karat Club, New York. It was the opinion 
of those present that the best interests of 
the industry would be served by unified 
action in working for equalization of tax- 
ation through elimination of discrimina- 
tion. 


Another meeting of the Tax Committee 
will be held on January 23, and it is hoped 
that there will be a full representation of 
the industry at that meeting. 


One of the primary purposes of the 
January meeting will be to secure the full 
cooperation of all segments of the indus- 
try so that a unified front can be pre- 
sented in Washington. 


—_——_—_- 





Elected V.P. 
of Kittay 
& Blitz of 

Providence, 

Inc. 


GEORGE F. 
ROUSSEAU 





Saul J. Blitz, president of Kittay & Blitz 
of Providence, Inc., announced recently the 
appointment of George F. Rousseau as 
vice president of that corporation. Mr. 
Rousseau was formerly, for a number of 
years, general manager in Providence for 
Kittay & Blitz, Inc. More recently he has 
served as general manager in that city for 
Kittay & Blitz of Providence, Inc. 

It was also announced that the firms’ 
Providence offices will be moved February 
1 from 76 Dorrance St. to more spacious 
quarters in Loew’s Theatre Building, 228 
Weybosset St. 





Allied Reports Space Sellout 
At Dallas and Denver Shows 


Exhibitors’ space for both the 25th Al. 
lied Gift and Jewelry Show, which will 
be held the week of February 15 to 19 
at the Hotel Adolphus in Dallas, as well 
as the 17th Denver Gift and Jewelry 
Show, slated for March 1 to 4 at the Hotel 
Albany, has been sold out according to 
Allied Exhibitors, sponsors of both these 
semi-annual events. 


Entertainment plans are in the making, 
and managers of the Dallas show expect 
to formulate joint plans with the Texas 
Retail Jewelers Association which will 
hold its annual convention concurrently 
at the Hotel Adolphus. Show sponsors 
expect that buyer registration will hit an 
all-time high at both events. 
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Waltham Residents Stage 
City-Wide Promotion 


An unusual event, devised and carried 
out by residents of Waltham, Mass., was 
staged recently by them to salute the re- 
vival of their namesake industry—the 102- 
year-old Waltham Watch Co. The week- 
long salute, known as “Operation Wal- 
tham,” was staged primarily to tell the 
story of the firm’s revival to people all over 
the United States. This was accomplished 
in a large degree by thousands of “Letters- 
to-America” written by Walthamites to 
their friends and relatives all over the 
nation, carrying the tidings that their 
town’s century-old watchmaking firm was 
back at work again. 





Teviah Sachs, president of the Waltham 
Watch Co., delivers the first group of 
townspeople's ''Letters-to-America’ to Post- 
master Bradley. Walthamites wrote letters 
to their friends and relatives all over the 
country on the revival of their town's name- 
sake industry—the 102-year-old Waltham 
Watch Co. 


The home town promotion was also 
marked by a wide range of events in which 
virtually every citizen of the community 
took part. Included were rallies, service, 
civic and women’s club events, youth or- 
ganization demonstrations, special radio 
and television broadcasts, exhibits and 
eye-catching window displays in a ma- 
jority of the community’s stores. 

The city-wide event attracted wide at- 
tention in the New England press and in 
national newspapers and magazines. 





Dates Fixed for Hearings on 
Watchband and Rosary Imports 


Spring dates have been set by the U. S. 
Tariff Commission for two public hearings 
in which the jewelry trade will have a 
stake. The hearings are the result of in- 
vestigations started last fall on complaints 
that domestic production is being injured. 

One concerns manufacture and imports 
of rosaries, for which a hearing date of 
May 4, 1953, is announced. The second 
hearing, now slated to begin May 11, is to 
determine the effect of imports of watch 
bracelets and parts (other than of gold and 
platinum) upon domestic industry and 
trade. 
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Kreisler Renews Sponsorship 
of ‘Tales of Tomorrow’ 


“Tales of Tomorrow,” the first adult 
science-fiction series ever produced on 
television, will continue to be seen during 
1953 on Friday nights over the ABC-TV 
coast-to-coast network. 

Toby Stern, president of the Jacques 
Kreisler Mfg. Corp., a sponsor of the show, 
stated that renewal contracts had been 
signed because “Tales of Tomorrow” has 
proved an effective medium for increasing 
business for jewelers. He emphasized too 
that Kreisler had received letters from 
jewelers all over the United States stating 
that the showing of specific types of watch- 
bands and other jewelry on “Tales of 
Tomorrow” had_ stimulated tremendous 
consumer interest, and resulting sales. 

Mr. Stern announced also that effective 
immediately three additional television sta- 
tions had been added to the list of those 
showing “Tales of Tomorrow.” They are: 
KC-TV, Portland; WTMJ-TV, Milwaukee; 
and KFEL-TV, Denver. 

The program is also heard in the follow- 
ing other cities, coast-to-coast: WJZ-TV 
New York: WAAM-TV, Baltimore; 
WMAL-TV. Washington; WxXEL-TV, 
Cleveland; WCPO-TYV, Cincinnati; WTVN- 
TV. Columbus: WXYZ-TV, Detroit; 
WLTV-TYV, Atlanta: WENR-TV, Chicago; 
WFIL-TV, Philadelphia; WTCN-TV, Min- 
neapolis: KGO-TV. San Francisco; KECA- 
TV, Los Angeles: KMTV, Omaha; 
WBAT-TV. Fort Worth; KSL-TV, Salt 
Lake City, and WDTV. Pittsburgh. 


i 


Appointed 
Speidel 
Representative 
in Southwest 


LEO KAMION 





Leo Kamion has been appointed sales 
representative for the Southwestern terri- 
tory by Speidel Corp., manufacturers of 
Speidel watchbands. From Speidel Dallas 
headquarters, he will serve jewelry distrib- 
utors, retail jewelers and department stores 
in the states of Texas, Louisiana, Okla- 
homa and Colorado. 

Before joining Speidel, Mr. Kamion was 
for a number of years vice president in 
charge of national sales for the Waltham 
Watch Co. Prior to that, he was president 
of American Perfit Crystal Corp. 





Bruner-Ritter to Go Direct 
(From page 151) 


wholesalers and engage in direct selling. 

John F. Des Reis, vice president of 
sales, stated that Ronson will not depart 
from its traditional methods of distribu- 
tion of Ronson lighters and accessories. 
“Ronson distributes through _ selected 











wholesalers, and will continue its Policy of 
selling primarily to, and through, author 
ized distributors.” 7 

Mr. Des Reis further said, “We are con. 
fident that as a result of a more dynamic 
distributor program to render the best Dos. 
sible service, coupled with our OWN ag. 
gressive advertising and sales Promotion 
activities, Ronson dealers everywhere will 
enjoy a more profitable Ronson busines.” 


Pearls for Wisdom 
Supplied by Imperial 





Songstress Kate Smith is seen examining 
Imperial Pearl Syndicate’s necklaces and 
bracelets, which were awarded recently as 
prizes in a contest conducted by the 
Damon Runyon Memorial Fund. Contes. 
tants were required to give reasons “Why 
It Is Imporant for Me to Vote.” Winners 
were announced by Walter Winchell and 
Kate Smith on their television programs. 





Dissolution of Partnership 
Announced by Perkel & Knapp 


Announcement of the dissolution of the 
jewelry firm of Perkel & Knapp, Inc., 10 
W. 47 St., New York, was made recently 
by Julius Knapp and Murray Perkel, co- 
owners. Effective January 1, each partner 
will maintain and operate his own sepa: 
rate concern. 

Murray Perkel will operate kis own bus 
ness—Murray Perkel & Co., Inc.—from the 
above location. 

Julius Knapp has established his own 
firm—Julius Knapp, Inc.—at 2 W. 45 “t. 
New York. 





Niagara Falls Jewelry Firm 
Caters to Nocturnal Shoppers 
Mills Jewelers, Niagara Falls, N. Y., has 


inaugurated a new policy of remaining 
open every Monday night and in order 
to stimulate traffic during this new business 
period the store has devised a novel mer 
chandising program. 

A Monday Night Bargain Counter has 
been set up in the store on which a wide 
variety of items are featured at «udvertised 
reductions of 50 per cent to 75 per cent. 
These items are offered only between five 
and nine P. M. on Mondays. 
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o'brien and Aronson Named 
To Board of Ronson Art Metal 


uis V. Aronson i, vice president of 
Ronson Art Metal Works, Inc., and Rear 
4 dm. Timothy J. O Brien, U.S.N. (retired), 
mn been elected to the board of directors 
af the Newark firm. 

| 4 native of Springfield, Mass., Admiral 
O’Brien started his Naval career as a mid- 
shipman in 1917, was graduated from 
Annapolis in 1920 and has held important 
war and peace time commands in the 
Pacific and Atlantic fleets. 


Lo 





LOUIS V. 
ARONSON II 


REAR ADM. TIMOTHY 
J. O'BRIEN 


Mr. Aronson, since leaving the U. S. 
Naval Service in 1947, has held various 
executive positions at Ronson including 
production control supervisor, assistant to 
the executive vice president, and in 1950 
le became vice president of material pro- 
curement, a position he has held until his 
recent appointment as vice president in 
charge of operations. 

Adm. O’Brien is currently serving on 
the board of Skiatron Electric & Tele- 
vision Corp. 


Post Office to Seek Increase 
In Rates on Parcel Post 


A formal petition for an increase in 
parcel post rates is due for filing with the 
Interstate Commerce Commission early in 
January. Under proposals under discus- 
sion in late December, the increased rates 
to be sought would average about 30 to 
39 per cent over current rates. 


Mail order houses and other large users 
of the service have registered protests 
against the proposed increase. A meeting 
between Post Office officials, trade associa- 
tion spokesmen, mail order house repre- 
sentatives, and other users was held in 
Washington late in December. 


| Latest increase in rates went into effect 
in October, 1951, little more than a year 
ago. This was estimated to increase rates 
between $65,000,000 and $70,000,000. Then 
in January, 1952, the size and weight lim- 
its were reduced for the purpose of fur- 
ther erasing postal handling losses. 


But the latest figures available indicate 
that the Post Office is still dropping money 
on its parcel post business at a rate of 
close to $140,000,000 a year. It is asking 
the ICC to grant a new administrative in- 
crease in fourth class rates to wipe out 
the loss, 
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Providence Jewelry Showing 
Draws Large Buyer Attendance 


Close to 500 jewelry buyers, represeat- 
ing wholesalers in all parts of the coun- 
try, Cuba, South America and Canada, 
visited the showing of spring lines from 
November 9 to 26 at the Sheraton-Biltmore 
Hoiel, Providence, R. |., under the aus- 
pices of the Manufacturing Jewelers Sales 
Associates. 

Reports from the manufacturers—repre- 
senting the low and medium-priced jewelry 
plants in Rhode Island and the Attleboros 
—are that buying was brisk. A scattering 
of gold-filled exhibitors noted less activity. 

The success of the showing already has 
sparked planning for a showing of fall 


lines next May. Whereas there were 100 
exhibitors in the recent show, it is ex- 
pected that a far greater number will par- 
ticipate in May. 

Reports are that the volume of buying 
during the November show will keep the 
plants of exhibitors busy into February 
and March. 


Gien Corp. Appoints Ravven 


Glen Corp., watch attachment manutfac- 


turers of Long Island City, N. Y., an- 
nounced recently the appointment of 
leonard Ravven as sales representative 


for the West Coast territory. 
Vir. Ravven will make his headquarters 
at 215 West Fifth St., Los Angeles, Calif. 
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Strengthening of Fair Trade 
Seen Likely Under New Congress 


Federal Trade Commission’s continued 
showings of opposition to Fair Trade are 
not serving to improve that agency’s stand- 
ing with Congress. At the Capitol, it is 
charged that the FTC is, in effect, attempt- 
ing to negate by regulation the effect of 
the McGuire Fair Trade Act written by 
Congress earlier this year. 

Despite charges raised by FTC Commis- 
sioner Stephen J. Spingarn that the FTC 
is being “coerced” by pro-Fair Trade ele- 
ments at both the manufacturing and re- 
tailing levels, there is little indication that 
the new Congress will act to rescind or to 
modify any part of the McGuire law. 








Fair Trade sentiment at the Capitol has 
not been substantially altered as a result 
of the 1952 elections. Should any changes 
be written into the McGuire Act during 
the coming year, it is likely that they will 
be aimed at strengthening the law (such 
as the barring of cut-rate sales by mail- 
order houses), and not weakening it to 
any degree. 

Mr. Spingarn charges that the Bureau of 
Education for Fair Trade (which repre- 
sents virtually every important retail in- 
terest favoring fair trade) has been at- 
tempting to exert political pressure. BEFT 
has urged that an FTC proceeding against 
the Eastman Kodak Co. be dropped. FTC 
is seeking to stop Eastman from fixing 
retail prices on its products. 
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Waltham Watch Co. Appoint; 
Three New Vice Presidents 


The appointment of three vice Presiden; 
by the 102-year-old Waltham Watch Co 
was announced December 8 by Teviah 
Sachs, president. 

The appointees: 

Gilbert Sachs, who will also continue as 


Waltham’s secretary. Specialist jp Sales 


and merchandising, he joined Waltham ip 
1949 after serving Gruen Watch Co. as 
Eastern representative. 





GILBERT SACHS 
(Top Left) 


HARRY GOLDSTEIN 
(Top Right) 


H. R. WILLIAMS 
(Left) 





Harry Goldstein, named vice president 
in charge of sales. He was previously 
Eastern sales manager for Gruen Watch 
Co. and president of the American Watch 
Distributors, Inc. 

H. Russell Williams, with Waltham since 
1905, previously sales manager and head 
of the New York office. 





NPA Asked to Modify 
Platinum Control Order 

Representatives of the platinum indus- 
try went before the National Production 
Authority during December and urged the 
control agency to give jewelers a better 
break through modification of existing con- 
trol orders. 

Industry representatives recommended 
that the present M-54, which controls use 
and inventories of platinum, be amended 
to permit jewelers to have their obsolete 
platinum jewelry refined and_ circulated 
freely within the industry. 

Also recommended by the industry group 
was a ban on primary platinum exports 
by the United States. It was suggested 
that the metal saved by banning exports 
be made available to the jewelry industry 
as new metal. 

However, according to information from 
an authoritative source, THE JEWELERS’ 
Crrcutar-KEYsTONE is of the opinion that 
no immediate help will be granted the in- 
dustry as far as supplies of new platinum 
are concerned. 
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Handy & Harman Honors 
veteran Employees at Dinner 


Cortlandt W. Handy, chairman of the 
board of directors, and Joseph W. Smith 
and William J. Smith, both of the New 
York plant, led the list of 26 veteran em- 
ployees who were honored at a service 
awards dinner by Handy & Harman, re- 
fners and fabricators of precious metals. 
The affair was held on the evening of 
December 4 at the Drug and Chemical 
Club, New York. 

Forty years of service with Handy & 
Harman were completed by Mr. Handy 
this year. He interrupted his service rec- 
ord only when he served with the U. S. 
Army in World War I. Joseph W. Smith 
and William J. Smith completed 30 years 
with the company this year, and are em- 
ployed at the New York plant at 82 Ful- 
ton Street. 

Presentation of awards was made by 
G. H. Niemeyer, president, who also spoke 
briefly. The other speaker was J. C. 
Travis, vice president and general man- 
ager, who discussed the company’s plans 
for the coming year. 

The dinner was one of a series of five 
being held at Handy & Harman plants in 
Bridgeport, Chicago, Providence, Toronto 
and New York. 


Bleke Named Division Mar. 
By National Cash Register 


E. H. Bleke has been appointed Chain 
Store Division manager of The National 
Cash Register Co. with headquarters in 
Dayton, Ohio. He succeeds G. W. Moore, 
who has assumed the position vacated by 
Mr. Bleke in Detroit. 

A native of Ft. Wayne, Ind., Mr. Bleke 
started working for NCR in 1928 as an 
oficeman in Ft. Wayne. Later he was 
transferred to the Columbus office where 
in 1931 he joined the sales organization. 
He has worked in Detroit for the past 
seven years as chain store manager. 





Named to 
Executive 
Post at 
ASR Corp. 


WESLEY A. 
SONGER 


Named V. P. and 
Mgr. of Operations 
at ASR Corp. 





The board of directors of the American 
Safety Razor Corp. announced recently the 
election of Wesley A. Songer as vice presi- 
dent and general manager of operations. 

Previously Mr. Songer served as a prin- 
cipal of the management consulting firm 
of Rogers, Slade & Hill. Prior connections 
include both the Appliance and Merchan- 
dise Department and Executive Department 
of the General Electric Co. and the Sales 
Department of J. A. F olger & Co. of Kansas 


City, Mo. 


FOR JANUARY, 1953 


Jaffe Promotes Silver Service 
Thru Unique Ad Technique 





Ad copy points out that the store’s Club 
Plan offers young women an excellent op- 
portunity to collect the silver of their 
choice. 


Albert H. Jaffe, jeweler at 2106 Main 
St., Niagara Falls, N. Y., has been doing 
a successful promotional job on _ silver 
service over a period of many months by 
citing the pattern preference of various 
young women in the Niagara Falls area. 

Students, young career women and 
housewives are chosen from various sec- 
tions of the city to give their silver pref- 
erences. Jaffe’s has been running a series 
of newspaper ads on the promotion, each 
one devoted to a single pattern as selected 
by one of the young women. 

The individual’s photo is carried in the 
ad, along with her educational background 
and present station in life. 


— ——_—__-@ 


Maschmeyer-Richards Pre-pay 
All Merchandise Shipments 


H. E. Atkins, president of the Masch- 
meyer-Richards Silver Co., St. Louis, Mo., 
announced recently that his firm is now 
pre-paying all shipments of new merchan- 
dise anywhere in the continental United 
States. 

Announcement of the new policy was 
also contained in a new and comprehen- 
sive catalog which was prepared and dis- 
tributed recently by the firm. 
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With a complete line of 


PAPER BOXES - PAPER CASES 
PLASTIC CASES 
METAL FORM CASES 


You can accent the beauty of your 
merchandise with beautiful 
Dennison boxes and cases. They 
add the bright touch that helps 
turn “I want” into “I'll buy”. 


Whether you require 
inexpensive packages for 
moderately priced jewelry 
items, or distinctive settings 
for your finest merchandise, 
Dennison can fill your needs 
from a complete line of paper, 
metal form, fabric, or plastic 
cases and boxes. 


ie 


And Dennison jewelry packages are 
designed to meet your highest 
standards of beauty... durability... 
precision workmanship, as reflected 
in Dennison’s 108 years of 
leadership in jewelry box design. 


Dennison 
MANUFACTURING COMPANY 
JEWELERS’ DIVISION, Framingham, Massachusetts 
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Leveridge Clarifies 
Industrial Diamond Price 
And Supply Picture 


A. D. Leveridge, executive manager and 
secretary-treasurer of the Industrial Dia- 
mond Association of America, Inc., points 
up two statements regarding industrial 
diamonds in the “Diamond Industry—1951” 
report by JC-K, that by inference could 
be misconstrued as to the actual situation. 

Referring to the statement in the report 
that “Due to a shortage of (industrial dia- 
mond) goods, prices on the open market 





in the U. S. rose to about LIU per cent 
over basic by the end of the year .. .” 
Leveridge says, “Most readers would infer 
tnat the bulk of diamonds was subject to 
this great advance in price but actually, 
the amount of diamonds reaching the so- 
called open market is quite small as com- 
pared to the total. Over half of the total 
caratage of industrial diamonds is shipped 
irom Europe directly to the users and 
processors in the U. S. Of the remainder, 
the bulk is sold by importers directly to 
users and processors, leaving only a very 
small percentage for the open market. 
“There was no shortage of industrial 


diamonds,” says Leveridge, “excepting, 
temporarily. in one class of diamonds 


known as ‘crushing boart.’ The importa- 
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tion and distribution of the crushing boay 
was even more closely regulated than that 
of the general range of industria] qj, 
monds. And here, also, only a mere a 
per cent of the total reached what ig p. 
ferred to as the ‘open market,’ 

“It is felt,” he continued, “that in th 
interests of the industry, it would be on) 
fair to indicate that while technically t}, 
term ‘open market’ was correct and eye, 
the reference to higher prices, nevertheless 
the impression given is a bad one. Th 
great bulk of the merchandise was dis. 
tributed in an orderly fashion with a rey. 
sonable markup, and never was traded 
The advances in their prices are well with. 
in the index of advances on other materials 
and commodities. 

“Concerning the shortage of industrial 
diamonds,” Leveridge says, “this industry 
believes that most supplies are more than 
adequate to meet demands. Cooperation 
between industry and government and 
within industry has reduced the supply 
problem on all types of diamonds to the 
extent that not one item of defense pro. 
duction, in which they were required, has 
failed of being produced for lack of dia. 
monds. However, the balance _ between 
supply and demand of crushing boart is 
as close as in any commodity that is in 
creat demand.” 


Ronson 
Appoints 
Morse 
Executive 
Assistant 


DONALD R. 
MORSE 


Announcement of the appointment of 
Donald R. Morse as executive assistant 
to the president of Ronson Art Metal 
Works, Inc., Newark, N. J., was made re- 
cently by Alexander Aronson, president. 

Prior to his association with Ronson, 
Mr. Morse was with the Curtis-Wright 
Corp., Woodridge, N. J., as controller and 
later as executive assistant to the vice 
president for finance. 





Longines Symphonette 
Tour Reported Successful 


The Longines-Symphonette, which has 
been sponsored on radio for the last 12 
years by the Longines-Wittnauer Wateh 
Co., is now at the half-way point in its 
third national personal appearance tour. 
Responding to a popular demand, this 
famous group is performing to capacity 
paid-admission audiences in the most ex: 
tended tour ever booked for a symphonic 
organization. 

It has received high praise in news 
papers. The tour, according to company, 
performs a prestige service for every Lom 
gines-Wittnauer jeweler in those cities and 
towns where the symphonette appears. 
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4 New York City’s most prominent per- 
sonage, Mayor Vincent R. Impellitteri, was 
guest of honor at the third annual dinner- 
dance of the Bowery Jewelers Association 
which was held on the evening of Decem- 
ber 7 at the Roosevelt Hotel. In a brief 
address, the Mayor enumerated recent 
fund-raising affairs that he had attended 
and helped, and pledged that he would 
continue to consider the “ceremonial side” 
of his job an important civic function. 

4 An interesting and well-received address 
on gemstones highlighted the December 1 
meeting of the Horological Society of New 
York which was held at the Capitol Hotel. 
Guest speaker at the meeting was G. Rob- 
ert Crowningsfield, eastern director of the 
Gemological Institute of America. He re- 
turned recently from the midwest where 
his talks before numerous guilds and as- 
sociations were well-attended and received 
well-earned applause. 

4 Reed’s Jewelers, Niagara Falls, N. Y., has 
opened a new “Sterling Silver Salon,” fea- 
turing more than 100 patterns. In con- 
junction with opening of the new depart- 
ment, Reed’s staged a strong promotion on 
silver service though a Silver Club plan. 

4 Brown’s Jewelry Store has been opened 
in the Westmere Plaza Shopping Center, 
Albany, N. Y.. by Harry L. Brown. 

q Sonne Brothers. Inc., has re-opened its 
newly remodeled jewelry store at 125 Co- 
lumbia St., Utica, N. Y. 

4 Chester Price, part-owner of the V-P 
Jewelry Store, Lowville, N. Y., has been 
elected treasurer of the newly-formed Low- 
ville Merchants Association. 


Froese Opens Syracuse Store 


Fraser Jeweler, a new and modern 
jewelry establishment, was opened Decem- 
ber 3 by Adolph E. Froese at 4141 South 
Salina St., Syracuse, N. Y. The new store 
carries a complete line of jewelry merchan- 
dise and maintains a well-equipped repair 
department. 





Golden Circle Club Holds 
Annual Christmas Party 


On the evening of December 17, the 
Golden Circle Sales and Executives Club 
of New York City held its annual Christ- 
mas cocktail party at the Hotel Delmonico. 
The festive air of the season pervaded the 
party and was emphasized by the bright 
Prospects for the future of the organiza- 
tion, 

Harry Rodman, chairman of the mem- 
bership committee, advised the board of 
directors that the committee’s considera- 
tion of recent applications has resulted 
in the acceptance of three new members: 
Samuel Perlman (Cyma Watch Co., Inc.) ; 
James Martell ( Kimberly Gem Co., Inc.) ; 
and Charles Spitzer (Speidel Corp). 
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Leo Davidson, president of the club, 
spoke highly of the performance of all 
his committee chairmen which has en- 
abled him to put the club on a sound 
basis for future growth. 





Morris is Guest of Honor 
At Federation Testimonial 


More than 200 trade leaders attended a 
dinner at New York’s Hotel Pierre on the 
evening of November 25 and paid tribute 
to a noted industry figure and philanthro- 
pist—Norman M. Morris, president of Nor- 
man M. Morris Corp. The affair was held 
on behalf of the Federation of Jewish 
Philanthropies and marked the annual 
dinner of the Watch and Accessory Manu- 
facturers and Wholesaler and Retailers 
Division. 

Presiding at the dinner was Stephen W. 
Hofman (Diamond Distributors, Inc.), 
general industry chairman who termed it 
“one of the most successful” in the history 
of the industry’s Federation campaign. 
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Norman M. Morris (second from right) 
receives a handsome silver tray from Milton 
Weill, president of the Federation of Jewish 
Philanthropies, at the testimonial dinner 
held recently in his honor. Looking on are 
Simon C. Gershey (left), vice president, 
Bulova Watch Co., and M. Fred Cartoun 
(right), Longines-Wittnauer Watch Co. 


A silver tray was presented to Mr. 
Morris by his colleagues and friends “in 
appreciation of his many years of out- 
standing service to the industry and to 
the community.” 

Prominently active in philanthropic en- 
deavors, Mr. Morris is past chairman of 
the division. He is a past president of the 
Twenty-Four Karat Club of the City of 
New York and of the American Watch 
Assemblers Association. 

Guest speaker at the dinner was Judge 
Arthur H. Schwartz, New York State 
Supreme Court Justice, who declared that 
Federation must raise its full quota of 
$20,000,000 this year to reder prompt and 
immediate aid to those in need. He pointed 
out that Federation secured $15,000,000 in 
1951 which was only enough for minimal 
operation of the 116 hospitals and social 
welfare institutions that serve almost half 
a million New Yorkers annually. 
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STERLON 
SILVER POLISH 


* RETARDS TARNISH * 
* CLEANS AND POLISHES 
IN ONE OPERATION * 
* NEEDS NO WASHING 
OR RINSING * 


The magic liquid 
polish that saves 
time, labor, and 
money for STORES 
and HOMES. 














Endorsed by America's leading silversmith to 

the trade. Recommended by leading stores for 

own silver on display, over the counter sales 

and as store gift. 

8 oz. Gift Bottle $4.20 per doz. f.o.b. N. Y. 3 doz. to 
n 


carton. Retails at $.59. Freight prepaid on 2 gross 
or more. 


16 oz. Economy Size Bottles $7.20 per doz. f.o.b. N. Y. 
{ doz. to carton. Retails at $1.00. Freight Prepaid on 
! gross or more. 


STERLON 


CORPORATION 
17 West 45 St. New York 36, N. Y. 
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Genuine 


BOHEMIAN GARNET JEWELRY 


RT ea Palta eee Se 


made by the finest 
Artisans in American 
occupied Germany. 


The most fashionable 
and popular jewelry 
today —is made in 
cttractive earrings— 
bracelets—rings and 
necklaces—at reason- 
able prices. 





Meme approval packages sent to 
rated jewelers — 


ASIATIC ART JEWELRY CO. 


225-5th Ave., New York 10, N. Y. 





















An Enclosure Card Service Is 
Good for Your Business! 


John Henry produces the FINEST 
Enclosure Cards ... in assortment 
-.. quality ... design. 


All illustrated in Card-O-Log No. 51 
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Obituaries 














Alfred R. Foss, 58, co-owner of the 
Baden & Foss Co., New York ring manu- 
facturers at 151 West 46th St., died sud- 
denly December 18 at his home in that 
city. Mr. Foss, a native New Yorker, 


& 


ALFRED R. 
FOSS 





worked for many years as a traveling sales 
representative before forming a partner- 
ship with Robert Baden. He was a member 
of the Jewelers Fraternal Association of 
New York and the Maiden Lane Outing 
Club. His widow survives. 

Hyman Goldschmidt, 63, _ retail 
jeweler at 472 Third Ave., New York, died 
November 26 at French Hospital in that 
city. A popular and well-known figure in 
New York jewelry circles, Mr. Goldschmidt 
devoted much time and effort to the bet- 
terment of trade conditions and the ele- 
vation of its ethical standards. He had 
served ten years as president of the Metro- 
politan Retail Jewelers Association and 
had been reelected to that office early last 
year. Mr. Goldschmidt served as New York 
City’s official clock-winder in 1933, obtain- 
ing the contract to keep running and accu- 
rate 325 wall clocks, two tower clocks and 
eleven time clocks for an annual fee of 
$1884. Surviving are his widow, a son and 
a daughter. 

August Hauser, well-known traveling 
sales representative, died November 20 at 
his home in Jamaica, New York. Mr. Hau- 
ser for many years traveled through the 
West for the jewelry firm of Whightman & 
Haugh, manufacturers of Providence, R. I. 
He subsequently worked for the firm as 
factory manager before it ceased business 
operations. In recent years Mr. Hauser had 
been working on a free-lance basis. He was 
a charter member of the Jewelers’ Fra- 
ternal Association of New York, and also 
held membership in the Brotherhood of 
Traveling Jewelers. Surviving are his 
widow and a daughter. 

George R. Holmes, 66, who for the 
past 44 years had operated a retail jewelry 
business in Hennessey, Okla., died there 
November 12 following a heart attack. Mr. 
Holmes had served one term as secretary 
and two terms as president of the Okla- 
homa Retail Jewelers Association. 

Charles T. Karpp, 91, prominent 
figure in Detroit jewelry and social circles, 
died October 26 at St. Joseph’s Mercy 
Hospital in that city. Born in Detroit, Mr. 
Karpp worked for many years as greeter 
for the retail jewelry firm of Traub Bros. 
& Co. Before joining the Traub firm, he 
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helped to organize at an early age the 
Karpp & Wilson Jewelry Co. and engaged 
in other business enterprises. His daughter 
son and sister survive. 

Edward Mittendorf, 86, widely-knowy 
retail jeweler in Cincinnati, O., where he 
operated retail stores from 1910 until his 
retirement in 1950, died November 2] jy 
Tucson, Ariz. Survivors include a sop, 
brother and two grandchildren. 

William H. Nuetzel, 70, who for % 
years operated the Nuetzel Jewelry Stor 
in Rockport, Ind., died October 2 from , 
heart attack. Mr. Nuetzel, a graduate of 
Bradley Polytechnic College, was long ae. 
tive in Rockport civic circles. For nearly 
50 years he was secretary-treasurer and q 
member of the Rockport Fire Department, 
In addition he was a member of the Rock. 
port Band and organized and taught the 
Rockport Boys Drum Corps. Mr. Nuetzel 
also held membership in the Indiana Fire. 
men’s Association and a Masonic Lodge, 
He is survived by his widow, a daughter 
and three grandchildren. 

Joseph A. O’Bryhim, 57, former super. 
visor of the U. S. Naval Observatory 
Chronometer Shop, Washington D. C., died 
October 2. A native of Falmouth, Va., Mr. 
O’Rryhim entered the Chronometer Shop 
in 1942 and was appointed supervisor in 
1949. When it was decided to transfer the 
Chronometer Shop in December, 1950, he 
was chosen to help set up the new shop at 
the Norfolk Naval Shipyard, Portsmouth, 
Va. Shortly thereafter he had a severe 
heart seizure from which he never fully 
recovered. In addition to his widow, he is 
survived by four sons and four daughters. 





Death Takes Leo F. Krussman, 
Prominent Costume Jeweler 


Leo Frederick Krussman, vice president 
and treasurer of the costume jewelry firm 
of Trifari, Krussman & Fishel, Inc., died 
November 25 in Queens General Hos 
pital, Jamaica, after a heart attack. His 
age was 64. 


LEO FREDERICK 
KRUSSMAN 





A pioneer in this branch ef industry, 
Mr. Krussman was a past president of the 
National Costume Jewelers Association and 
a member of the board of directors and 
secretary of the Costume Jewelry Trade 
Association. 

He was associated with the firm of Rice 
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ster, Inc., where he met his present 
partners. In 1922 Mr. Krussman S ewan 
‘, a partnership with the late Gustavo 
Trifari, a designer of jewelry. The present 
firm was established in 1925, when Carl 
M. Fishel, president, joined his former as- 
sociates. The firm produces its products 
under the trade name “Jewels by Trifari. 

Mr. Krussman, who was active in civic 
and charitable organizations, was a mem- 
her of the National Art Writers Founda- 
tion and the Twenty-Four Karat Club of 
the City of New York. 

In addition to his two daughters, Mr. 
Krussman is survived by a _ son, Louis 
Frederick Krussman, a vice president of 


the firm. 
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TV Program Sponsored 
By Elgin American 


A new half hour TV show, Mike Stokey’s 
“Hollywood Guess Stars,” made its debut 
November 18, 1952, starring Corinne Cal- 
vet. Colleen, Charles Korvin and Hans 
Conreid. The first fifteen minute portion is 
sponsored by Certina Watches. The second 
half is sponsored by Elgin American. 

Ads were scheduled in Life, Saturday 
Evening Post, etc., to supplement “Holly- 
wood Guess Stars.” 





Above Corrine Calvet admires husband 
John Bromfield’s new Certina watch. Both 
star on the TV show. 





International Supplies Silver 
For Newest Statler Hotel 


The elaborate flatware and hollowware 
service for the new Statler Hotel in Los 
Angeles was designed and made in silver- 
plate recently by the International Silver 
Co., Meriden, Conn. 

Eight member hotels in the Statler chain 
are now using the specially-designed ser- 
vice which is manufactured by Interna- 
tional in periodic production runs. Each 
hotel stocks a service with 115 different 
items in hollowware and 36 in flatware, 
including everything from demi-tasse 
spoons to a two-burner buffet chafing 
dish almost two feet long. 














FOR SALE! MIAMI 
JEWELRY STORE 


Choice Location 
Excellent Opportunity 
WRITE BOX “A., 1416" 


JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 
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Omega Society Admits New 
Members at Annual Dinner 


Four new members were admitted to the 
Omega Society at its second annual dinner 
on November 18 at Leone’s Restaurant, 
New York. The Society was founded in 
1951 by the Omega Watch Co. to honor 
holders of world speed records. 





The newly-admitted members are shown 
above receiving citations from Norman M. 
Morris (center), president of the Society 
and of the Norman M. Morris Corp., sole 
distributors for the Omega Watch Co. in 
the United States. Reading from left to 
right are: Greg Rice, Marty Glickman, 
Mr. Morris, Irving Jaffee and Buster 
Crabbe. 

Also present at the dinner were three 
charter members of the organization— 
Glenn Cunningham, Gil Dodds and Ab 


Jenkins. 





JIC Fashion Director Reports 
On European Style Findings 


A report on jewelry and fashion trends 
observed during her recent trip to Europe 
was given by Miss Martha Percilla, fashion 
director of the Jewelry Industry Council, 
at a fashion show and clinic in Providence 
on November 12. More than 150 Provi- 
dence manufacturers attended the event 
which was sponsored jointly by the JIC 
and the New England Manufacturing 
Jewelers & Silversmiths Association. 





The design of a new gold necklace was 
the topic of discussion when the photog- 
rapher caught this candid picture of Otto 
Goetzke of Church & Co. and R. Burke of 
Handy & Harman listening to the Jewelry 
Industry Council's Fashion Director, Martha 
Percilla, during an exhibition and report on 
fashion trends she saw in Europe this fall. 


In addition to her report on European 
style trends, Miss Percilla showed sketches 
and samples of jewelry store merchandise 
which she brought back from France, 
England and Switzerland. 











The GIFT to Sell... 


FOR HOME... 
.. . FOR OFFICE 











AUTOMATICALLY CALCULATES 
**gieme ot © sptaaeee** 


Handsome Natural Wood 
Distinctive . . . Dignified 
Belvedere Model shown available 
in Burl Walnut, Stump Mahogany, 

Swedish Modern: 

Height 4%". Width 7'2”. Depth 
344". Self-starting electric. U. L. 
Approved Motor and Cord. 
Consult your distributor or write 
for catalog and attractive dis- 
counts on complete line of 
Numechron Clocks. 


Personalized imprinting available 


PENNWOOD NUMECHRON CO. 








7249-51 Frankstown Ave., Pittsburgh, Pa. 
he 











EQUIPMENT and SUPPLIES™™ 


Fine Jewelry 


Casting and Finishing 


e EQUIPMENT AND SUPPLIES 


covering the entire casting process. 


e LARGE FRESH STOCKS of in- 
vestments, rubber, crucibles, flasks 
and other expendables on hand for 
prompt delivery. 


e FAVORABLE QUANTITY 
PRICE SCALES on all materials. 
Storage facilities at your disposal. 


CATALOG +52 


gives you full information on com- 
plete line of equipment for fine 
jewelry casting and finishing. 


Send for it today. 


ALEXANDER SAUNDERS 
& CO. 
Jewelry Casting and Finishing 
Equipment and Supplies 
95 BEDFORD ST., NEW YORK 14, N.Y. 
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From 3.00 Keystone 





_—_ 198 Broadway 


Sterling Rhodium finished and 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr's of 14K, Gold-Filled & Sterling Silver 
Chorms, Bracelets, Earrings, Tie Slides, Cuff Links 


New York 9, N. Y.__ 


SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. '/2 Size 


in 14K. Also 


1/20th 12 


made in 
K. 
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REDIT FORMS 


é contracts 


ipt books, etc. 


FREE samples 


s.i.surnamer co. 
370 7th Ave., N.Y. 1, N.Y. 















Waterproof Crowns 


ORTMENTS 


SCREW DRIVERS 
PIN VISES. ETC. 


ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y. 






Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 

















Jobbing Envelopes, 
Metal 
Papers—Stock Books, 


Diamond Guarantees 


JEWELERS PRINTED 


ooks 
Complete Printed Supplies tor he Trade 
Credit Forms 


DAUER PRINTING CO. 
37 E. 21s St., New York 10, N. Y. 


SUPPLY HOUSE 
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ox eal Memo—Order and Sales 
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AL 4-2175 






















LEATHER CLOCK CASES 








Dark Blue, Bed, 


211j3—Sheepskin case—Black, 
Dark Brown, 


#223 Genuine 


Blue 
2%” and 2% 


Tan, Green. ... Keystone $7.00 
Leather 


” tor Swiss and 
Waltham. smmediete Delivery. 
ARISTO IMPORT GO., INC. 
630 Fifth Ave.. New York @ 








Williams Elected President 
Of Wm. L. Gilbert Clock Corp. 


Othneil G. Williams, former executive 
vice president and treasurer, was elected 
president of the William L. Gilbert Clock 
Corp. on November 6 at a meeiing of the 
firm’s board of directors. He succeeds the 
late Ralph E. Thompson. 

At the same meeting, Ralph Thompson, 
Jr., already a stockholder and director, 
was elected vice president and treasurer. 

Other officers re-elected included: John 
McClellan, as vice president and assistant 
treasurer; Charles Lord, as another assis- 
tant treasurer (in addition to his con- 
troller’s job); Hadleigh Howd, secretary, 
and Minnie Duyser, assistant secretary. 





NEMJ&SA Shifts Banquet Site 
From Providence to Boston 


The New England Manufacturing Jewel- 
ers’ and Silversmiths’ Association is going 
all out this year in planning its annual 
banquet, the association’s 50th anniversary 
event. The affair will be held on the eve- 
ning of February 21. 

In order to accommodate the large group 
that is expected to attend, the event will 
be shifted from the ballroom of the Shera- 
ton-Biltmore Hotel, Providence, to the ball- 
room of the Hotel Statler, Boston. 

Increased attendance at these annual af- 
fairs during the past few years has been 
taxing the capacity of the ballroom of the 
Providence hotel. The foyer was used dur- 
ing the last three years to seat many who 
could not be squeezed into the ballroom. 





The attendance this year is expected to 
jump from last year’s 650 to between gqq 
and 900. 

A special jewelers’ train will leave Pyoy;. 
dence on the afternoon of Saturday, Febry. 
ary 21, stopping enroute at Attleboro fo 
those attending from that section, hig 
train will return early Sunday morning, 

The banquet committee reports that the 
annual souvenir will be one befitting the 
occasion but will not be announced yntj] 
the time of distribution. 

As an extra feature a “Treasure Chest’ 
of the industry’s products will be on dis. 
play. 

A “top-notch” entertainment program jj 
being arranged, but details will not be 
announced until later. 


Elgin Names Watch Model 

After Town in Pennsylvania 
The Elgin National Watch Co. recently 

honored the city of Donora, Pa., by nam. 


ing one of its nationally advertised watches 
the “Donora.” 





Local residents learned that their town 
had been honored by Elgin through a 
newspaper advertisement placed by C.. B, 
Charles, Donora jeweler. Said ad copy in 
part: “Presented with pride... by Charles 
—the Lady Elgin gold Donora watch. The 
Elgin National Watch Co., by special ar. 
rangement with Charles ‘Your Jeweler,’ has 
signally honored our home town—‘Home of 
Champions —with a ‘Donora’ model gold 
Lady Elgin watch. See the ‘Donora’ in our 
windows now.” 











Named recently as officers of the Boston Jewelers Club were, left to right, front row: 
Herbert L. Thomae (Charles Thomae & Son), Attleboro, vice president; Albert S. Munnis 
(Worden-Munnis, Inc.), Boston, president; and Ellsworth W. Read (Kettell, Blake & Read, 
Inc.), Boston, secretary-treasurer. Elected as directors were, left to right, back row: John 


S. Kennard (Kennard & Co.), Boston; 


Darwin Neumeister (Bigelow-Kennard Co.)}, Bostoni 


Sturgis C. Rice (Whiting & Davis Co.), Plainville; Burrill M. Getman (The Gorham Co.}, 


Providence, R. |.; Clarence Lund (Lund Jewelers), Boston, and John Blackinton | 


R. Black 


inton & Co.), North Attleboro. New officers and directors were elected by the group 
November 14 at its annual meeting at the Hotel Statler. 
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» | getting to the roots 
- | of retailing for the 


‘| JEWELER ® 


, Here’s how JC-K scooped the field 
| with six capsule courses for “green” 
| Christmas help. It’s true. . . no jewel- 
| er can open a single copy of JC-K 
(and practically every good jeweler 
studies them all!) without finding a 
dozen how-to-sell slants for his store. 
But this was something special! 


In a field where authority is the big 
salesmaker . . . JC-K developed six 
quick courses to make extra Christ- 
mas help experts in a few hours. 
Down-to-the-roots-of-the-subject 
data was packed into bright, easy-to- 
read pages. JC-K’s fashion editor, 
sales-promotion experts, technical 
specialists all contributed. Nowhere 
else in the jewelry field can the trade 
find such timely, well-planned help 
for makers of everything the jeweler 
sells today. 





This is editing that makes every 
ad do a bigger job. . . in a big field! 
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Two Industry Divisions Hold 
Dinners for Federation Drive 


Industry leaders attended two important 
fund-raising dinners during December on 
behalf of the Federation of Jewish Philan- 
thropies of New York. Tribute was paid 
to men well-known in trade circles at both 
affairs, 

Feted at the first testimonial was Nathan 
Nathanson, Assistant U. S. Appraiser, who 
was honored by his friends and associates 
in the trade for his outstanding help to 
the industry in his official capacity, and 
also for his many years of devoted service 
to worthy communal causes of all faiths. 
He was guest of honor at the Diamond 
Division’s annual diner held on the even- 
ing of December 3 at the Hotel Savoy- 
Plaza, New York. 





Nathan Nathanson (second from right), 
Assistant U. S. Appraiser, receives a testi- 
monial scroll from Louis Frankel (left), 
general counsel for the Diamond Manufac- 
turers & Importers Association of America, 
at a dinner of Federation's Diamond Divi- 
sion. Witnessing the presentation are 
Stephen W. Hofman (second from left), 
general industry chairman, and Joseph 
Baumgold, chairman of the Diamond Division. 


Honored at the annual dinner of the 
Jewelry Manufacturers Division were To- 
bias N. Berger, executive director of Asso- 
ciate Jewelers, Inc., and Henry L. Sperling, 
executive secretary of the Jewelry Crafts 
Association. Both men are distinguished 
veterans of many years work for Federa- 
tion and were among the original founders 
of the Jewelry Manufacturers Division. A 
testimonial in their honor was held Decem- 
ber 11 at the Hotel Delmonico, New York. 


Federation’s current appeal is for $20,- 
000,000 to support 116 hospitals and social 
service institutions. 


Waterman Co. Changes Name 


Frank D. Waterman, president of the 
L. E. Waterman Co., announced November 
28 that the board of directors have voted 
to change the company’s name to Water- 
man Pen Co., Inc., effective immediately. 

“We feel that the new name will be 
more descriptive of the company and its 
products,”. Mr. Waterman said. 


Bigtd 4 canton @ rusiication :@: 





and the 


(| JEWELER 


appreciates it! 


Excerpts from letters from 
Outstanding Jewelers Who 
Responded with Unsolicited 
Praise of December JC-K. 


VELZBERGS 


Jte Mrdtle Vests Largest howelers 


*é J 





@@ The December Jewelers’ 
Circular is terrific and | 
wanted you to know | have 
written special letters to 
all of our managers re- 
questing they use the ma- 
terial as a background for 
sales meetings this month. 
Thanks a million for this 
splendid (and speedy) in- 
doctrination for new sales 
people. You have done an 
outstanding job with this 


issue. 99 


Hf HOSENZEIGS 


- 














6@ You're to be congratu- 
lated on the 16 page ‘cap- 
sule course’ for new sales- 
men in December. The 
material should prove most 
helpful to new employees. 
Older salespeople will ben- 
efit, too. 99 
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HERBERT W. 
STRANGER CO. 


( 

! 
387 WASHINGTON ST., BOSTON | 
* ! 

We Specialize In | 
WATCH BANDS | 

| 

( 

( 


Spee GEMEX 


KESTENMADE Jorstcr, 


4" to 6" Lengths in Stock 
* 
RONSON AND ZIPPO LIGHTERS 


VAN DELL, HAYWARD, SIMMONS 
STURDY JEWELRY . ELCO IDENTS 
HYDE PARK WATCHES 


SEMCA-PHINNEY WALKER CLOCKS } 
CATAMORE, HAYWARD ROSARIES ) 
MARVELLA PEARLS ) 

( 

( 

( 


i i i Ml 
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BDA RINGS 
REMINGTON SHAVERS @ ROLLS RAZORS 
U. S. TIME PRODUCTS 
SNOW WHITE — CINDERELLA 
HOPALONG CASSIDY WATCHES ) 


A Satisfied Customer Is Our Best Ad. } 
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HARRIS 


THE KING OF CARDS & DISPLAYS 







Fashion's Latest 
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FOR MANUFACTURERS AND WHOLESALERS 
Made to order—to your specifications 
WRITE FOR CIRCULARS AND INFORMATION 
SAMUEL P. HARRIS, INC. 


55 Pawtucket Ave. E. Providence, R. |. 
EA. 1-1526 








fi 
WELLS MFG. CO. ATTLEBORO, MASS. 





NICKEL SILVER 
id s (Oba) a sesame ss CePA 
CO. 


THE SEYMOUR MEG. 


SEYMOUR, CONN. 
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4 A special program is planned for the 


first meeting of the year of the New 
England Guild of the American Gem So- 
ciety. This is scheduled to be held on 
| January at the University Club, Trinity 


| York City, who recently 





Boston. Jack Felsenfeld, of New 
returned from 
Japan, will speak on cultured pearls, illus- 
trating his talk with motion pictures. In- 
cidentally, last month’s election finally 
resulted in Miss Betty Brown being re- 
elected secretary of the organization, with 
Walter “Scotty” Bain declining the 
ination. 

q Christmas pariies featured many jewelry 
establishments in the Greater Boston area 


“the day before.” The K. A. Murphy Co., 


Place, 


nom- 


| 509-11 Jewelers Building, celebrated with 
two outstanding personages in attendance 


| Buker, 
| deski 


| for a Christmas furlough. after piloting 


-Frankie Fontaine, of movie and TV tri- 
umphs in Hollywood, who has just re- 
turned to New England; and Lt. Russell 

son-in-law of Mrs. Loretta Gra- 
(Katherine Murphy’s sister), home 


a B-26 over Korea which destroyed 29 
Communist trucks in one attack. The 
Mahar & Engstrom firm, and D. C. Per- 
cival & Co., also marked the Christmas 
season with parties and refreshments for 
customers and employees. All in all. a 


| most gala occasion. 
| q As this issue went to press, plans were 











about completed for the 65th annual ban- 
quet of the Boston Jewelers Club. to be 
held at the Hotel Statler, Boston. 
February 7. 

q Plans also were discussed by the execu- 
tive committee of the Massachusetts & 
Rhode Island Retail Jewelers Association 
for the annual banquet which will be 
held at the Parker House on April 8, 
1953. 


on 





Mass.-R.I. RJA Honors Bird 
For a ania as eoasurer 





Fred Bird (center), treasurer of the Massa- 
chusetts-Rhode Island Retail Jewelers Asso- 
ciation for the past 27 years, was honored 
and presented with an automatic watch at 
a meeting of the groups officers and di- 
rectors on November 19 at the Hotel Belle- 
vue, Boston. On the left is C. Edward Cotter, 
association president, and, right, Harold 
Partridge, who made the presentation. 








NEW ENGLAND 


q Most attractive store decorations {or 1}, 
Christmas holidays included those 4; the 
A. Stowell & Co., where white and gold 
pine-needle clusters formed the chief 
motif along with large lycopodium Wreaths 
trimmed with metallic ribbon, and flang. 
proof candelabra with twinkling can}. 
lights. 
q At the Smith-Patterson Co. store, score; 
of pink papier maché “tree pixies,” jp al 
sizes and in different postures, rode th 
wreaths, skipped across counters. and 
peeked out from evergreens in the moy 
unusual places. The scheme was carrie 
throughout the store and into the sho, 
windows on both Washington and Avon 
Sts. 
q Blue and white motifs dominated th 
Christmas displays at the Bigelow-Kop. 
nard Co., in Boston’s Back Bay, the whole 
thing being set off by a huge wall muni 
with wreath-like frame, depicting a typi- 
cal New England village after a heay 
snowfall. This store recently was appointed 
as the only New England representative. 
among six nation-wide stores. to handle 
an exclusive line of Tiffany & Co. silver. 
both flat and hollowware. 
q At Shreve, Crump & Low, the Chris. 
mas decorations were centered around 
huge red and gold candelabra, which were 
hung with silver and gold snowflakes, 
q Mrs. Rose Marshall, head bookkeeper 
at the Travis, Farber Co., 909 Jewelers 
Building, left with her husband just after 
Christmas for a 34-day winter vacation 
cruise aboard the S.S. Caronia, which will 
touch at points in South America, South 
Africa, and the Mediterranean. 
4 George Moses, secretary, chaitman of 
the board, and senior member of the firm 
of Thomas Long Co., Inc., has been re. 
cuperating from an attack of pneumonia, 
and is anxiously awaiting the time when 
he can return to his desk. 
q James “Jim” Bridges of Smith & Zaff, 
3rd floor, Jewelers Building, reading about 
the firefighter-motif tie worn by Bert 
“Sparks” Stranger of the H. W. Stranger 
Co., 3rd floor, Washington Building, was 
not to be outdone. Sporting a good-luck: 
motif tie, with wish-bones, four-leaf clovers, 
horse-shoes, and rabbit-feet, he set out on 
a selling trip to Maine. The Boston Post, 
in Jim Creel’s column. reported the results 
—Jim bagged a deer! 
4 Andrew “Andy” May, New England 
representative of the Bulova Watch Co, 
and Mrs. May spent the month of Decem:- 
ber in Key West, Fla. 
q A sign on a well-decorated Christma: 
tree in the quarters of Norling & Bloom, 
8th floor, Washington Building, called it 
a “Sugar Plum Tree.” Visitors agreed '. 
the correctness of this name when they 
sampled some of the hand-made chocolates 
made by Mrs. Martha Kelley, wife of 
Arthur A. Kelley, treasurer of the firm. 
q Fred DeScenza, of the firm of Alfred F. 
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Son, 609 Washington Bldg., 
tried this past year, says that 
not going to stop plans for 
winter skiing at his new lodge in Ossipee, 
\. H. In fact, Mrs. DeScenza is not only 
” ardent skier, but also an expert marks- 
nan, recently bagging two ducks as they 
dew over the lake one week-end. 

4A fire on December 8 in the jewelry 
store of Goff Brothers, Melrose, Mass., not 
only did considerable damage, but Leon 
Coff, one of the brothers, was badly burned 
during the conflagration. 

q Armand Bb. Jacques, jeweler of Man- 
chester, N. H., has been confined to the 
Sacred Heart Hospital. 

4 Arthur Bergquist, owner of Brooks 
Jewelry store, Palmer, Mass., has re- 
modeled his store. 

4 Harry S. Ruddock, jeweler of Greenfield, 
Mass., also has remodeled his store. 

4 Sandler’s, Inc., of Gloucester, Mass., also 
operating Sanbros Co., Dover, N. H., re- 
cently purchased the Art Jewelry Co., 
Newburyport, Mass., and will operate that 


DeScenza & 
who was ma 
this fact 18 


store as well. 
{Among Pine Tree state jewelers who 
bagged their deer this year was A. P. Mail- 
let, of Wilton, Maine. 
4 David C. Freedman, Province Building 
jeweler, has enlarged his quarters and 
Seymour Hershoff, watchmaker, and Ro- 
berta Winer, bookkeeper, have been added 
to the staff. 
(George Cote, recently discharged from 
the U. S. Army after two years in Europe, 
has taken over the managership of the 
Napoleon O. Cote jewelry store in Bellows 
Falls, Vt. His father is still convalescing 
following serious injuries sustained during 
an accident which occurred while he was 
motoring back from the fall gift show at 
the Parker House, Boston. 
q David D. Smith, jeweler of Somerville, 
Mass., is recuperating from an eye oper- 
ation. 
q Paul Lifset, New England sales repre- 
sentative for N. I. Goodman, Inc., 1006-7 
Jewelers Building, returned recently from 
a combined business and hunting trip 
which took him through Maine, New 
Hampshire, and Vermont. While in Berlin, 
\. H., he went hunting with Hector Lang- 
lais, of the E. Langlais Sons jewelry store. 
While in Vermont, he visited the site of 
the new home of John T. and Mary Baker, 
jewelers of Middlebury, and assisted in 
laying the cornerstone. The home, when 
completed, will overlook a beautiful valley 
and Middlebury College. A new clerk, 
Arrene Siegel, has been added to the 
Goodman firm. 
( Painters have been busy in Room 908, 
Jewelers Building, in quarters formerly 
occupied by S. L. Miller & Son, making 
ready for occupancy by the extension of 
the firm of Louis F. Guiness, Inc., on the 
ith floor. Word received from Capt. Her- 
bert A. Guiness, tells of a 15-day furlough 
in S vitzerland, during which he went ski- 
ing, 
( The S. L. Miller & Son firm is now com- 
fortably settled in Room 504, Jewelers 
Building, after moving from Room 908. 
¢ new quarters fairly glisten with a new 
paint job. 
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q Manny Lasman, who has been employed 
for the past five years by Frank N. Zabar- 
sky, Boston jeweler at 333 Washington St., 
recently purchased the business. He will 
operate the firm under his own name at 
the same address. 

q Armin Gelb, for many years manager of 
the Swiss-American Watch Hospital, 6 
American Row, Hartford, Conn., has pur- 
chased the business, remodeled the store, 
and added several new lines. 

q Paige Jewelers is the name of a new re- 
tail store opened recently by Harold W. 
Paige at 10 East Main St., Westboro, Mass. 
Mr. Paige was formerly associated with 
Abraham Marcus, jeweler of Worcester, 
Mass. 

q Louis X. Fremeau, jeweler of Burlington, 
Vt., has been ill in the hospital there. 

q A major move in Boston jewelry circles 
the first of this year was that of the Jorge 
Epstein firm, 412-16 Washington Building, 
which moved from this ornately decorated 
and specially designed quarters to larger 
and better situated quarters at 175 New- 
bury St., Boston. Mr. Epstein has pur- 
chased this four-story building, and plans 
extensive remodeling to care for sales de- 
partments and workshops. Located in Bos- 
ton’s Back Bay area, the new quarters also 
will provide far better parking facilities 
for customers. 

q John Fleming, who occupied one section 
of the Jorge Epstein quarters 412-16 Wash- 
ington Bldg., now vacated, has moved to a 
section of the B. Aronson & Son, quarters 
on the 5th floor of the Washington Bldg. 
q Matthew Smokler, engraver, formerly 
with A. Stowell & Co., has taken quarters 
in Room 313, Washington Building, with 
A. Marino. 

q Herbert W. Stranger, of the firm of the 
same name, 306 Washington Building, who 
was reported last month as off on a hunt- 
ing trip in Maine, returned with one of 
the largest deer of the season, a 240-pound, 
11-point buck. 








q Capitol Jewelers, of Winchendon, Mass., | 


has gone out of business. 

q During the pre-Christmas rush season, 
several of the wholesalers in the Jewelry 
and Washington Buildings remained open 
later in the afternoon, closing at 5:30 and 
6 p.m., instead of 5 o’clock, and also re- 
mained open on Saturdays to handle the 
added volume of trade. 

q At the Church Co. store, 2 Newbury St., 
Boston, they have been having fun over a 
slight mystery—a picture in the Boston 
Herald of December 7 bore a caption to 
the effect that Miss Jane Dorgan of Chest- 
nut Hill, Mass., is shown admiring a 
$5,000 diamond-studded choker which is 
to be displayed at an Antique Show at the 
Hotel Somerset. Fact is, the picture, taken 
a year or more ago, was of Miss Ruth 
Lewis, of the Church Co. How it came to 
be used at this time, and with Miss Dor- 
can’s name, is a mystery—although the 


ES 


diamond-studded choker is as authentic as | 


Miss Lewis. 

4 Norman Sharpe has joined the staff of 
James & Mitchell, 801 Province Building. 
S. L. Baumstein, father of one of the 
partners, and formerly at 802 Province 
Building, is convalescing from a major 
operation. 
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Used by Jewelers Everywhere 
Scribable Celluloid, Pastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 


81 Warren St. Newark 2, N. J. 
Market 3-36/18 


For Your Requirements in 
Seth Thomas, Telechron, 


Westclox, Sessions, Sentinel 
write 


9A, Silver Co 


—— 


Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 
570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 


Diamonds direct from Antwerp 


Your country buys yearly 35.000.000 dollars 
of diamonds from Antwerp. It is a fair 
the diamonds you handle, loese er mounted, are 
amongst them. The point is: de you buy them 
first hand from Antwerp or through costly 
detours. The answer to this question makes 
the difference in your profit. 


If you are already dealing with Antwerp 
and have a reliable supplier here, you are in 
the know. If not, contact me and save at least 
20%, yes 20% through Antwerp wholesale 
prices. Diamonds direct from Antwerp will 
double your margin of profit. 


For full information write airmail please. 
(Diamond dealers and jewelers only.) 


JOACHIM GOLDENSTEIN 
DIAMONDCLUB-ANTWERP-BELGIUM 
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W ATCHMAKERS 
INSTRUMENT MAKERS 


JEWELERS ° 
ENGRAVERS e 


DON'T LOSE A SINGLE REPAIR ORDER 


especially for complicated and antique items! 


OUR TRADE REPAIR DEPARTMENT 
will handle ALL Watches, Clocks, Jewelry, 
Pearls, Special Order work in an EFFICIENT, 
FAST, and INEXPENSIVE way. —Request Trade 
Price List and FREE Shipping Labels! 





| ALL Dress & Service Watches, Clocks, 
Bracelets, etc. Request latest catalog! 








We carry ALL BRAND NAME imp. and dom. 
TOOLS, MATERIALS, EQUIPMENT, MOVE- 
MENTS, CASES, etc.—Also ALL Books in your 
field (incl. books on ALL Antiques). Request 
FREE price list & BARGAIN FOLDER 1953! 


QUICK MAIL ORDER SERVICE 
Member of Jewelers Board of Trade 
MODERN TECHNICAL SUPPLY CO. 


Wholesaler & Importer 
Dept. 1-CK, 55 W. 42nd St., New York 36 

















Quality 


RHINESTONE 
JEWELRY 


Direct to You from 
the Manufacturer at 


most favorable prices 
Free Illustrated Catalog 


Fantasy of Jewels 


Made by 


ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 38,N. Y. 











| WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Too!ls, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


« Wholesole Jewelers 


134 So. 8th St. Phila. 7, Pa. 




















LEARN WATCHMAKING 


= REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept. "'K"' lil'd Catalog 


Baldwin 9-1376 Est. 1894 
Arthur T. Johnson, Prinelpa! 
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q At the next meeting of the Retail Jewel- 
ers Association of Philadelphia and East- 
ern Pennsylvania, the committee named 
recently to review the appraisal situation 
may have a report on work now in prog- 
ress. The committee consists of Myer 
Barr, Albert West, Lester Smith and Louis 
Jagielky, Jr., chairman of the group. 

q A new silverware department has been 
created at M. Simon & Co., 1222 Market 
St., with new showcases and background 
redecorating to exhibit the greatly en- 
larged stock, both in flat and matching 
hollowware. 

q Folks at the Jagielky jewelry store, 1603 
Walnut St., are looking forward to sum- 
mer so they can enjoy the newly installed 
air conditioning system. 

q John Molinaugh, formerly with M. 
Sickles & Sons, Inc., is now head book- 
keeper for William S. Waples at 115 S. 
8th St. Other employees who transferred 
from the Sickles establishment to the 
Waples firm include: Buddy Robison, Mrs. 
Florence Slater, Marvin Hoffman and 
Charles Mervitz. 

q Barr’s seven stores in the Philadelphia 
market area, including the store in Cam- 
den which is only one year old, are cele- 
brating the 99th anniversary of the firm’s 
founding. 

q A new radio and television department 
graces the M. Simon & Co. store at 1222 
Market St. where the appliance division 
has recently been enlarged also. 

q.S. Smith’s Sons are celebrating their 
54th anniversary in one location, 1046 
N. 2nd St. 

q The pre-Christmas exhibit of timepieces 
at Franklin Institute featured some of the 
intricate workings of City Hall timepieces 
and other fascinating items made avail- 
able through William A. Heine, jeweler 
at 31 S. 40th St. The exhibit was spon- 
sored by the Philadelphia Chapter of the 
National Association of Watch and Clock 
Collectors. 

q The French Jewelry Co. has announced 
a deviation from its policy of manufac- 
turing and distributing rhinestone jewelry 
of the conventional type. The firm now 
features third dimensional “Francine” cos- 
tume jewelry with raised rhinestones and 
colored stones, along with a striking new 
“half moon” watch band. 

q Charles H. Heine, president of the Penn- 
sylvania Retail Jewelers Association, an- 
nounced recently that the group’s annual 
convention will take place on April 19 and 
20 at the Berkshire Hotel in Reading. 
Andrew Mulhern, executive secretary of 
the association, urges all jewelers to attend 
the two-day session which will feature a 
combined program of business and fun. 
q Samuel S. Weissman of Weissman’s, 
jewelers at 1501 W. Susquehanna Ave., 
has retired after 33 years with the firm. 
His position as first vice president has 
been taken over by Meyer Greitzer. 

q Herman H. Barr is receiving congratu- 
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lations upon the celebration of his 50th 
year in the jewelry business, 

q An interesting and educational teleyi. 
sion show is being sponsored by Bar, 
to promote diamond sales. Starred on th, 
telecast is Dr. Paul Storm, head of th 
Earth Science Department of the Uni 
versity of Pennsylvania, who delivers , 
three-and-one-half minute talk each Saty. 
day night between 11:10 and 11:15 py 
on one of the world’s famous diamond 
Myer B. Barr informs us that THE Jew. 
ERS’ CIRCULAR-KEYSTONE is the source oj 
much of the information used on the 
broadcast. The talk is accompanied by , 
one-and-one-half minute commercial. 
q.C. Fred Muth recently appeared at hi 
old Alma Mater, Philadelphia’s Cent;,) 
High School, with a new assignment. ||, 
gave illustrated lectures to six classes jy 
physics one day and eight the next. jp. 
structing students in the chemistry and 
physics of gemstones. The lectures wer 
repeated, by request, at Abington High 
School. 

q The next regular meeting of the Easter 
Pennsylvania Guild of the American Gen 
Society will take place Tuesday, Januay 
13. The agenda has not been announced, 
The place of the meeting is set, tenta. 
tively, at S. Kind & Sons store on Chet. 
nut near Broad. 

q Ernest H. Kaufmann has moved his 
store from 1029 Chestnut St. to temporary 
quarters at 817 Jefferson Building. The 
building in which he was formerly located 
is being demolished. 

q A new retail jewelry establishment was 
opened last June by Robert M. Brand on 
the fourth floor of the Commonwealth 
Building, 1201 Chestnut St. Known a 
Commonwealth Jewelers, the firm handle: 
a complete line of nationally advertised 
electric appliances, diamonds, watches, 
silverware and costume jewelry. Before 
opening the new concern, Mr. Brand was 
associated with Brand Bros., jewelers at 
143 S. 8th St. 


Elgin College Accredited 
To Teach Korean War Vets 





Elgin Watchmakers College is believed 
to be the first horological training school 
in the country to become eligible unde 
Public Law No. 550 for training of Korear 
war veterans, according to William 1 
Samelius. director. } 

Approval by the Illinois state department! 
of public instruction, as required unde 
the Korean “G. I. bill of rights,” meat 
the Elgin college can now accommodate 
a large number of veterans seeking carett 
in watchmaking, Samelius pointed out. 

Training allowances through federal aid 
amount to $110 per month for single vé 
erans with no dependents; $135 for married 
veterans with no children, and $160 {o 
married veterans with children. 
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JEWELERS’ DINNER-DANCE DRAWS LARGE TURNOUT 








Seated on the dais at the annual dinner-dance of the Retail Jewelers Association of | 
Philadelphia and Eastern Pennsylvania were the gentlemen shown here who were caught 
by the cameraman while enroute to the ballroom. They are, left to right: Samuel Kind II, 
treasurer; Charles H. Heine, president of the Pennsylvania RJA; Edward Chatkin, president; 
Lewis DeWolf, second vice President; George A. Lyons, secretary; Andrew Mulhern, execu- 
tive secretary of the Pennsylvania RJA; Edwin S. Malmed, general counsel; Jack K. Green, 
past association president; Samuel Weissman, first vice president, and Philip Kind, Sr., 
chairman of the banquet committee. 


The ballroom of the Bellevue-Stratford 
Hotel echoed with sounds of laughter and 
merriment on the evening of November 
18, the occasion of the 13th annual dinner- 
dance of the Retail Jewelers Association 
of Philadelphia and Eastern Pennsylvania. 
According to an association spokesman, a 
crowd of 800 enjoyed the turkey dinner 
and the sparkling floor show, danced af- 
terwards and carried home a three-figure 
list of door prizes. 

The evening’s program opened with the 
customary singing of the “Star Spangled 
Banner” and was followed by an invoca- 
tion by Louis Jagielky, Jr., formerly vice 
president of the organization. Members 
and their guests were welcomed by Edward 
Chatkin, association president, who deliv- 
ered a brief address. 

During the banquet Joe Frasetto and his 
“augmented orchestra of 18 bop special- 
ists” played dinner music. Following the 
sumptuous dinner, an entertaining floor 
show under the direction of Florenz Huber- 
man was presented. Featured on the pro- 
gram was Al Bernie, prominent young 
comedian who has appeared as a guest 
star on Ed Sullivan’s “Toast of the Town” 
telecast. 


HEAD TABLE GUESTS 


Seated at the head table were: Charles 
H. Heine, a past president of the local 
organization and currently president of 
the Pennsylvania Retail Jewelers Associa- 
tion, and Mrs. Heine; Jack K. Green, also 
a past president of the local association, 
and Mrs. Green: Edward Chatkin. presi- 
dent, and Mrs. Chatkin: Samuel S. Weiss- 
man. first vice president. and Mrs. Weiss- 
man; Lewis DeWolf. second vice presi- 
dent, and Mrs. DeWolf: George A. Lyons. 
secretary, and Mrs. Lyons: Samuel Kind 
Il, treasurer, and Mrs. Kind: Edwin S. 
Malmed. ceneral counsel, and Mrs. Mal- 
med; Andrew H. Mulhern. executive sec- 
retary of the Pennsylvania RJA. and Mrs. 
Mulhern: and Philip Kind, Sr. 
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The association’s next regular meeting 
is tentatively scheduled for either the third 
or fourth Tuesday in January, whichever 
night shall prove more suitable to mem- 
bers. Officers for the new year will be 
elected. The nominating committee, head- 
ed by Milton E. Smith and _ including 
Joseph Simon, Albert West and Fred 
Breitinger, is, at this writing, working on 
names to be presented at this meeting. 


























Are you getting your share of the 
STONE-OF-THE-MONTH Business? 


Garnet 
January Birthstone 
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Genuine Bohemian Garnet Jewelry 


Old World Craftsmanship— 
Reasonably Priced. 
Wide selection of Rings 
all 10 K gold. 


Earrings, brooches, crosses, neck- 
laces, and bracelets (both flexible 
and rigid) 


Memo Inquiries Invited 


ERNEST BURG 


29 East Madison Street, Chicago 2, Illinois 

















# 300/7767 


ATO _. electric 
battery, 1000- 
day clock. 











Completely 
jeweled. Size 
844” x 6144” x 
4%”, 

Keystone $104 


2 other styles 
available. 





ASK FOR 
NEW CATALOG 
AND 
LATEST PRICE 
LIST 





Visit 
Our 


Showrooms 


SOLE U. S. A. AGENTS FOR ALL JUNGHANS PRODUCTS 


HENRY COEHLER CO.., INC. 
101 FIFTH AVENUE, NEW YORK 3, N. Y. 


1524 MERCHANDISE MART, CHICAGO, ILLINOIS 
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The nicest people in the world tell us 
Alice 1953 Spring styles have everything 
and more a tailored earring line could 
have. And we know they’re the nicest 
people .. . cause they’re our customers! 


Thru the wholesaler $7 00 


JEWELRY CO. 


























SATISFACTION 


ON EVERY ORDER... 


12 


MONTHS OF THE YEAR! 





vax KOHNER 


Wholesale Jewelers 
BALTIMORE 1, MARYLAND 




























ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 



























WATCH MATERIALS — 


Fiorida's largest watch material house 
Serving the Nation by mail. 


Prompt mall service 
Write for Price List C 


DEAN COMPANY 


7¥2 N. Atlantic Ave., Daytona Beach, Fia. 
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q Fiiteen employees of the Arthur A. 
Everts Co., jewelers of Dallas, ‘Texas, were 
awarded service pins at a dinner party 
given on Friday, November 7. Al W. Witt- 
rock was awarded a 50-year service pin 
at the event. 

q Gordon’s Quality Jewelers opened their 
eighth store in the Houston (Texas) area 
on Nevember 28 at 2433 University Blvd. 
With the opening of the new store, Gor- 
don’s now has stores located in all majo: 
areas of Houston plus Pasadena and Bay- 
town. The architecture of the new estab- 
lishment is the modern visual-type with 
extending windows that bring the mer- 
chandise close to the shopper’s eye. The 
interior is in pastel colors with fixtures 
and showcases in walnut. Manager of the 
new store is George Neff, who has had 
many year’s experience in the trade. 

q The Bell Jewelry Co., Inc.. 513 E. Hous- | 
ton St.. San Antonio, Texas, was presented 
with a bronze plaque on Tuesday, Novem- 
ber 25. by the San Antonio Chamber of 
Commerce in recognition of the firm’s 100 
vears of service to the community. The 
company. which is owned and managed by 
Tom Scaperlanda. is the oldest in the city. 





q Kichard >. Linthicum, a veteran of ll 

years in the jewelry business, has assumeg 

managerial duties at Duval Jewelers, 343 
| Central Ave., St. Petersburg, Fla. Before 
_ joining Duval, Linthicum had worked foy 
vears for Stanley Jewelers, Inc., Savannah, 
Ga. 
q The Hughes Jewelry Co. at 203 W. Wa 
St., Midland, Texas, observed its seventh 
anniversary in business the week of No. 
vember 16. While the firm has only been 
in business the last seven years, the Owner, 
John H. Hughes, is beginning his 23rd year 
of serving West Texans and filling jewelry 
needs. | 
q Fifty years in the jewelry business was 
the milestone marked on the evening of 
November 8 by the Berman Jewelry Stores, 
retail chain with stores in Charleston, St. 
Albans and Dunbar, W. Va. The firm's 
anniversary was celebrated that evening 
with a dinner-dance for employees and 
friends at the Daniel Boone Hotel in 
Charleston. Guests of honor at the affair 
included Mrs. Fannie C. Berman, widow of 
Sam Berman, founder of the chain; Mar. 
cus Berman, and Mr. and Mrs. Isadore J. 
Berman. 
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Baltimore-Washington News 


q Relatives, friends and members of the 
Greater Washington Retail Jewelers Asso- 
ciation were saddened by the untimely 
death of Benjamin Michaelson, who re- 
cently passed away at the age of 59. He 
was regarded as one of the outstanding 
craftsmen, jewelry designers and platinum- 
smiths in this area. He founded and was a_ | 
member of the firm which bears his name_ | 
at 1235 G St., N.W., Washington, D. C. 
q Melvin Foer, president of the Greater 
Washington Retail Jewelers Association. 
announced that the next meeting of the 
organization will be held during the month 
of January. The exact date had not yet 
been announced at this writing. It is 
anticipated that this function will be in 
the form of a dinner-meeting at which time 
election of new officers will be held. 

q Jack Rosenberg of Oneida Jewelers; 608 
17 St... N.W.. Washington. D. C.. writes a 
monthly column which he calls “Nine Pins 
and a Wiggle” in The Loupe News, official 
publication of the Greater Washington Re- 
tail Jewelers Assocation. Newsy items as 
well as current standings of the jewelers’ 
bowling teams are mentioned, as well as 
other interesting data. Fourteen represen- 
tative teams comprise the group which 
bowls each week. 

q Marvin J. Greenberg, Baltimore jeweler 
at 3530 S. Hanover St., announced that he_ | 
has completed plans to move his store to a__| 
new location at 3521 Hanover St., which 
is being readied for occupancy after the 
first of the year. 

q I. E. Levin, owner of the Doris Co., 
jewelers on Delaware Ave., Glen Burnie, 
Md., reported that a thief tossed a six- 





pound rock through his display window 
and made off with approximately $700 
worth of rings and watches. The theft was 
discovered early on the morning of Novem. 
ber 15 by a passerby. 

q A pawnbrokers ball held at Baltimore's 
Sheraton-Belvedere Hotel drew more than 
150 members of the newly-organized Balti- 
more Pawnbrokers’ Association. 

q Roberts Square Deal Jewelers, Inc, 
Baltimore jewelry chain, recently opened 
_ another store in the southern suburban sec- 
| tion of Baltimore. The new establishment 
is located at 112  Baltimore-Annapolis 
Blvd., in Glen Burnie. Md. 

q The Stieff Co., Baltimore silversmiths, 
opened its third retail store in the Balti- 
more area at 516 E. Belvedere Ave. The 
new outlet will handle a general variety 
of sterling silver dinnerware, as well as 
| numerous other items in silverplate, crystal, 
| sterling and gold jewelry, and occasional 
| gifts. 
| 

| 
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q The Horological Guild of Baltimore, an 

organization comprised of 75 members, is 
_ eurrently headed by Charles F. Noeth, who 
| has served as president for the past three 
| years. Other officers are: Knowlton P. 
| Long, vice president; Fred Coe, secretary, 
; and Joseph Smith, Jr., treasurer. Associa- 
| tion meetings are held monthly and door 
prizes donated by J. A. Tschantre, Max 
Kohner, Inc., and Royal Jewelers Supply 
Co. are distributed. 
q George Muenzing of Community Jewel: 
ers, Essex, Md., a devotee and long-time 
active soccer enthusiast and player, is cur 
rently sponsoring and operating a team 
bearing the name of his jewelry store. The 
team is making a creditable showing in 
the Baltimore Club Soccer League. 
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swiss Announce Winners in 
Watch Inspection Time Contest 


David Musik, of Washington, D. 3 
Leon Kaplan, of Slope Jewelers, Brooklyn, 
N. Y., and Michael A. Fiorillo, of Laredo, 
Texas, have been announced as the three 
first prize winners in the fourth annual 
Watch Inspection Time Contest, sponsored 
by The Watchmakers of Switzerland. | 
‘Each has his choice of a complete Swiss 
precision jeweling too] set or $150 worth 
of any Official Packaged Swiss Replace- 
ment Parts. 

Other winners are: 

Second Prizes (each a fully equipped 
Swiss staking tool set or $100 worth of 
Oficial Packaged Swiss Watch Replace- 
ment Parts): Chester W. Hoener, of 
Hokamp-Keis Jewelers, Quincy, IIl.; and 
Erwin Biederman. of Lee Heights Jewelry. 
Cleveland, O. 

Third Prizes (each $50 worth of Official 
Packaged Swiss Watch Replacement 
Parts): Byron W. Mansfield, of Arcade 
Watch Shop, Providence, R. I.; Wilson L. 
Suggs, of The Time Shop, Rantoul, Ill; 
Henry Feldman, of Brookline, Mass.; Earl 
Woodley, of Woodley Jewelry, Beaumont. 
Calif. and Edward J. Scherzinger, of Jim 
Scherzinger, Jeweler, Grafton, Wis. 

Fourth Prizes (each $25 worth of Official 
Packaged Swiss Watch Replacement 
Parts): Fred C. Kline, of C. A. Schnack’s 
Jewelry Co., Alexandria, La.; Richard R. 
Absher, of Bristow-Gross Watch Repair. 
Newport News, Va.; Homer D. Cozad, of 
Geneva, O., and Eimi Kuramoto. of Cort- 
land Jewelers, Winona, Minn. 

Material distributors who will receive 
“surprise” awards as a result of listings 





by winners as their regular jobbers are: 
Greenan Watch Supply Co., Washington, 
D. C.; Fine & Co., New York City; Swart- 
child & Co., Chicago; Colman Bros, Inc., 
Cleveland; L. A. Chasan & Co., Providence; 
C. & E. Marshall Co., Chicago; Haselton 
Co., Boston; E. W. Reynolds Co., Los 
Angeles; Kilb-Beck Co., Milwaukee; South- 
land Jewelers & Supply Co.. New Orleans; 
Philip Sloves & Sons, New York City, and 
Esslinger & Co.. St. Paul. 


Linde Air Products Creates 
Huge 82.93 Carat Star Ruby 


The creation of an 82.93 carat synthentic 
star ruby was announced recently by Linde 
Air Products Co., a division of Union Car- 
bide and Carbon Corporation. It measures 
27.5 x 23.75 x 13.25 millimeters. 

This gemstone is the second largest syn- 
thetic star ruby to be produced by Linde 
Air Products Co. The world’s largest known 
star ruby, man-made or earth-mined, was 
created by Linde in 1947. It weighs 109.25 
carats and is now the property of the 
American Museum of Natural History in 
New York. 

Scientists of Linde Air Products Co. 
admit they do not know how or why these 
large-sized stones occur. “They just hap- 
pen under certain, ideal, unpredictable 
conditions.” According to them, the color 
of the newly created star is a_ true 
“pigeon-blood” hue and the star is clear 
and truly centered. Like other Linde man- 
made star sapphires and star rubies, it is 
physically, optically, and chemically iden- 
tical to earth-mined star stones. 

Announcement of the first public display 
of the giant 82.93 star will soon he made. 





GEMEX FETES EMPLOYEES AT ANNIVERSARY BANQUET 








Seen after receiving a plaque from their employees are founder-partners William Lichtenfels 


(second from left) and Eugen Prestinari (second from right) of the Gemex Corp., watch- 

band manufacturers of Union, N. J. Making the presentation were two employees who have 

been with the company since its foundation in 1917. They are Hyman Libowitz (at the 

tight) and Sidney Altman (at the left). Ceremony took place at a special 35th anniversary 
banquet at the Essex House at Newark, N. J. 


Twenty-one employees of the Gemex 
Co., Inc., with records of ten to 35 years 
of consecutive service, were rewarded with 
bonuses and gifts by the firm at its 35th 
anniversary banquet. The anniversary cele- 
bration was held on the evening of Novem- 
ber 21 at the Essex House in Newark. 

Also receiving an award at the banquet 
were Eugen Prestinari and William  Lich- 
tenfels, founder-partners of the Gemex Co. 
The firm’s 450 employees presented them 
with a silver plaque citing the excellent 


FOR JANUARY, 1953 





relations that have existed between the 
employers and the workers since the forma- 
tion of the company in 1917. 

Two men, who have been with the com- 
pany since its founding, each received a 
bonus and clock, and five other emplovees, 
with 25 years tenure. received bonuses and 
watches. 

Awards for long service were also pre- 
sented to three employees with 20 years 
of service each and eleven others who have 
reached the ten year service mark. 
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QUALITY EMBLEMS 





Distinctive diamond set Buttons and Pins 
designed for your most discriminating 
clientele, with selected top quality stones 
of high brilliancy available in platinum, 
paladium, white, or yellow gold. 

Emblems enameled in authentic colors, avail- 
able in 10K and 14K white and yellow gold and 
paladium — Other combinations on special order. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 




















ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions ° 


Silverware—Gold and plated jewelry—old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our offer. 


References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade: Dun and Bradstreet. 


ANTIN‘'S 


114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 

















QUADRUPLE SILVER PLATING 








Silver repairing, cleaning, lacquering, complete re- 
storing service. Work guaranteed. Nation-wide rompt 
service. Write for FREE booklet “Jewelers 82°" and 
price list. Know cost before you ship. Ask us how 
you can have the finest silver plating service in your 
city—no investment, inventory or mark 


D. L. BROMWELL, INC. 


America’s Oldest Silver Platers 
710 12th St., NW Washington S&S, D.G 








173 


* Q4¢£6¢44 hp “ez 











—GOLD 
—SILVER 
—RHODIUM 


> 
@ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, lilinols 
This is Our Only Location 














ANNOUNCING! 


> a ail 
NEW! sess — 
<<“ te Pe i a 
COMPLETE! & rr nae 
e ad oe ee se PRS ee 
DIFFERENT! ee sig 
ae es 









Stem Assortment No. 625—only $6.75 

Yes, we're proud to announce our new Swiss 
Stem Assortment No. 625. It contains 144 
stems (2 each of 72 Nos.) and comes in a 
beautiful green, leatherette cabinet. See 
your jobber today. 


THE NEWALL MFG. CO. 


Chicago 2, Illinois 











WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 














Cikch, Case Repairing 
Our work costs no more 
than ordinary work * 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 














PEARL RESTRINGING 
Cultured ... Oriental ... Imitation 


Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
prices. All jobs guaranteed. 


B. FEINSTEIN 
31 N. State St., Chicago 2, Dlinois 
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q Final arrangements have been completed 
for the annual banquet of the Chicago 
Jewelers Association according to Presi- 
dent Charles D Ellbogen (Stein & EIl- 
bogen Co). Ths stellar event will be held 
January 10 in the Grand Ballroom of the 
Conrad Hilton Hotel in Chicago. Vice 
President James H. Swartchild (Swart- 
child & Co.), who heads the Social Com- 
mittee, reports that an attendance in ex- 
cess of 1200 is expected. 

q Chicagoans recently mourned the death 
of Charles I. Mundhenk, manufacturers’ 
representative, who passed way November 
18. Mr. Mundhenk had been hospitalized 
for several months with a heart, kidney 
and liver condition, and failed to recover 
from the last of a series of attacks. He was 
a long-time member of the Golden Roost- 
ers. 

q The Illinois Watchmakers Association 
rounded out an active year with a meeting 
at the Jewelry Training Service on No- 
vember 18. After a short sound film on the 
manufacture of rings by J. R. Wood & 
Sons, Jack Lund, an IWA charter mem- 
ber and Certified Gemologist and Regis- 
tered Jeweler of the American Gem So- 
cety, gave a detailed talk on “What You 
Should Know About Jewels.” He reviewed 
the characteristics of gemstones, and ex- 
plained the various tests aplied to deter- 
mine their species such as specific gravity, 
transparency, color, refraction and hard- 
ness. The association’s next meeting will 
be held January 20. 

q A very encouraging report was received 
on the day this column was written on the 
condition of Irving Jensen (Jacoby-Bender, 
Inc.,) who has been lying in the hospital 
since being struck by a bus last August 
with only occasional periods of semi con- 
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For the girl who likes the new and unusual, 
Coro has created these rhinestone-paved 
bar-pins (that can also double as bar- 
rettes). They're worn here with rhinestone- 
studded hoop earrings and a bracelet with 
a plaque of imitation ruby brilliants. 











sciousness. At this time he had apparent), 
regained full consciousness, recognize 
and spoke to his wife at his bedside. The 
doctors in attendance say that his progres; 
is quite satisfactory and that his full re. 
covery is a matter of time. It will be a Jono 
time before Irv will be on his feet because 
his injuries were quite serious, but his 
friends and associates are greatly ep. 
couraged by his present condition, 

q At the luncheon meeting of the Chicago 
Jewelers’ Association on November 20, 
members were treated to a talk by Pery 
J. Victor, Esq., British-born jewelry om, 
noisseur. Three applications for member. 
ship were presented by the board of qj. 
rectors and approved by the membership; 
The Wechter Co., 29 E. Madison St., Chi- 
cago, Ill.; lrons & Russell Co., Providence, 
R. I., and Poole Silver Co, Taunton, Mass. 
Also approved was the election of Dave 
Newman as an honorary member. 

q The Golden Roosters held their annual 
stag party in the Chicago Room of the La. 
Saile Hotel on November 13. An overflow 
crowd attended and the professional enter. 
tainers were appreciatively received. 

q Mr. and Mrs. Joseph Goldstone (Im. 
perial Pearl Syndicate) returned late in 
November from an extended trip through 
the Orient. 

q The annual ladies’ night dinner of the 
Golden Roosters will be held on February 
14 in the Gold Room of the Congress 
Hotel. Robert Lieberman (Stein & Ellbo. 
gen Co.), recently elected Chanticleer, as. 
sured all members, their wives and guests 
that the affair will surpass all previous 
dinners both in attendance and enjoyment. 
q Stein & Ellbogen Co. sponsored their 
annual employees’ Christmas party on De- 
cember 5 in the Congress Hotel. Charles 
D. Ellbogen, president of the company, 
welcomed the employees and spoke briefly. 
Richard Dehnert, secretary, showed movies 
he had taken during his recent trip to 
Hawaii, and the evening concluded with 
refreshments, games and a panel quiz 
session at which many prizes were dis 
tributed. 

q Another Christmas party was held by 
the Jewelers Club in their quarters on 
Christmas Eve. Appropriate refreshments, 
games and entertainment were the order 
of the day, and enjoyed thoroughly. 

q Welcome news of an old friend and 
former associate was received by JC-K 
recently. During a recent trip to the West 
Coast, Rudy Samuels, advertising manager 
of Stein & Ellbogen Co., made it a point 
to drop in on Claud Wheeler in La Mesa, 
Calif. Claud, as many midwest jewelers 
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will remember, was advertising represen- 
tative for THE JEWELERS CIRCULAR-KEyY- 
sTONE UP until a few years ago when he 
retired to enjoy a leisurely life. Rudy tells 
ys that Claud has a beautiful home on top 
of a hill with a breath-taking view in all 
directions. He is having a grand time and 
wants his many friends to know what a 
great life it is, without any worries or 
cares. Claud keeps in touch with the 
jewelry industry, which is close to his 
heart, by letters to old cronies and by 
reading everything he can lay his hands 
on about news in the industry. 





Newly-Formed Sheboygan Group 
Elects Frederickson President 


A meeting attended by all but one 
jeweler in Sheboygan (Wis.) was held on 
the evening of November 17 at the Grand 
Hotel there and resulted in the formation 
of a new district organization—the She- 
boygan Jewelers Association. 

Named as first association president was 
Otto Frederickson, an employee of A. Imig 
Sons Co., Inc. 

Other officers named were: John Grand- 
lic of John Grandlic & Son, vice president, 
and George Zimmerman of Zimmerman 
Jewelers, secretary-treasurer. 

The new organizaton formulated plans 
for cooperative advertising and endorsed 
the State Voluntary Advertising Code. 

Guest speakers at the meeting included 
Harmon McCarthy of Neenah, president of 
the Wisconsin Retail Jewelers Association; 
M. J. Hupka of Appleton, director of the 
Wisconsin RJA, and B. W. Heald of Mil- 
waukee, secretary of the Wisconsin RJA. 





Membership Drive Planned 
By N. Y. Gem Study Group 


An extensive membership program, to 
be launched in January, was outlined at a 
meeting of the Central New York Gem 
Study Group in Syracuse by G. J. Ritchie, 
president. 

Ritchie said that the primary purpose of 
the organization is to instruct members in 
the technical and scientific study of gems 
and the application of this knowledge to 
everyday selling for retailer and whole- 
saler. He added that it is hoped to include 
in the organization all Central New York 
jewelers and others interested in gem- 
ology. 

Ritchie also announced that beginning 
with the first meeting in 1953, the group 
will come under the direction and spon- 
sorship of the Gemological Institute of 
America and will be known as the Central 
New York Gemological Institute of America 
Study Group. 

Guest speaker at the meeting was Ben- 
son Murray, instructor in gemology at the 
New York State Agricultural and Techni- 
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cal Institute at Morrisville. He gave a 
resume of crystallography, and also de- 
scribed the physical properties of gems 
and their identification with regards to 
hardness, color, specific gravity, and sus- 
ceptability to fracture and cleavage. 





Improved Postal Service Seen 
Under New Administration 


Resumption of two-a-day deliveries of 
mail to homes is to be ordered by Presi- 
dent-elect Eisenhower’s new administration 
in the opinion of William Doherty, presi- 
dent of the National Association of Letter 
Carriers. 

Mr. Doherty also predicts that Post 
Office windows will be “open for business” 
more hours than they are at present. 

Arthur E. Summerfield, designated by 
Mr. Eisenhower to serve as Postmaster 
General, has not indicated his views on 
improvements in the postal service. 





Henry Paulson & Company 
Marks 50th Year in Business 


Fifty years of service to retail jewelers 
will be celebrated this -year by Henry 
Paulson, founder of the Chicago firm bear- 
ing his name, who began his career in 
the watch material field even before he 
established his own business ir 1903. He 
learned the essentials of the trade as a 
young man while associated with the J. S. 
Purdy Co. and the Otto Young Co., both 
of Chicago, and the Norton Paulson Co. 
of Kansas City. 

During his long and eventful career in 
the material and supply business, Mr. 
Paulson has witnessed the introduction 
of many new devices and improved meth- 
ods, including some he introduced per- 
sonally. Included among these are the 


HENRY PAULSON 


Celebrates 50th 
Anniversary 
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He Founded 





guarantee of genuine material, the use of 
the metric system for watch crystals, the 
electric soldering machine, and the elec- 
tronic timing machine. Many other time 
and labor-saving tools have been introduced 
by the Paulson firm to increase the sales 
and profits of both the watchmaker and 
jeweler. 

Looking forward to the future, Mr. Paul- 
son sees many possibilities for further 
improvement. A step in this direction 
has been taken by his firm which is now 
preparing a new and comprehensive tool 
catalog for watchmakers and _ jewelers. 
Details concerning the catalog can be had 
by writing Henry Paulson & Co., 131 S. 
Wabash Ave., Chicago, II. 
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Wristwatch & Carmen 
Expansion Bands 


‘ ALL TYPE 
i Embraceables 





Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 




















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, i. 


Students may enroll at any time of the year 























RESILIENT STAINLESS STEEL 


: yan CLASP-ON 
Dow Y (CoreZ tie. WATCH BAND FOR MEN 


9 e Hygienic e perspiration proof 
123,818 _ AA RB ¢ Non-corrosiveenon-magnetic 
ee V4 e No hidden springs 
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Stainless Steel Clips _...xevstont $4.50 
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“(8 Wrist sizes: Small 6'4"- Medium 6 %%"-Large 7” 


Order through your wholesaler 
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We SPECIALIZE... 


ln special order works Sad “ds your 
specifications. W. O submit * design 
without obligation. 
































































TTT 1 BROTMERS CO. 
Manufacturing Jewelers 


§ EAST THIRD STREET + CINCINNATI, OMG, 





DIAMOND-CUTTING: 


EXPERT WORK 
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LITWIN & SONS 
114 West 6th Street. Cincinnati, Ohio 








DIAMONDS 


LOOSE 
AND 
MOUNTED 





THE GERWE BROWN CO 


CINCINNATI ° DALLAS 

















Exclusive Franchise Plan Offers 
All These Selling Aids: 

@ National Advertising 
Natienal Brands 
Advertising Helps 
Distinctive Boxes 


24-hour Mail Order 
Service 


Write for Information 


A.G.SCHWAB ‘ixc* 


INC 
229 fast Sixth Street 
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CINCINNATI 2, OHIO 


FALTRAFULLY SER WING THE RETAIL JEWELER SINCE 18/8 





The Wallenstein-Mayer Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Natlonally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 
Write for our new 
1953 Catalogue 











You Can Buy With Confidence From | 





ce: 











en 








i 


q Local manufacturers and wholesalers 
drew sighs of relief on Christmas eve, as 
they wound up one of the busiest holiday 
seasons in many years. Every plant and 
salesroom in the city had remained open 
evenings and weekends during the _ pre- 
ceding several weeks to provide spot 
service for their customers, while many 
manufacturers found it necessary to de- 
cline further orders for special work after 
the first week in December, unless deliver- 
ies could be deferred until this year. With 
industrial employment in this area at an 
all-time high and wages ai peak levels, 
it is anticipated business will continue at 
a good pace during the coming months. 
q The annual dinner meeting and election 
of officers of the Cincinnati Wholesale and 
Manufacturing Jewelers Association was 
scheduled for January 15 at the Cincin- 
nati Club. Clarence Loeb of Litwin & 
Sons, Inc., again served as chairman of 
the arrangements committee, a position he 
has filled for many years. 

q Russell Johnson, owner of Crest Crait, 
manufacturers in suburban Deer Park, O., 
spent three weeks in Europe during No- 
vember, and then visited the Eastern mar- 
kets for two weeks. Others on Eastern 
buying trips recently included Ray C. 
Eibel, president of Klein Bros. Co., whole- 
salers, 626 Vine St., and Julian Schwab 
and James Heldman of A. G. Schwab & 
Sons, Inc., wholesalers, 229 E. Sixth St. 

q Returning from a business trip to West 
Virginia points, Victor Kaufman of the 
Victor Corp., reported the uncertainty re- 
garding a possible coal miners’ strike had 
retarded sales of jewelry in that area dur- 
ing November. Settlement of the wage 
question in early December, however, was 
expected to restore the confidence of cus- 
tomers and result in a normal holiday vol- 
ume of business. 

q Jack Laumann, son of Albert J. Lau- 
mann, retailer at 2454 Gilbert Ave.. has 
resumed his activities at the store after 
having served for two years in a mechan- 
ized unit of the Army in Europe. Home 
for furloughs recently were two members 
of the Marine Corps: Jerry Bihl, son of 
Jerome Bihl of Bihl Brothers, jewelers of 
suburban Newport, Ky., and Gilbert Faigle, 
son of Joseph Faigle. manufacturer at 2219 
Quebec Road. 

4 Among those making road trips recently 
were Robert Faigle of Faigle Brothers, 
menufacturers at 528 Walnut St.; Walter 
Miller of Miller Brothers Watch Strap 
Manufacturing Co., 817 Main St., and Vic- 
tor Youkilis of the Victor Corp. 

q While Victor Youkilis, president of the 
Victor Corp., was having lunch in a coffee 
bar near his office, a thief stole a package 
containing 11 diamond rings and a dia- 
mond watch bracelet, valued at $2,500. 
Because the parcel was too large to place 
in a pocket, Mr. Youkilis had put it on 
the counter beside him while eating. 














CINCINNATI 


q Utheials of the E. & J. Swigan ¢, 
jewelers’ supplies, 34 W. Sixth St, en,, 
tained company employees with a holiday 
dinner party on December 13 at the Cin. 
einnati Club. 

q Al Reichman, a partner in the T. Knoeb. 
ber Co., manufacturers, 514 Main St., has 
organized a nine-man volunteer police (, 
partment in suburban Elsmere, Ky, 

q Miss Stella Hueven, secretary jy the 
jewelry billing department of the Gerye 
Brown Co., wholesalers at 817 Main §. 
was married on November 29 to Rober 
Ohmer. 

q Clarence Loeb of Litwin & Sons, Ine. 
manufacturers, 114 W. Sixth St. and Mn 
Loeb. are enjoying an annual winter yq. 
cation in Hollywood, Fla. 

q Harry Pelzer, a salesman for the 8 
David Co., manufacturers, 2508 Vine §. 
was in a local hospital for a_ physical 
checkup. 

q The wife of Arthur Hirshfield of th 
D. Jacobs Sons Co., wholesalers, 811 Race 
St., was at this writing convalescing nicely 
after a heart attack. 

q Early January vacationers included Mr 
and Mrs. Carl Martin of the B. David Co. 
who visited with the company’s Southem 
salesman, Reginald Raynor, in Tampa, 
Fla., and Mr. and Mrs. Charles E. Haber. 
man of the Haberman Sales Co., whole. 
salers at 104 W. Fourth St.. who were in 
Hollywood, Fla. 


Silver Figures from Glamour 


According to Glamour, the magazine for 
the girl with a job, it carried more silver. 
ware ads than any other magazine in the 
volume fashion field. This statement is 
based on figures from Publishers Informa. 
tion Bureau Inc. 





A. Cohen & Sons Corp. 
Opens Los Angeles Branch 


The A. Cohen & Sons Corp. opened 
Pacific Coast offices, warehouse and show: 
room facilities on November 17 at 215 VW. 
Fifth Street, Los Angeles. The official 
opening of the new branch was held De. 
cember 1 and was attended by Hyman J. 
Cohen, company president. 

The new facilities are under the super 
vision of Jack Spiro, who is sales manager 
in that territory, directing the activities o! 
a group of sales representatives covering 
the Western states. 

The company intends to serve the trade 
on the Pacific Coast with all lines now 
carried by its New York office and also 
the private brand lines and promotions 
known to the trade under the Everbrite 
and Crosby trade marks. 

A. Cohen & Sons Corp. maintains 
Southern offices and warehouse facilities 4 
321 Peachtree St., N.E., Atlanta, Ga., and 
executive offices at 27 W. 23 St., New York 
City. 
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¢ Suttins, Inc., jewelers of Carnegie, Pa., 
celebrated their 38th anniversary with a 
special advertising promotion that featured 
qa 12-page gift section devoted to watches, 
lverware, diamonds and rings. | | 
q Harry Lipman, jeweler at 223 Stanwix 
St, cited the need for improved street 
markings in his district. He said that 
people unacquainted with the Gateway 
Center area have difficulty finding their 


4 Jobe M. Roberts & Son Co., jewelers at 
429 Wood St., is promoting over 150 silver- 
ware patterns through its Silver Club Plan 
where patrons pay weekly installments of 
33 cents for each place setting purchased. 
Experience shows that while patrons are 
allowed a maximum of 18 months in which 
to complete payments, in almost every case 
they are completed in a year, with the 
average actually being just a little less 
than 10 months. 

4 Herbert Shook of Herbert’s Jewelry Co., 
312 Diamond St., has been sponsoring the 
15-minute Guy Lombardo Show on radio 
station KQV at 6:15 P. M. 

4 Edward Wolf, manager of B. Harton, 
jewelers at 534 Chartiers Ave., McKees 
Rocks, Pa., was a guest lecturer recently 
when he spoke to consumer buying and 
selling classes of Stowe High School. Wolf 
spoke on the “Do’s and Dont’s of Buying 
and Selling.” He explained the funda- 
mentals of selling and used a recording 
of a sales person to demonstrate the cor- 
rect and incorrect methods of dealing with 
a customer. 

q.N. F. Farino, jeweler of McKee’s Rocks, 
Pa., has for the past three seasons awarded 
a $2.50 merchandise certificate to each 
football player on the home team who 
scored a touchdown. The award is public- 
ized in the McKees Rocks Gazette and in 
the high school newspaper. The football 
players scoring the touchdowns redeem 
their certificates or give them to other 
players. This year the team won all except 
three games on its schedule. 

¢ B. E. Marks, jeweler at 1023 Wood St., 
Wilkinsburg, Pa., advertises in his local 
newspaper because its layout is like that 
of The New York Times and his patrons 
read the local paper before they open their 
daily evening newspaper. 

q Ben I. Bass, jeweler at 823 Wood St., 
operates one of the oldest jewelry stores 
in Wilkinsburg, Pa. Bass believes the 
city’s new parking set-up is an enterprise 
benefitting the entire community. 

4S. Green, watchmaker at 121 Oakland 
Ave., reports the parking meters installed 
in the Oakland area near his shop enable 
patrons in the area to reach him easily 
for service work. Green believes the meters 
are of greater benefit to a firm handling 
service work than to a firm selling items 
at retail. 

q Sam Heinz, watchmaker at 3421 Butler 
St., reports patrons are taking longer to 
call for completed watch repair work than 
at any time since 1913. Reason is the 16 
weeks’ strike by a large firm in the district. 
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q Peter Batyko, Samuel Allabunis and 
G. Batyko are partners at Hernon & Co., 
Mt. Oliver credit jewelers at 242 Browns- 
ville Road, the store formerly owned by 
Thomas Heron, who now has one jewelry 
store at Monessen, Pa. 

q Albert H. Hoffman, jeweler at 1409 
Federal St., is a patient now at Aspinwall 
Veterans Hospital at Aspinwall, Pa., where 
he is receiving treatment for a_ throat 
infection. 


Pennsylvania Jewelers’ Group 
Presents Plaque to Swiss 


The Retail Jewelers Association of 
Western Pennsylvania recently paid tribute 
to the Watchmakers of Switzerland for 
the latter group’s “interest and _ leader- 
ship” during the Know Your Jeweler pro- 
motion held by the association in that 
area. 





Shown here is Marcel DuBois (left), 
marketing director of the Watchmakers 
of Switzerland, receiving an engraved 
plaque for the Swiss manufacturers’ group 
from Ralph De Roy, association president. 





Bowman Technical School 
Prepares Informative Catalog 


A comprehensive and informative cata- 
log has been prepared by the 65-year-old 
Bowman Technical School of Lancaster, 
Pa. Its primary purpose is to aid students 
in the selection of a lifetime-occupation 
and, after that, help in the less perplexing 
choice of a school. 

Data on courses, equipment, tuition 
charges, living accommodations and other 
pertinent facts on the school are contained 
in the catalog. Also given is detailed infor- 
mation on the courses offered by the school. 
These include instruction in watchmaking 
and repairing, engraving, jewelry repair- 
ing and stone setting. 

Approximately two-thirds of the booklet 
is devoted to a collection of statements by 
graduates, employers, and other authorities, 
about the results of the school’s courses, to 
its graduates. Included among the state- 
ments are letters from graduates, some in 
business of their own, others employed in 
good positions, who say that they credit 
their success to the thoroughness of their 
Bowman training. Also appearing among 
the statements are letters from prominent 
employers who say that they always give 
preference to Bowman graduates, because 
of their proved superior ability. 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 


We Also Distribute Aili Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESAIR JPWRILERS SINCE 1873 

















530 WALNUT ST. 





SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 

MEMORANDUMS GLADLY SUBMITTED 

CINCINNATI, O. 














FREE! CATALOG 
Money-Maker For You! 
Write today for our latest 
32 page illustrated catalog 
of the fastest selling Re- 
ligiocus Jewelry and Novelty 
line ever of.ered. No com- 
petition. Amazingly low 
prices. Tremendous profits. 
Don’t miss this opportunity. 

Write today. 
STEPHEN PRODUCTS CO. 
1947 Bwy., Dept. K11, N.Y. 23 
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| The West Coast 





q Two important changes were made re- 
cently by Thompson Jewelers of Riverside, 
Calif. One was a change in the firm name 
and the other a move from 4041 Main St. 
to new and modern quarters. Green & 
Christensen Jewelers, as the firm is now 
known, formally opened their new quarters 
at 3913 Main St. on November 25. During 
opening week the firm displayed a fabulous 
collection of diamonds, including Martin 
L. Ehrmann’s atomic-colored green dia- 
monds. 

q The unique distinction of being the only 
retail jeweler with an upstairs location in 
San Bernardino (Calif.) is claimed by 
Hugo Blum of 456 “E” St. A native of 
Germany, where he studied watchmaking, 
Mr. Blum has worked at the bench for the 
past 27 years. Before coming to this coun- 
try he worked as a watchmaker in England 
and, after his arrival, operated his own 
shop in Chicago at 55 East Washington 
St. He’s been at his present location since 
moving to San Bernardino five years ago. 
q Marge Northcross has been appointed 
manager of the Kay Jewelry Co. of Van 
Nuys (Calf.). Miss Northcross was form- 
erly manager of Kay’s Leimert Park store. 
The Van Nuys store is located at 6373 
Van Nuys Blvd. 

q A capacity crowd attended the recent 
seventh annual dinner-dance of the Jewel- 
ers’ 24 Karat Club of Southern California. 
The affair, held at the Ambassador Hotel 
in Los Angeles, was hosted by Harry Pre- 
zant, club president, Herman Siegel, secre- 
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Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
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EDWARD BOOTE, INC. 
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tary, Ben Kellis and Arthur Ballard. 
Ladies in attendance received a fitted Evans 
evening bag. 

q Carlyle’s Jewelers, who operate stores 
in Salinas and San Mateo, Calif., recently 
opened another store in Palo Alto, seat of 


Stanford University. The new store, lo- 
cated at 218 University Ave., is under the 
management of Les Kaplan. 

4 The Glendale Time shop, owned and 
operated by Leonard G. Willoughby, has 
moved into larger quarters at 434 N. Brand 
Blvd., Glendale, Calif. 

q Charles Porterfield, who was formerly 
a watchmaker for Owen’s Jewelry of Tracy, 
Calif., has opened his own retail shop in 
Manteca. The new store, located at 137 
N. Maple Ave., is called the Porterfield 
Jewelry Co. 

q Dan Robert Bruce, who for the past 
five years has worked for several southern 
California retail jewelers, recently pur- 
chased the jewelry store at 119 N. Market 
St. in Inglewood, Calif. He’s operating 
the business under the name of Bruce 
Credit Jewelers. 

4 Clock Jewelers is the name of the new 
retail jewelry store in Richmond, Calif., 
opened recently by Fred J. Twain and Leo 
Soren. Mr. Twain for 13 years was con- 
nected with Brent’s Jewelers in Oakland, 
Calif., and Mr. Soren was connected with 
Stevens Jewelry Co. in Richmond. 

q Frank M. Borelli, who for the past four 
years operated a retail jewelry store in 
Los Banos, Calif., has bought the William 
Beers Jewelry Store in Stockton. The 
name of the Stockton store has been 
changed to Frank M. Borelli Jewelers. 

q W. P. Wilson, retail jeweler formerly 
located at 1132 Broadway in Burlingame. 
Calif., has moved into a new store at 1365 
Broadway in that city. 

4 Ford and Russell Rare have purchased 
the Little Jewelry Shoppe in Beverly Hills 
from Carl Gloz. The store, located at 461 
N. Canon Drive, has been completely re- 
modeled since the purchase. 


$$ 





FASHION FAVORITES 





This shining array of glitter bracelets 
and dainty glitter earrings, both by Tri- 
fari, are high on the list of fashion fa- 
vorites this season. Also in fashion favor 
is the large aquamarine ring by Church 
& Co. 

This photo and other similar publicity 
was widely distributed recently by the 
Jewelry Industry Council. Its purpose was 
to promote the sale of jewelry store mer- 
chandise during the Christmas season. 








AGS Awards 33 Titles 
In Last Third of 1952 


The American Gem Society headquar. 
ters in Los Angeles announced recently 
that 33 new titles were awarded durin 
the last third of 1952. These are the Regis. 
tered Jeweler and the more advanced Cer. 
tied Gemologist titles. 

The Registered Jeweler title js awarded 
to Society members upon the completion 
of a number of requirements including g 
series of gemological courses. The Courses 
are climaxed by a comprehensive exam- 
ination, including theory, the actual iden. 
tification of colored stones and the a. 
curate grading of a set of diamonds, The 
Certified Gemologist title is awarded t, 
members after the completion of a more 
advanced course of study followed by ex. 
aminations on both theory and practice. 
The award of the titles also is dependen 
on the individual and the firm meeting the 
Society’s standards of business conduct. 

Five of those who won titles have the 
unusual distinction of achieving both their 
Registered Jeweler and Certified Gemolo. 
gist titles at the same time. 





MacKenzie Named President 
Of California AGS Guild 


Kenneth F. MacKenzie was installed as 
president of the Southern California Guild 
of the American Gem Society at a dinner 
held recently at the Los Angeles Athletic 
Club. He succeeds Neele S. Barner of 
Donavan & Seamans Co. 

Vice president-elect and program chair. 
man is Howard Henkes of the Justus H. 
Henkes Co. Lester Helms of Helm’s 
Jewelers is secretary treasurer, and Dor. 
othy Ward of Donovan & Seamans Co, js 
assistant program chairman. 


Increase in Appliance Sales 
Reported by Westinghouse 


Sales of electric appliance specialties by 
the Westinghouse Electric Appliance Divi- 
sion for 1952 will be 33.7 per cent over 
1951 and will establish record high dollar 
volume sales in these products, it was re- 
ported recently by R. M. Oliver, manager 
of appliance specialties. 

The products covered in this group are 
electric housewares, fans, vacuum cleaners 
and electric bed coverings. Among these 
products the following sales increases were 
noted: fans, 24 per cent; electric house- 
wares, 27.6 per cent; vacuum cleaners, 
42.2 per cent, and electric bed coverings, 
72.4 per cent. 

Mr. Oliver also forecasted that sales in 
appliance specialties for 1953 would be 
approximately 12 per cent higher than 1952. 

Plans for next year include the showing 
at the January Housewares Show in Chi- 
cago of a new French fryer, a new tank- 
type vacuum cleaner and a new line of 
electric fans. 

He reported that the most substantial 
advance in product sales in 1953 is ex 
pected to be in the new steam iron that 
should be in national distribution in the 
second quarter of next year. 
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January, 1953 

g.16—74th Pittsburgh Glass & Pottery 
Exhibit, Hotel William Penn, Pittsburgh, 
Pa. | 

9.16—Keystone China & Glass Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 

10—Chicago Jewelers Association, An- 
nual Banquet, Conrad Hilton Hotel 
(formerly The Stevens), Chicago, Il. 

10-12—Florida China, Glass & Gift Show, 
Hillsboro Hotel, Tampa, Fla. 

11-16—New York Lamp Show, Hotel 
New Yorker, New York. 

18-21—Southeastern China, Glass and 
Gift Show, Atlanta Municipal Auditorium, 
Atlanta, Ga. 

18-23—36th California Gift Show, Brack 
Shops, Merchandise Mart, Alexandria and 
Biltmore Hotels and individual showrooms, 
Los Angeles, Calif. 

24—Twenty-Four Karat Club of the 
City of New York, Annual Banquet, Wal- 
dorf-Astoria Hotel, New York. 

95—Jewelry Industry Council, Annual 
Membership Meeting, Waldorf-Astoria Ho- 
tel, New York City. 

95-28—Washington Gift Show, Hotel 
Willard, Washington, D. C. 
25-29—Mid-Winter Market Week Show, 
Parker House, Boston, Mass. 


February 

1-4——China, Glass, Gift, Stationery, Toy, 
Jewelry and Housewares Show, Civic Audi- 
torlum, Palace, St. Francis, and Sir Francis 
Drake Hotels, San Francisco, Calif. 

1-4—Syracuse Gift Show, Hotel Onon- 
daga, Syracuse, N. Y. 

l-ll—Registered California Gift and 
Dinnerware Show, Hotel Morrison, Chi- 
cago, Ill. 

2-13—Chicago Gift Show, La Salle Ho- 
tel and Palmer House, Chicago, III. 

2-13—Merchandise Mart Gift Show and 
China, Glassware & Pottery Market, Mer- 
chandise Mart, Chicago, III. 

7—Boston Jewelers Club, 65th Annual 
Banquet, Hotel Statler, Boston, Mass. 

8-10—Pacific Northwest Jewelers Con- 
vention, Seattle, Wash. 

8-11—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 


15-16—Texas Retail Jewelers Associa- 


tion, Annual Convention, Adolphus Hotel, 
Dallas, Texas. 

15-18—Pacific Northwest Show, Olympic 
and New Washington Hotels and Terminal 
Sales Building, Seattle, Wash. 

15-18—Southern Jewelry Show, Peach- 
tree-on-Peachtree, Ansley and Piedmont 
Hotels, Atlanta, Ga. 

15-18—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

15-19—Allied Gift & Jewelry Show, Ho- 
tel Adolphus. Dallas, Texas. 

15-20—Dallas Gift Show. Baker Hotel 
and Santa Fe Building, Dallas. Texas. 
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21—New England Manufacturing Jewel- 
ers & Silversmiths Association, 50th An- 
nual Banquet, Hotel Statler, Boston, Mass. 

22-25—Minneapolis-St. Paul Gift Show, 
Dyckman Hotel, Minneapolis, Minn. 

22-25—-Ohio State Gift Show, Deshler- 
Wallick Hotel, Columbus, Ohio. 

22-25—Portland Gift Show, Public Au- 
ditorium, the Plaza and Benson Hotels, 
Portland, Ore. 

22-27—Registered California Gift and 
Dinnerware Show, Hotel Vanderbilt, New 
York, N. Y. 

23-27—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

25-27—Mid-South Gift and Jewelry 
Show, Hotel Peabody, Memphis, Tenn. 


March 


l—Illinois Retail Jewelers Association, 
Annual Convention, Hotel Abraham Lin- 
coln, Springfield, IIl. 

1-4—Denver Gift and Jewelry Show, Ho- 
tel Albany, Denver, Colo. 

1-5—Detroit Gift Show, Hotels Statler 
and Sheraton-Cadillac, Detroit, Mich. 

2-5—California Retail Jewelers Associa- 
tion, 20th Annual Convention. Palace Ho- 
tel, San Francisco, Calif. 

8-11—Cincinnati Gift Show. Netherland 
Plaza Hotel, Cincinnati, Ohio. 

8-11—Omaha-Midwest Gift Show, Pax- 
ton Hotel, Omaha, Nebr. 

8-13—Parker House Gift Show. Parker 
House, Boston, Mass. 

9-13—Boston Gift Show. Statler Hotel, 
Boston. Mass. 

21-23—-Heart of America Glass, China 
& Gift Show. Kansas City. Mo. 

21-23—Carolina China, Glass & Gift 
Show, Charlotte Hotel. Charlotte. N. C. 

22-25—St. Louis Gift Show. Statler Ho- 
tel, St. Louis, Mo. 

22-25—Philadelphia Gift Show. Hotel 
Benjamin Franklin. Philadelphia, Pa. 


April 
12-15—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 
19-22—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 





Named 
General Sales 
Mor. of Illinois 

Watch Case 
Co. 


RALPH DESTINO 





Allen B. Gellman, president of the [li- 
nois Watch Case Co., announced recently 
the appointment of Ralph Destino as gen- 
eral sales manager. Mr. Destino is a for- 
mer Swank executive. 

Illinois Watch Case Co. products include 
Certina watches and Elgin American com- 
pacts, cigarette cases, lighters, carryalls, 
cultured and simulated pearls. 
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GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-01400 
CHINA “ GLASS ‘ TABLEWARE 
EARTHENWARE * GIFT and ARTWARES 


Domestic and Foreign 











CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Siemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 


Send for new illustrated catalog 


R. F. BRODEGAARD & CO.., Inc. 





225 FIFTH AVENUE NEW YORK 10, N. Y. 
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| geerengete CATCHES—What do you say about 

trouble often met with, of hairspring coils catching 
on regulator-pins? How can this be prevented? (Ques- 
tion No. 6214) P. G. L. 


Answer—Some of this may be. due to constructional! 
faults in watches, which we will specify with suggestions 
for remedy but aside from this, it is true that there are 
persons who use their watches in ways that either cause 
or aggravate the trouble. It may help to inquire whethe: 
the watch is worn under conditions, such as in some 
sports or vocations, that subject the watch to unusually 
violent motions of the arm, and if so, to tactfully suggest 
special care. If this doesn’t do away with the trouble 
altogether, it at least helps prevent blame being given the 
jeweler or watchmaker for it. 

With flat hairsprings, if the regulator pins are found 
to extend down below the bottom of spring coils, the pins 
should be shortened to the level of the bottom of the coils, 
and beveled so that the ends of the pins slope from their 
outsides down to where they are nearest to the outer coil 
of the spring. This gives nothing for a jumped coil to 
catch on. The coils of a Breguet spring very rarely catch. 
when the spring is trued and spaced properly: If any 
do catch, it will probably be found that the regulator pins 
are superfluously long, or the overcoil needlessly close to 
the main coils of the spring, or both these faults com- 
bined. In some extra-thin designs of movements, using 
overcoiled springs is avoided because of the little vertical 
space for the spring. Some Swiss watches with flat hair- 
springs have the old style “gate-block” regulator-pin 
device to prevent coils catching on pins. 


AINSPRING SLIPPAGE—What is wrong with a 
self-winding watch, in which the mainspring runs 
down quickly instead of delivering the right length of 
run to the watch? (Question No. 6215) D. B. C. 


Answer—You can understand that generally speak- 
ing it would be rash of us to attempt to diagnose faults 
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in watches by a mere written statement of something that 
is seen to be wrong in their performances, instead of 
having the watch in hand to examine. But we think it 
is rather safe to say in your case that the friction holding 
the outer end of the mainspring in connection with the 
barrel, is insufficient and permits an occasional slippage 
and running down of the mainspring without turning the 
barrel. We cannot do more than make this general guess, 
without having the watch for examination; so we cannot 
go into detail about suggesting a remedy for the condi- 
tion, but would further guess that this would have to be 
a replacement of whatever parts are involved in supplying 
the friction referred to. 


TORING WATCHES—What method do you recon- 

mend for keeping repaired watches while awaiting 
customers’ calling for them? At present we keep them 
in regular show-case trays, the same as new watches 0 
stock; and sometimes they get damaged in placing them 
in safe and back to the showcase. We have about a hun- 
dred repair jobs on hand. handled in this manner. (Ques- 
tion No. 6216) R. H. J. 

Answer—The two objections we see to your way of 
handling repaired watches are: (1) the regular showcase 
trays take up a great deal of room in the safe: (2) itis 
not as good to regulate watches lying in horizontal posi- 
tion as pendant-up. Besides this, ordinary watch-trays 
hold comparatively few watches, so too many trays have 
to be handled in carrying the watches around every day. 

All of these objections can be overcome by having the 
watches on panels of thin material such as plywood, on 
hooks obtainable at hardware stores. This material may 
be painted or covered with cloth for appearance sake. 
A board about 2 feet square will hold about 70 to 80 
watches. During the day, these panels can be hung on 
stout hooks on a wall, and at night on hooks on the inside 
of a safe-door. In most safes. there is room for several 
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such panels to be hung, one in front of the others. In 
a tall safe, there could be two sets of panels, hung one 
above the other. On the store wall, the panels may be 
surrounded and enclosed by a framework of moulding, to 
make a good-looking feature of store furnishing. Details, 
such as kind and strength of hooks, exact size and spacing 
of panels, etc., can be planned with care according to the 
local conditions as to safes, wall space and so on. 


LOCK DECALS—I understand that most of the 
colored decoration on clock glasses is done by using 
decalcomania, a material made by printing designs on 
paper so that they can be transferred to glass simply 
by wetting and laying them on. But so far cannot find 
any source of supply. Can you advise? (Question No. 


6217) T. C. 


Answer—Two of the leading manufacturers of this 
decorative materfal are: Meyercord Co., 5323 W. Lake 
St.; and Chicago Decalcomania Co., 3310 Elston Ave.: 
both in Chicago, IIl. 


OUR-HUNDRED DAY CLOCKS—Can you give me 
any information concerning 400-Day clocks? There 
seems to be a craze on them, but three out of four com- 
ing from the other side (Germany) do not run. What 
are some of the kinks to look for, and what adjustments 
must be made to make them run? (Question No. 6218) 


J. M. D. 


A nswer—lt would be impossible to cover everything 
that might cause these clocks to stop, and what to do 
about all of these faults, in a letter, but we will make a 
suggestion that might get you sufficient information on 
this subject, as follows: Joseph Sternfeld,. 115 Central 
Park, West, New York 23, N. Y., translated into English, 
a series of articles from the German Watch Industry 
Journal, “Deutscher Uhrmacher Zeitung” that describe 
quite completely the mechanism in these 400-day torsion 
pendulum clocks, and explains the principal faults and 
how to correct them. We suggest that you write Mr. 
Sternfeld and ask whether he has any copies of his trans- 
lation in printed or multigraphed form that he could 
perhaps sell and this would provide you with ampie 
information for your purpose. 

Another suggestion is that you write Charles Ter- 
williger, 10 Wildway, Bronxsville 8, N. Y., for list of 
parts for repairing 400-day clocks. He has recently 
announced that he had complete stocks of this material 
ready for sale to the American trade. 


EGULATING CHRONOMETER—We recently re- 
paired a chronometer. As this piece had only the 
escape wheel jeweled in the train, and as the other pivot 
holes were worn considerably, we jeweled the entire train. 
We find that it loses some, a minute in twenty four hours. 
We can understand why this is so, but will you please 
inform us how this piece can be brought to time without 
destroying the original adjustment? (Question No. 6219) 
W. I. 

A nswer—As you have no doubt noticed, the chronom- 
eter has no regulator, the regulation will have to be done 
on the balance, either by turning the timing-screws if it 
has these, or if not. then by removing some weight from 
the two weights fastened at opposite sides of the balance. 
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If timing screws are on the balance, turn opposite 
screws inward an exactly equal amount, that is, tury 
them to the right, so that the heads are closer to the cente 
of the balance. Do this several times if necessary, timing 
the chronometer between times, until the meantime rate 
is correct. If there are only weights, and no timins 
screws on the balance, remove the weights and take off a 
little weight by rubbing the bottoms on a coarse oilstone, 
a very fine file, or any other kind of lap. In doing this, 
two things are important: (1) Replace the weights each 
time at the exact point on the balance rim where they 
were originally; (2) remove exactly the same amount of 
weight from both pieces; this may be assured by weigh. 
ing them on a fine balance, such as a diamond scale or a 
poising scale. 


LEANING PEARLS—Can you give me a formula 
for a suitable mixture for cleaning cultured pearls 
and simulated pearls? (Question No. 6220) M. F. 

Answer—Since the surfaces of cultured pearls are 
of exactly the same composition as natural pearls, we 
suggest the old pearl-cleaning method, in which wheat 
bran is boiled in water. A teaspoon each of cream of 
tartar and pulverized alum is added to the pint of bran. 
water and this solution is used as hot as can be tolerated 
by the hands, rubbing the pearls between the hands in 
the solution and repeating until pearls are clean. They 
are then rinsed in warm water and spread on a clean 
cloth or paper to dry. 

Imitation pearls could be cleaned with the same solu- 
tion, although gently scrubbing them with a_ brush, 
ivory or castile soap, and warm water, would do as well, 
unless you have the solution on hand. 


EGULATING R. R. WATCH—Another watchmaker 

in our shop argues that on a railroad watch, ail 
regulating should be done with the timing-screws on the 
balance, and never with the regulator. I haven't been 
agreeing with him. Who is right? (Question No. 6221) 
H. E. F. 

Answer—Our opinion on this is that for a slight 
change, the regulator of the watch should be used, and 
the timing screws not disturbed; this is exactly what the 
regulator is for. The timing screws are definitely in- 
tended to effect greater changes of rate than the regulator, 
and should be used if, when the watch is keeping time, 
the regulator index is well over toward either the “fast” 
or “slow” end of the regulator scale. Then the timing 
screws may be used to bring the watch to time the regu- 
lator at or nearly at the center of the scale. 

The reason for this is that the isochronal adjustment 
of the watch is made with the regulator in very nearly 
the central position, and the more nearly it is kept there, 
the less risk there is of disturbing the adjustments ol 
positions and isochronism. 

Another reason for using the regulator instead of the 
timing screws for slight changes, is that each change ol 
the screws is apt to cause a change of poise of the balance, 
and to test and correct for this would require a good 
deal of work each time a slight regulation would be made. 
So slight changes are meant to be made by the regulator 
and not the timing screws. 
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New Ring Styles Added 
fo Feature Lock Line 


Alfred S. Jaffee, sales manager of Fea- 
ture Ring Co., Inc., reports that 150 styles 
have been added to the new Feature Lock 
line. He states that initial showings of 
these new styles have resulted in enthusi- 
astic and immediate acceptance. A hard- 
hitting advertising program is being plan- 
ned to support these new styles. 


Torture Tests’ Stressed 
in Mido Promotion Drive 


“Torture Tests” will keynote this sea- 
son’s aggressive national campaign for 
Mido Watches by Louis Aisenstein & 
Bros. Inc., distributors. Actual tests, 
selected from unsolicited testimonials re- 
ported by Mido owners, are detailed in a 
barrage of full-page ads scheduled in Life, 
Saturday Evening Post, and the New York 
Times Magazine. 
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For dramatic tie-in impact, Mido deal- 
ers are receiving a compact motion dis- 
play for their windows. Additional sales 
aids include counter cards (see above), 
streamers, a mat service, statement en- 
closures, and other direct mail pieces. 


Ronson Service Subsidiary 
Moves to New Chicago Office 


Ronson Service of Illinois, Inc., a Ron- 
son subsidiary, has moved to new offices at 
suite 312, State Madison Bldg., 22 West 
Madison St., Chicago 2, Illinois, it was an- 
nounced recently by Ronson Art Metal 
Works, Inc., Newark, N. J. 

Formerly at 36 South State St., Chicago, 
this Ronson Service Subsidiary now offers 
retailers the advantages of more space and 
improved facilities for on-the-spot as well 
as call back servicing of Ronson lighters. 
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Longines Distributes 
New Shield Symbol 





More than 50 years ago, the Longines 
Wittnauer Watch Co. adopted a shield as 
a symbol to identify its products and the 
authorized jewelers who sold them. Since 
that time, it has appeared in paper, card- 
board, bronze and many other forms. 

Today, after several years of careful re- 
search, an even more impressive new 
shield is being distributed to Longines- 
Wittnauer jewelry stores. 


Semca Clock Receives 
Fashion Academy Award 


On the basis of “fashion appeal, crafts- 
manship and inventive genius,” the 1953 
Fashion Academy Gold Medal Award has 
been presented to the Semca Clock Co. 
and Phinney-Walker Clocks. 

Mrs. Emil A. Hartman, Director of the 
Fashion Academy, in her congratulatory 
letter said, “By honoring Semca and Phin- 
ney-Walker, we give recognition to their 
determined effort to create distinctive de- 
signs, and to be motivated by the newest 
in fashion trends.” 





Above, S. J. Kaufman, right, accepts the 
award in behalf of Semca and Phinney- 
Walker from Mrs. Hartman. Standing at 
the left is Seny Kaufman, Semca and 
Phinney- Walker. 


























Columbia Diamond Rings 
Gets Governmen? Patent 


The self-adjusting “Tru-Fit” device for 
Columbia diamond rings has been patent- 
ed. Patent No. 2615314 has been issued to 
C. Benjamin Axel, with additional patents 
pending. 

The “Tru-Fit” feature consists of two 
gold spring units set in each side of the 
band. These adjust to the changing size of 
the wearer’s finger due to temperature 
changes in winter and summer. The same 
action prevents the ring from slipping, 
sliding or turning on a wearer’s finger. 
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National Cash Register 
Unveils Class 21 Model 


a Seely 





An itemized receipt printing cash regis- 
ter, with a built-in adding machine feature, 
has been unveiled by The National Cash 
Register Co., Dayton, Ohio. This machine 
mechanically adds the individual prices in 
a multiple item sale, adds the amount of 
tax, and prints the total on a receipt. The 
itemized receipt is the customer’s “take- 
home” proof of what she spent for each 
item purchased. 

The adding machine feature can be used 
for any adding job, at any time, without 
disturbing the lock-in cash register total. 
Designed specifically for small businesses, 
the new model is known as the Class 21 
Itemized Receipt Printer. 
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Lecaie Publishes 
1953 Catalog 


S. E. Laszlo, importers, 25 Lafayette 
St., Brooklyn 1, New York, is commemo- 
rating its 20th anniversary with the pub- 
lication of a new 1953 catalog. The catalog 
contains over 100 different items, including 
imported binoculars, opera and field 
glasses, Attractively printed in two colors, 
this 32-page catalog also contains imported 
Bilora cameras and tripods, superfect 
barometers, and many gift items. 

Free copies are available on request. 
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Herschede Mantel Clocks 
Feature New Movement 


A new imported movement is being used 
in Herschede mantel clocks. According to 
the company, clockmakers will appreciate 
the simple manner in which the move- 
ment can be serviced, though fitted with 
Westminster or hour and half-hour strike 
attachments. 

The movement consists of unit assemblies 
which are easily removed and _ replaced 
without the necessity of taking apart the 
main plates. 
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Illustrated above is the mainspring bar- 
rel removed from the movement, with slip 
washer and holding screw shown alongside 
the barrel. To take it out of the movement, 
it was only necessary to unfasten the hold- 
ing screw, take off the slip washer and 
then lift out the arbors. 





Shadow Box Features 
Carvel Hall Cutlery 











Charles Briddell, Inc., Crisfield, Mary- 
land, is providing its retailers with a new 
shadow box display that adds its own 
selling impact to the exhibited Carvel Hall 
items. The new display is a frame of 
pickled oak, 20 x 16 in., with a burgundy 
red background. A 40-watt showcase bulb 
in the top of the display illuminates the 
entire shadow box, spotlighting Carvel 
Hall cutlery. 

The display was created and produced 
by Einson-Freeman, Long Island City, 


N. Y., for Charles Briddell, Inc. 
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Helm & Hahn Increases 
Use of Palladium 


The steady increase in acceptance of 
palladium by retail jewelers has prompted 
the manufacturing firm of Helm & Hahn 
to expand use of the precious white metal 
to the point where two-thirds of its stone 
ring line today includes palladium, accord- 
ing to Fred K. Hahn, Jr.. sales manager. 
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George L. Walker, vice president in 
charge of sales of Beattie Jet Products, 
Inc., announced recently the appointment 
of two new sales representatives. E. A. 
Anderson of Lexington, Ky., has been 
named to cover Kentucky and Tennessee, 
while O. M. Carmichael of Dallas, Texas, 
will represent the firm in Texas, Louisiana, 
Arkansas, Oklahoma and New Mexico. 


Richard N. Yaseen has been appointed 
to the sales staff of Jewels by Bogoff, Chi- 
cago, Illinois. Mr. Yaseen will cover the 
northern part of Illinois and Indiana, and 
the state of Michigan, including Detroit. 
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LAMBERT AGIN 
L. F.C. 


RICHARD YASEEN 
Bogoft 


Stanley G. Fisher, sales manager of the 
Electric Housewares Division of Landers, 
Frary & Clark, has announced the ap- 
pointment of Lambert Agin, Jr., as 
district manager of that division with head- 
quarters in Cincinnati, Ohio. His territory 
will include Columbus, Dayton, Indian- 
apolis, Evansville, Lexington, Louisville, as 
well as Cincinnati. 


Three appointments in the sales staff of 
the General Electric Small Appliance Divi- 
sion have been announced by R. E. 
Boian, division marketing manager. 

D. H. Edwards, formerly North Central 
district manager, has been appointed to 
division headquarters in Bridgeport where 
he will serve as special sales representative. 
Succeeding Mr. Edwards as North Central 
district manager is E. T. Carvill, previ- 
ously district manager for the Southeast. 
W. J. Pfeif replaces Mr. Carvill as South- 


eastern district manager. 








JOHN FENLON 
Gemex 


VINCENT MORA 
Gemex 

The Gemex Co. of Union, N. J., has ap. 
nounced two appointments to its sales 
staff. John J. Fenlon will cover Ney 
York, New England and Pennsylvania eas 
of Pittsburgh. Mr. Fenlon replaces Ernest 
Wegmann who has been named sales man. 
ager of Gemex. 

Vincent L. Mora will represent Gemex 
on the West Coast from Seattle to Souther 
California. He will make his headquarters 
in Los Angeles. 


Richard A. Holstein has been ap. 
pointed director of sales by Syracuse Ora. 
mental Co., Inc., Syracuse, N. Y., to suc. 
ceed Walter M. Rosenthal. Mr. Holstein 
will direct national sales of four Syroco 
divisions: SyrocoWood Decorative Acces. 
sories and Home Furnishings, SyrocoWood 
Decorative Modern, Syroco-Metal Table 
Accessories and SyrocoVenetian Mirrors, 


HARRY LYNCH wii 
W adsworth-Hadley | 
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Harry Lynch has been named eastem 
district sales manager for the Wadsworth- 
Hadley sales division of Elgin National 
Watch Co. Mr. Lynch, who has been with 
the Hadley Co. since 1938, will have his 
offices in New York. 





Watch Crystal Catalog 
Offered by Perfit 


The American Perfit Crystal Corp. has 
issued a new catalog illustrating 1440 glass 
watch crystals together with 12 pocket 
sizes. Perfit introduces for the first time a 
line of extra-thick fancy crystals which 
are “bezel-styled.” 

Copies of this Perfit catalog #10 can be 
obtained from regular material wholesalers 
or from the Perfit factory at 653 11th Ave., 
New York 36, N. Y. 





Arvin Arranges Tie-In 
With National Radio Show 


Arvin Industries, Inc., Columbus, Ind. 
has compleed arrangements for exclusive 
radio and TV product tie-in with the 
“Truth or Consequences” radio show, J. M. 
Jewell, advertising manager, has an: 


nounced. 

An Arvin television set—the Fairmount 
—is to be the top award on each week's 
program, which is heard over the full NBC 
network of 193 stations. 
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Kinsley & Sons Publishes 
35th Anniversary Catalog 


The new Kinsley Gothic 35th anni- 
yersary catalog is available free to respon- 
sible retail jewelers, it was announced re- 
cently by Kinsley & Sons, Inc. The 52-page 
catalog in full color illustrates over 450 
Cothic items manufactured by Kinsley. 

It is complete with Keystone price list 
and retailers may obtain a free copy by 
writing to Kinsley & Sons, Inc., 407 N. 
gth St., St. Louis 1, Missouri. 





Color Brochure Available 
To Tissot Retailers 


An attractive 1953 Tissot color brochure 
ig now available to authorized Tissot deal- 
ers across the nation for the winter and 
spring selling seasons, Artistically de- 
signed by a leading specialist, this new 
brochure features the latest men’s and 
ladies’ models, including the nationally 
advertised T-99, Navigator and square 
automatic models, as well as the newest 
Tissot diamond watch creations. 


Available without charge to authorized 
Tissot agents, the brochure is ideal as a 
mailing piece. 


TV Spot Commercials 
Offered by Sheaffer 


A series of 35 mm advertising slides on 
the new Snorkel fountain pen for use on 
local TV stations and in theaters is being 
offered free to dealers by the Sheaffer Pen 
Co. 


The TV slides are furnished with a 10- 
second commercial message and space in 
the lower right corner of fhe slide for 
identification of the local dealers. There is 
no spoken commercial when the slides are 
used On movie screens. 





Inventory Control Unit 
Introduced by Flex-Let 


A new inventory control unit “that lets 
jewelers hand-pick their own assortment” 
has been introduced by Flex-Let. The unit 
has been designed to double as an attrac- 
tive display for the jeweler’s showcase. In 
addition, the name of the jeweler’s store is 
stamped in gold letters on a satin ribbon 
that adorns the velvet cover of the unit. 





The unit is 15” long by 12” wide and is 
2%” high and holds a total of 60 bands. 
This complete “Inventory Control Unit’ 
comes free of charge to every jeweler who 
orders five dozen assorted Flex-Let watch 
bands of his own choice. 
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For the third consecutive year The 
Watchmakers of Switzerland will dedicate 
ene of its national consumer ads to the 
“quality jeweler” and his position in the 
local community. A four-color, full-page ad, 
scheduled for March, will be headlined: 
“He’s a specialist in pleasant surprises.” 
Copy will emphasize that the quality 
jeweler is “unique among the friendly 
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merchants in your town . with very 
special training, knowledge and ability.” 

The ad will appear in Life, Look, Satur- 
day Evening Post, and Farm Journal. The 
Watchmakers of Switzerland will distrib- 
ute the above three-dimensional, full-color 
display to retail jewelers, as a tie-in with 
tts March national consumer ad. The dis- 
play features the same illustration used in 


the ad. 








Carousel Earring Display 
Introduced by Herzberg 





Hugo Herzberg Co., St. Louis, Mo., has 
brought out a revolving Carousel earring 
display unit. Of heavy gauge steel, with 
light tan baked-on enamel finish, the 
Carousel revolves smoothly on a ball bear- 


ing base to display 144 pairs of earrings. 
Occupying a minimum of counter space, 


the display stands 17” high, 18” wide and 
weighs 12 lbs. 


Benrus Exhibit Seen 
At Industrial Fair 


The Benrus Watch Co. attracted notable 


crowds to its booth at the recent 150th 
Anniversary Exhibit at Waterbury, Conn. 
The four-day Waterbury Industrial Exhibit 
included many other nationally known 
campanies. According to Harvey M. Bond. 
advertising director at Benrus, the exhilhi: 
received favorable comment. 











Bulova Introduces 
Series of Dealer Films 


Bulova Watch Co., Fifth Ave., New 
York, has announced the release and avail: 
ability of a new series of 14 dealer films 
in natural color, produced for exhibition 
in local movie theatres. 

The films have been made with the 
greatest portion of running time devoted 
to the jewelry store and its merchandise. 
Two-thirds of the 40-second running time 
of each film is devoted exclusively to the 
jeweler, while only one-third of the film 
is devoted to Bulova watches. In the pro- 
duction of these 35 mm sound-color films, 
the aim was to emphasize that this is a 
local dealer film presentation, a film pro- 
duced by the jeweler himself. 














As ne 





The Bulova Watch Co. pays for all film 
production and print costs. Participating 
jewelers pay only local theatre time charges 
in addition to a nominal film servicing 
charge. Shown above is a scene from one 
of the 14 movies. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted’—*‘Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 


All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





| 





FIRST class jewelry repairer and engrav- 
er, long experience; best references, Ad- 
dress “J., 1348,” care J C-K. 





BOX salesman ; knowledge successful jew- 
elry packaging; point-of-sale displays. 
Address “C., 1214,’ care J C-K. 





BOOKKEEPER-expert, credits, collections, 
correspondence, exceptionally capable; 
top ee Address “K., 1351,” care 





WATCHMAKER; 16 years’ experience; 
good on calendar, automatic and chrono- 
graphs, desires connection in New York 
City. Address “V., 1295,” care J C-K. 





NEWARK, N. J., or nearby connection 
wanted; top flight credit jewelry sales- 
man; peak production guaranteed. Ad- 
dress “G., 1368,” care J C-K. 





JEWELRY repairer, stone setter; experi- 
enced ; best references; prefers work in 
Manhattan or the Bronx. Max Litman, 
2074 Vyse Ave., Bronx 60, N. Y. 





YOUNG man, five years with diamond and 
ring house, experienced in all phases of 
yee routine. Address “S., 1307,” care 








WATCHMAKER, experienced and reliable 
mechanic, seeks steady job in fine re- 
tail store, in Indiana or Midwest. Ad- 
dress“B., 1341,” care J C-K. 





FIRST class watchmaker, experienced, can 
do engraving and size rings; can sell 
watch repairing; do not drink: age 59: 
married. Address “‘A., 1385,’ care J C-K. 


JEWELER: 10 years’ experience on plat- 
inum, gold; can do light special orders 
and repairing; no setting: wishes po- 
sition; moderate salary. Address “D., 
1365,” care J C-K. 








WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
aa concern. Address “C., 1035,” care 





YOUNG man; 14 years’ experience as 
watchmaker, seeks position away from 
bench; college background, personable, 
top references; New York City. Address 
“K., 1372,” care J C-K. 





MANAGER, presently employed, 28 years 
in business; complete knowledge of 
buying, selling, advertising, display, 
management, relocate; present salary, 
$9,000. Address ‘‘E., 1398,’ care J C-K. 





A-1 WATCHMAKER, 20 years’ experi- 
ence, age 45, desires to make change; 
close timing, position adjusting; experi- 
enced on  chronographs, automatic 
winders. Address “L., 1284,” care J C-K. 





WATCH salesman, thoroughly experienc- 
ed, can build your watch business to 
large volume; only interested in well 
rated wholesale concerns looking to in- 
crease business. Address “A., 1298,” 
care J C-K. 





MANAGER-salesman, 30, presently em- 
ployed; complete knowledge cash and 
credit operations, buying and window 
trimming; best of experience in better 
type establishment. Address “N., 1286,” 
care J C-K. 





YOUNG woman, fully experienced in man- 
ufacturing and jobbing lines, prefers 
manutacturing; full charge gold office, 
stock repairs; good at figures, etc.; 
New York. Address “H., 1369,’ care 
J + 





WATCHMAKER - engraver - jeweler, 18 
years continuous retail experience, now 
employed, seeks permanent position; 
salary $100 per 44 per hour week; 
capable of operating small store alone. 
Address “J., 1410,’ care J C-K. 





SECRETARY, executive ability; handle 
confidential records independently ; write 
own correspondence; excellent stenog- 
rapher, good appearance; 10 years last 
position; $75 week. Address “F., 1367,” 
care J C-K or TR 38-3676 evenings. 





ASSIST employer ; young woman, matured, 
capable secretary, experienced diamond, 
jewelry, watch lines, imports; charge 
books, correspondence; handle merchan- 
dise; selling ability. Address “J., 1370,” 
care J C-K. 





WATCHMAKER;; registered; ring sizing ; 
25 years’ experience; pleasing person- 
ality ; 46 years of age; can meet public; 
permanent; Middle West or South; min- 
imum salary, $85. Richard Lett, 220 
Cherry St., Evansville, Ind. 





MANAGER, 41, ambitious, wants to re- 
locate ; thorough New York, out-of-town 
experience; top sales personality; ad- 
vertising, credits, displays, promotions; 
dependable; $100 plus. Address “E., 
1366,” care J C-K. 





YOUNG woman, F. C. bookkeeper, selling 
ability, thoroughly experienced every 
phase diamond and jewelry business, 
seeks position diamond house; Metro- 
wo’ area. Address ‘“K., 721,’’ care 

-K. 





FINE master watchmaker, married, have 
pleasing personality, congenial and a 
gentleman; good salesman, accurate 
workmanship; 32 years’ experience at 
bench: finest references; available im- 
mediately. D. Duffield, P. O. Box 5026, 
Trivillage Sta., Columbus 12, Ohio. 





PBOOKKEEPER - accountant; extensive 
heavy experience in jewelry line, ac- 
customed to the handling of every phase 
ot office routine, expert experience in 
production and costs; outstanding rec- 
ord: seeking responsible position. Ad- 
dress ‘“L., 1356,” care J C-K. 





POOKKEEPER, full charge, executive, 
stenographer, accustomed responsibility ; 
thoroughly experienced credits, collec- 
tions, taxes; excellent diamond and 
jewelry background; personable; A-1l 
references. Address “A., 1314,” care 
J C-K. 





SUPERIORITY proven: productivity 
proven; value proven; this merchan- 
diser, buyer, supervisor; extensive ex- 
perience chain, independent, depart- 
ment store operations; seeks difffficult 
1953 challenge; presently San Francisco. 

Address “N., 1322,” care J C-K. 


YOUNG lady, intelligent, good appear 
executive ability, thoroughly experi 
enced all phases precious jewelry man. 
ufacturing, production, inventory - 
seeking position with manufacturer ~ 
jobber, New York City. Address “C 
1387,” care J C-K. 7 


ance, 





$$ 


WATCHMAKER, first class, age 9 

presently employed; five years bench 
experience ; dependable; best recommen 
dations ; automatics, calendar and chro. 
nographs; desires position with Oppor. 
tunity; Long Island preferred. Addresg 
“P., 1305,” care J C-K. 





rata. 
MANAGER; age 46; married; 25 yearg 
experience credit jewelry line; thorough 
knowledge selling, buying, window trim. 
ming, credits, collections, promotions 
etc., presently employed ; Southern (ajj- 
fornia preferred. Address “E., 1389” 
care J C-K. 





err, 

MANAGER-salesman ; married; 20 yearg 
experience in all phases of retail jewelry, 
credits, collections, estimator of watch 
and jewelry repairs, Window trims; 
presently employed but seeks connection 
with firm that offers incentive and good 
future. Address “E., 1274,” care J C-K, 








AS retail salesman or manager in good 
class family business, available Janu. 
ary 1; 25 years two firms; single; good 
appearance and personality; registered 
jeweler (A.G.S.) qualified gemologist;: 
tirst class references; moderate salary, 
Address ‘“‘A., 1215,”’ care J C-K. 








AMBITIOUS, young man, single, presently 
employed, thoroughly experienced in al] 
phases diamonds ; conscientious and per- 
sonable, desires permanent connection 
with future; finest references; will lo- 
cate anywhere. Address “L., 1374,” care 
J C-K. 
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MANAGER (young woman), complete 
knowledge diamonds, watches, silver- 
ware, repair department; also do win- 
dow trimming, executive ability, capable 
taking complete charge retail store; at 
present employed Fifth Ave. store; will 
relocate; finest references. Address “P,, 
1324,” care J C-K. 





BOOKKEEPER, F. C., credit and office 
manager, high calibre, well known in 
the trade; all phases of bookkeeping, 
accounting, background, credits and 
collections; accustomed top respon- 
sibility; highest references; Metro- 
politan Area. Address ‘‘A., 1393,” 
eare J C-K. 





POSITION of ring and jewelry buyer, or 
assistant to buyer, with large whole- 
saler or chain store organization; ex- 
pert on diamonds and colored stones; 
18 years’ experience; at present em- 
ployed in similar capacity with large 
manufacturing concern. Address “M., 
1206,” care J C-K. 








COMBINATION watchmaker-engraver- 
stone setter and jeweler; first class 
work only in well established store; 
outstanding mechanical ability; 
$100 per week, with commission or 
bonus arrangement; all inquiries 
answered by return mail. Address 


“W.. 1296.” care J C-K. 








DIAMOND expert available; due to 
liquidation of business; with concern 
many years; experienced buyer, capable 
assorter, competent to fill important 
position with loose goods or bunch ring 
house; appropriate salary essential ; 
only direct answers from principals 
considered; will be treated confidenti- 
ally. Address “‘A., 1148,” care J C-K. 











MANAGER, retail jewelry, age 35, mar- 
ried and two children, 15 years’ exper!- 
ence, eight years in cash type store and 
seven years in credit store; good sales- 
man and window trimmer; experienced 
in buying, credits and collections, also 
camera and optical departments; de- 
sires permanent connection with reliable 
firm offering incentive and good future. 

Address “V., 1336,” care J C-K. 
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sITUATIONS WANTED—Continued 
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PRODUCTION manager, in own business 
over 10 years, thorough experience all 
phases of jewelry manufacturing, pro- 
duction, costs, sales, styles, etc., desires 
position as production manager of large 
concern, manufacturing rings or watch 
cases ; capable of taking © complete 
charge any size factory; will furnish 
jewelers Board of Trade, and any other 
references. Address “A., 1360,” care 


J C-K. 





camtiemiteninncoemmnciatts 

THOROUGHLY experienced retail 
jewelry salesman, 39, desires per- 
manent position in the East with 
reputable store wanting top flight 
man; bonafide reference from one 
of West’s largest chain, guarantees 
enviable record in diamonds, watch 
sales; executive ability and appear- 
ance; 18 years’ experience; 12 years 
watchmaker. Address “R., 1288,” 
care J C-K. 








MANAGER, or assistant manager; 35 
years’ experience in fine retail jewelry 
store operation ; my experience has been 
gained from executive positions, gen- 
eral and department management, buyer 
and supervisor over combinations of de- 
partments; nine years in last position; 
desires to locate in Washington, D. C., 
New York or vicinity: finest of trade 
and bank references; fine appearance: 
salary or salary and commission. Ad- 
dress “A., 1401,” care J C-K. 








Lines Wanted 








PACIFIC Coast representative, with fol- 
lowing in the better stores, desires es- 
tablished line: excellent references. Ad- 
dress “‘C., 1340,” care J C-K. 





EARRINGS ; I want to sell your earrings 
in Texas; my fee is 15 per cent. A. M. 
Roberts, 221 Clutter, San Antonio 4 
Texas. 











PACIFIC COAST salesman, well known 
and established, desires line 14K jewel- 
ry, genuine stones, or platinum line for 
a ' oe Address “F., 2608,” care 





SALESMAN ; loose and mounted diamond 
line ; 400 Southern accounts; 15 years’ 
experience; lives in the South: finest 
references; extensive following. Ad- 
dress “R., 1210,” care J C-K. 


ee a 


SALESMAN ; familiar all types of mer- 
chandise, seeking reputable line to 
wholesalers ; extensive following in New 
York City and throughout East. Ad- 
dress “C., 1364,” care J C-K. 




















WELL known salesman, with Los An- 
geles office, wants top manufactur- 
er’s line for jobbers and large out- 


lets, Address “‘A., 1264,” care J C-K. 














MIDWEST representative, long  estab- 
lished ; extensive following amongst jew- 
elers and department stores; territory 
Ohio; open for top manufacturer’s line ; 
commission basis. Address ‘‘W., 1384,” 
care J C-K. 








SALESMAN, young man, has represented 
stone ring, diamond and mounting house, 
will travel New England territory; has 
fine reputation and following; results 
guaranteed; available February. <Ad- 
dress “P., 1403,” care J C-K. 








TOP watch salesman, 20 years experi- 
ence, covering New Jersey, Penn- 
sylvania, New England, New York, 
guarantee 300 accounts, volume over 
six figures, wants new lines. Address 


"ae 1299,” care J C-K. 





SALESMAN, residing in New Jersey, cov- 
ering New Jersey, lower New York 
State, would like top manufacturer’s 
line, selling to retail trade only; all 
year sellers preferably. Address “E., 
1344,” care J C-K. 





SALESMAN, with many years of experi- 
ence, calling on jobbers, wholesalers 
and chain stores in the Middle West, de- 
sires line of merit which will not con- 
flict with ladies’ mountings. Address 
“H., 1347,” care J C-K. 





PACIFIC Coast salesman, well established 
with post exchange jobbers, desires 
lighters, cigarette cases and items with 
emblems, suitable for ship service, etc. ; 
can produce large volume. Address “‘A., 
1281,’ care J C-K. 





ATTENTION manufacturers; wanted es- 
tablished firms with active accounts; ex- 
perienced all lines; Middle West, South- 
west, South; leaving January 18; mod- 
erate drawing; references. Address “B., 
1392,” care J C-K. 





OPEN for new line after January 1, 1953; 
territory Southwestern States including 
Louisiana; 15 years with A-1 firm cov- 
ering jewelry, department stores, etc.; 
known to best buyers; references. Ad 
dress “R., 1306,” care J C-K. 





MANUFACTURER'S representative, Jer- 
sey resident; good following among re- 
tail jewelers in Jersey, New York and 
eastern Pennsylvania, desires top man- 
ufacturer’s line; only first rate lines 
will be considered. Address “D., 1343,” 
care J C-K. 





SALESMAN, covering Midwest territory 
with Chicago office, having strong, ex- 
tensive following with wholesale jewel- 
ers, jobbers, catalogue houses; open for 
established, rated manufacturer’s line; 
20 years successful sales experience. Ad- 
dress “J., 1391,” care J C-K. 





MANUFACTURER’S representative, 
excellent connections with New York 
watch importers, wholesalers, desires 
competitive rolled gold plate watch 
ease, bracelet, or allied lines; com- 
plete coverage guaranteed. Address 


“E., 1194,” care J C-K. 





MANUFACTURERS’ representatives, 
headquarters in Boston, can handle ad- 
ditional lines with complete coverage in 
New England; presently calling on jew- 
elry and department stores; what have 
you to offer? P. O. Box 117, Grove Hall 
Sta., Boston 21, Mass. . 


WEST COAST representative, now 
traveling California, Nevada and 
Arizona, many fine contacts with 
best retail trade, wants a first class 
manufacturers’ line; commission 
basis. Address “C., 1265.” care 


J C-K. 








SALES representative: costume jewelry: 
thoroughly experienced, with very good 
following with jobbers and wholesalers, 
wants line from dependabie manufac- 
turer; travel East Coast to Kansas in- 
cluding New York City. Address “D., 
1273,” care J C-K. 








WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise: have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,’ 
care J C-K. 





WELL known salesman, calling on the 
better retail jewelers in California, 
Oregon and Washington, desires a 
top manufacturer’s line of jewelry, 
on commission basis; best of ref- 
erences; will be in New York in 

ue Address ‘‘N., 1377,” care 





SALESMAN; headquarters in Chicago, 
well established, aggressive, with long 
successful sales experience among de- 
partment, jewelry and_ gift stores 
throughout Midwest territory; desires 
rated, established manufacturer’s line; 
intensive coverage; only exclusive terri- 
tory arrangement considered. Address 
“G., 1390,” care J C-K. 





A HIGH calibre salesman is seeking a 
costume jewelry line of distinction from 
reputable manufacturer to wholesale 
direct to the dealer from $6.75 per 
dozen and up; territory consists of 
Texas, Louisiana, Arkansas and Okla- 
homa: now carrying two lines, non- 
conflicting; long established reputation 

with the trade. Address “F., 1304,” care 


a 
Side Lines 








All territories open for unusual silver 
polish; cleans, polishes, retards tarnish 
one operation ; see ad this issue. Sterlon 
Corp., 17 W. 45th St., New York. 





SALESMAN wanted; side line of very fine 
gents’ and ladies’ 14K diamond mount- 
ings; New York State, New England, 
Philadelphia to Washington. Address 
“S., 1405,” care J C-K. 





SALESMAN; West, Midwest and South- 
west, to carry fine rhinestone line; only 
man with top qualifications and follow- 
ing need apply. Encore Jewelry Co., 5 
Columbus Circle, New York 19, N. Y 





SEMI-PRECIOUS stones and diamonds; 
we need a man with another non-con- 
flicting line to carry our line in New 
York and out-of-town. Address “V., 
1240,” care J C-K. 





SALESMAN, to carry side line, gold, 
gold filled, silver earrings and mar- 
casite goods; all territories open; 
drawing against commission. Ad- 


dress “P., 1352,” care J C-K. 





MANUFACTURER of beautiful new line 
14K pearl snaps, seeks experienced sales- 
men calling on pearl houses, wholesalers, 
retailers: all territories; please send 
particulars. Address “P., 1287," care 
J C-K. 











SCARAB jewelry; well known adver- 
tised top line for retail jewelers, for 
Chicago and Mid-west, South and 
Southwest. Address “M., 1321,” 
care J C-K. 








SALESMEN wanted to carry a pocket line 
of a fine line of diamond and baguette 
mounted rings and wedding rings, to the 
better retail stores; all territories open ; 
commission basis. Address “Y., 135 


care J C-K 





WE PAY 12% commission; an out- 
standing line of popular priced cos- 
tume jewelry for the retail trade is 
now available; give full details. Ad- 
dress *“G.. 1345.” care J C-K. 








SALESMEN, experienced, sterling silver 
hollowware: all territories; excellent 
side line: good opportunity for right 
men, to contact department, chain and 
retail stores: commission; reference. 
Address “F., 1316,” care J C-K. 





SALESMAN; Swiss watch experience, 
competitive prices; give full details 
and references in first letter; replies 
kept confidential. Address “Y., 
950.” care J C-K. 


(Continued on page 188) 
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SIDE LINES—Continued 





EXPERIENCED salesmen for wedding 
rings, zircon rings and colored stone 
rings; manufacturer direct to retailers; 
desires three experienced men; side 
line; commission basis; for New En- 
gland, North Central, Southeast. Ad- 
dress “V., 1355,” care J C-K. 





SALESMAN, with good following, for 
the better retail jewelers; fine line of 
gold bracelet and bracelet watches, 
for New York and out-of-town; non- 
conflicting side line acceptable. Ad- 


dress ““T., 1357,” care J C-K. 





IF you travel by car and work the small 
towns; if you can carry a side line of 
three one third size trays of ladies’ and 
men’s diamond rings; if you want to 
work on 20% commission and be able 
to give liberal dating, please contact us. 
Address “S., 1289,’ care J C-K. 





SALESMAN; Chicago, West; to han- 
dle one of America’s leading fra- 
ternal ring lines on side line basis; 
references will be in strictest confi- 
dence; state lines carried. Arts & 
Crafts Co., 106 Ann St., Hartford, 


Conn. 





SALESMEN, with a non-conflicting line, 
having a following among retail stores 
in New England States and New York 
to Michigan, to represent a well estab- 
lished manufacturer of men’s and ladies’ 
gold stone set rings. Address “M., 1234,’ 
care J C-h. 








SALESMAN, experienced, to represent 
nationally known sterling silverware 
manufacturer; quality line; travel 
North Central and Midwestern States ; 
non-conflicting side line agreeable; 
give full details; references. Address 


“U., 1292,” care J C-K. 





SALESMEN, experienced, to retailers; 
complete line gold wedding rings, dia- 
mond engagement, wedding, dinner and 
cocktail rings; established manufacturer 
with large national following; many ter- 
yay open. Address “W., 1051,” care 





SALESMAN, calling on the better stores 
between Chicago and West Coast: we 
have a small but exclusive and attrac- 
tive line of 14K and genuine pearl jew- 
elry of antique reproductions: 15% 
straight commission; non-conflicting 
lines: state full particulars in first let- 
ter. Address “W., 1359,” care J C-K. 





SALESMAN, with established following, 
side line; by a manufacturer of zircon, 
lodge, misses, ladies’ and gent’s stone 
rings; selling direct to retailers; com- 
mission and bonus arrangement: most 
territories open; write full history, first 
letter ;: inquiries treated with utmost con- 
fidence. Address “S., 1354,” care J C-K. 





SALESMEN; long established concern 
offers profitable, complete side line 
of popular priced diamond rings, 
plain and engraved wedding rings to 
men with established retail follow- 
ing; inquiries treated with utmost 
confidence. Address “S., 782,” care 


J C-K. 


BLISS Ring Co., Inc., is considering the 


re-opening of established territories on 
a side line basis; strictly commission, 
with a line of the nation’s fastest selling 
wedding ring sets; give full details in 
first letter, territory traveled, lines car- 
ried, etc.; all information held in strict 
confidence. 29 E. Madison St., Chicago 


2, Ill. 





oe a se 


SALESMEN, or sales organization, 


wanted by reputable New York man- 
ufacturer of genuine leather wrist 
watch straps and similar items, to 
call on jewelry wholesale trade, on 
a 15% plus 10% commission basis; 
the Southern, Eastern and Mid- 
Western territory is now open. Ad- 


dress “*M., 1285,” care J C-K. 





— 


SALESMEN, with following amongst cash 


and installment jewelers to carry out- 
standing, established, advertised watch 
line; unusual opportunity for lucrative 
earnings; no objection to carrying non- 
conflicting line; write in detail stating 
past experience and territory covered ; 
all replies will be held strictly confiden- 
tial. Address “V., 1408,” care J C-K. 





SALESMAN wanted; well known man- 


ufacturer of stamped rings, selling 
exclusively to wholesalers and large 
outlets, desires representation on 
West Coast and, or Southwest; com- 
mission; non-conflicting side line 
permissible; reply full particulars 
re: background, other side lines, etc. 


Address “J., 1195,” care J C-K. 





ooo, 


RESIDENT salesmen wanted for the fol- 


lowing territories: Minnesota and Wis- 
consin; New England; Colorado and 
Wyoming; Texas; Ohio, Kentucky, In- 
diana and Michigan, to carry one of 
the country’s biggest G.F. and silver 
ring lines; commission; old and na- 
tionally known firm; please include all 
information with hand written reply. 
Address “F., 1275,” care J C-K. 





WELL known manufacturer of 14K 


mountings, bridal sets, dinner rings 
and all kinds of ladies’ fancy. rings, 
has opening for an aggressive, well 
establ.shed salesman, among whole- 
salers, jobbers and chain stores, to 
cover Midwest and part of South; 
all replies held strictly confidential. 
Address “‘Y., 1188.”’ care J C-K. 





SALESMEN; an old established watch 


importing firm has several territories 
open for salesmen to cover the retail 
trade and premium house to house con- 
cerns; an excellent opportunity to indi- 
viduals who have a following; we will 
make satisfactory commission and draw- 
ing arrangements; we have no objec- 
tion to your handling non-conflicting 
lines. Address “T., 1293,” care J C-K. 








ESTABLISHED manufacturer offers 


completely new approach to success- 
ful stone ring selling with promo- 
tions, mat service and other advertis- 
ing aids; if you are experienced 
selling retail, credit and chain stores 
in a small, compact territory our line 
can become major source of income; 
line complete but compact; give all 
details first letter including exact 
territory covered; car necessary; 
confidential; our men know of this 


ad. Address **C., 1201,”’ care J C-K. 





————— 
Help Wanted 


=... 
WANTED; all ‘fold plater 


shop. Address -’* -277,” care T eetrate 














ria 


WANTED; jewelry repairmen. 
“G., 1276,” care J C-K. Address 





i 


WANTED; A-1 jeweler, who can r 
we a stones. Address “V., 1461,” 


epair 
Care 





ee 


WANTED, two A-1 watchmakers; pe 
centage basis only. Address “T,, 1469" 
care J C-K ' 





se 


SALESMAN, for medium price sterling gj). 
ver hollowware; all territories open 
Address “D., 1302,”’ care J C-K. 








~ 


SALESMAN wanted for complete yp. 
thetic stone line. Henry Schwab Lapi. 
dary, Inc., 73 W. 47th St., New York 
36. Plaza 7-4815. 





SALESMAN wanted, experienced, for 
loose diamond line; New York City 
trade; state references. Address “B 
1271,” care J C-K. 








JEWELER, with some knowledge of stone 
setting ; $2 per hour and a good bonus; 
write in detail. Address “V., 1331,” care 
J . 





SALESMAN; good following of jobbers, 
for gold and platinum ring line; a good 
opportunity for an experienced man 
Address “G., 718,” care J C-K. 





PEARL manufacturer requires men with 
jewelry store following; 15 per cent 
commission. Triumph Mfg. Co., P. 0. 
Box 365, Church St. Sta., New York 8. 





SALESMEN wanted; wedding ring and 
idents line to the small retail jewelers 
on terms; various territories open, Ad- 
dress “E., 492,” care J C-K. 





WATCHMAKER-SALESMAN, splendid 
opportunity, give references, stating sal- 
ary and qualifications to Edwin Freed, 
care Alpert’s, Elmira, N. Y. 





SALESLADY; prefer girl from small 
town who has some experience in 
retail jewelry or silverware. William 


Crow, 910 16th St., Denver, Colo. 











CAPABLE retail jewelry store salesman, 
Central Ohio; must be enthusiastic, 
pleasant; give age, reference or expe- 
rience in first letter. Address “L., 1375, 
care J C-K. 


at 





DIAMOND setter, all around, for well es- 
tablished shop; must be in his early 
30’s: steady employment; good pay: 
state full details. Elm City Mfg. Jewel: 
ers, 865 Chapel St., New Haven, Conn. 


A 





SALESMEN wanted to handle sterling 
silver line of men’s jewelry; catering to 
better haberdashers and department 
stores; generous commission. Address 
“B., 1386,” care J C-K. 
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HELP WANTED—Continued 


——————~C~ 
. NCED jewelers, polishers, drop 
EXPERTS men ; references, old established 
nanufacturing concern. Weyhing Bros. 
Mfg. Co., 406 David Broderick Tower, 
Detroit 26, Mich. 











—_— 








— 


ae 


: SMAN wanted; to_ sell a line of 

ee rings, loose diamonds, semi- 
mounted diamond mountings, mountings 
and diamond wedding rings. Address 
wp 1335,” care J C-K 


ee 


HXPERIENCED, ambitious pawnbroker 
“who Knows diamonds, watches, guns, 
kodaks; good salary; chance for ad- 
yvancement: located in healthful South- 
west. Spectors, 107 First St., S.W., Al- 


huquerque, N. 


er ee — 





——— 





REPRESENTATIVE, for area Denver 
to Pacific Coast; extensive line of 
diamond rings and colored stone 
rings; nationally known; replies con- 
fidential. Address “Y., 1382.” care 
JC-K. 





- — 


ee ee 
a 


JEWELER, diamond setter; experienced 
workmen: we can use two additional 
men for steady year around work; 
write, giving full particulars and sal- 
ary desired. Address “Y., 1297,” care 
J 


me eee — - me 





SALESMAN, for New York City and 
environs; substantial stock of dia- 
mond rings and colored stone rings; 
frm known throughout country; 


applications kept confidential. Ad- 
dress “T., 1380.” care J C-K. 





— = a 





WATCHMAKER: want finished workman ; 
state age, experience, references and 
salary expected in first letter; perma- 
nent; six-day week: one week paid 
vacation annually. J. V. Rose, Potts- 
ville, Pa. 





es —__— 


EXPERIENCED salesman, with retail 
jewelry store following, wanted by 
manufacturer of an exclusive and 
varied line of ladies’ 14K diamond 
set rings; liberal drawing. Address 


“D., 1388.” care J C-K. 


ee etre ee 





JEWELER, capable of diversified repair- 
ing and some setting; engraving and 
special order ability appreciated; retail 
store in New England city; give refer- 
ences and salary desired. Address “E., 
1303,” care J C-K. 


re eet nee 


tt ii te ——— ——— 
- ~ . ~ - 


REPRESENTATIVE wanted, with good 
retail following for promotional $1 
line from manufacturer ; many terri- 
tories open; commission; give full 
details; confidential. Address “C., 
1301.” care J C-K. 


SO ee Se -- --— 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
rex letter. Address “R., 2165,” care 


MANAGER-salesman; top flight sales- 


man and merchandiser; earn from 
$10,000 yearly; in good Midwest 
City credit operation; right man can 
have bright future. Address “K., 
1231,” care J C-K. 








MANAGER-salesman, experienced in all 


phases of retail credit operations, to 
take over management from owner of 
well-established, high-type credit jewel- 
ry store; salary and incentive. Brown’s, 
395 Main St., Stamford, Conn. 





WATCHMAKER:; Wisconsin license, able 


to do A-1 work; small store: please give 

experience, references and salary ex- 

pected in first letter. Geo. A. Wuilleu- 

ae Jeweler, 310 State St., Madison, 
is. 





SALESMAN, to travel one of our oldest 


and best developed territories in south- 
eastern states; you’ll be carrying the 
famous lines of a leading wholesaler: 
salary and commission. Address “C., 
1411,” care J C-K. 





ADVERTISING man for retail credit 


jewelry operation, capable of making 
complete lay-outs, copy writer for Radio 
and TV, canable of trimming windows, 
and executing displays throughout the 
store. Hillman’s, 612 Wabash Ave.. 
Terre Haute, Ind. 





SALESMAN, for substantial diamond 


ring and colored stone ring delivery 
line, for New England and New 
York States: old established con- 
cern, has following: reply in con- 
fidence. Address “V., 1381.” care 
J C-K., 





ee. ee - — — 


JEWELER, for work on ring sizing, bezel 


and prong jobs and stone setting, and 
one man also capable of engraving 
general lettering; steady employment 


year around; 40 hour week: paid vaca- 


tion: top pay. Write details to, P. © 
Box 105, Huntington, W. Va. 





WATCHMAKER;; experienced and cap- 


able; permanent position with 33 
year old firm; tri-city community of 
27,000; please give qualifications, 
experience, references and_ salary 
expected in first letter. C. A. Jensen, 
Jewelers, 709 First St., La Salle, Ill. 








SALESMAN wanted; one of the oldest 


sterling silver hollowware manufac- 
turers in New York has an opening for 
a manufacturer’s representative, with 
established following, for the West 
Coast territory. Please write, “C., 1395,” 
care J C-K. 


————— 











MANUFACTURER of a line of mount- 


ings, wedding rings and diamond en- 
gagement rings, etc.; a quick selling 
line; strictly commission basis; no ob- 
jection if you carry another non-con- 
flicting line; state territory. Address 
“G., 1332,” care J C-K. 





_——-—  — —~- a 


DIAMOND appraiser ; wanted experienced 


appraiser of precious jewelry and also 
to serve as buyer; permanent position 
in city; write stating background and 
salary required to, Marcus & Co.; re- 
plies confidentially treated. Address “Kk., 
1318,” care J C-K. 


JEWELER wanted, with a concern that 


has an opening for a very capable 
mechanic, on production work and spe- 
cial order work; from 10 to 20 years’ 
experience with business ability: give 
complete information in first letter. Ad- 
dress “J., 1330,” care J C-K. 





MIDWEST salesman, to take over ac- 


tive accounts for leading manufac. 
turer of fine 14K novelties, includ- 
ing men’s jewelry, cigarette cases, 
compacts, etc.; this is an excellent 
opportunity for a top notch man 
with following in the finest stores. 
Address “*H., 1169,” care J C-K. 





EXPERIENCED jewelry salesman, repre- 


sent established manufacturer of gold, 
platinum jewelry; complete line of 
mountings, watch cases and attach- 
ments: liberal commission; established 
territory in Southwest open; state back- 
ground, experience. Address “V., 09,” 
care J C-K 











UNUSUAL opportunity for three sales- 


men, with established following in 
South, Southwest and Pacifie Coast, 
to represent the most complete and 
promotional ring line in America; 
see pages 28 and 29 for important 
details. K. Polishook & Son, Corp., 
31 W. 47th St... New York City. 





SALESMEN:;: excellent opportunity in 


Southern California, Southwest, Rocky 
Mountain, Midwest territories for out- 
standing line of jewelry displays; win- 
dow platforms, ring blocks, trays, etc. ; 
write us your experience and get our 
story. Morton Pelzner Displays, 2445-49 
Taraval St., San Francisco 16, Calif. 





WANTED; young ladies, experienced, 


of nice appearance, to take com- 
plete charge of fine jewelry depart- 
ments in large representative de- 
partment stores in Southern cities; 
nice hours; good salary, plus bonus 
on sales; write good full letter. Ad- 
dress “S., 1409,” care J C-K. 





SALESMAN, to represent one of oldest, 


well-established importers of complete 
line of watches, to cover Chicago Metro- 
politan Area and States of Michigan, 
Wisconsin and Minnesota; reply giving 
complete details regarding experience, 
following, ete. Address “P., 1325,” care 
J C-K 








SALESMEN; long established stone 


ring firm with fast moving, national- 
ly known line and retail trade fol- 
lowing, has openings in New York 
State and New England territories; 
write giving full details; replies con- 
fidential. Address “W., 1187,” care 
j C-K. 


TO a top flight jewelry man; we want 


several aggressive jewelry store man- 
agers capable of producing big figures. 
exeellent salary, profit sharing arrange- 
ment, and a brilliant future; give full 
details about yourself. age and previous 
experience : replies confidential. Address 
“BK, 1256,” care J C-h. 








(Continued ov page 190) 
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HELP WANTED—Continued 





WATCH salesmen for nationally ad- 


vertised, popular priced, Swiss watch 
line; commission basis; territories 
open: East, Middle West, South- 
west; existing accounts will be turn- 
ed over; state complete details, past 
experience and reference. Address 


“C., 1137,” care J C-K. 





SALESMEN with following, by long es- 


tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
covering Southern and Western terri- 
tories; residing in vicinity; travel by 
car; drawing against commissions; ref- 
erences. Address “R., 2622,” care J C-K. 





JEWELRY managers wanted; we have a 


large group of stores over the country 
and are interested in obtaining top 
flight jewelry men capable of managing 
stores; good salary and profit sharing 
arrangement; give full details about 
yourself, age and experience; replies 
7x ae Address “H., 1257,” care 





LOOKING for a real future; here it is; 


expanding credit jewelry firm needs 
(two) managers, (four) assistant 
managers, (two) top salesmen; if 
you’re fully experienced, write in 
confidence at once; state full quali- 
fication, present salary, age, etc. 
Edwin Freed, c/o Alpert’s, Water 
St., Elmira, N. Y. 





COSTUME jewelry salesmen; leading 


manufacturer of nationally advertised 
and fast-selling costume jewelry line 
has profitable opening for men with 
following among retail jewelers and 
specialty shops in larger cities of Ohio 
and Pennsylvania; only qualified men 
need apply; write giving full details in 
first letter: all replies held confidential. 
Address “D., 1396,” care J C-K. 





STORE manager, for established retail 


business; must be experienced in 
advertising and collection, and be a 
window trimmer, also a good sales- 
man; applicant should prove previ- 
ous experience for an aggressive 
operation; located in the Middle 
West; give full details in first letter. 
Address “R., 1328,” care J C-K. 





SALESMEN (two) Los Angeles or San 


Francisco area (for Pacific Coast): 
Chicago (for West and Southwest): 
well known, highly respected, top qual- 
ity, popularly priced, Swiss watch line, 
requires qualified, top-flight salesmen ; 
commission basis; plenty of good, ac- 
tive accounts will be turned over; no 
objection to non-conflicting lines. Write 
at once to “C., 1272,” care J C-K. 





TERRITORIES being rearranged: we 


have opening for three or four top-notch 
salesmen with outstanding reputation 
and wide experience, to carry America’s 
outstanding diamond ring line; you will 
have drawing account, outstanding pro- 
motional aids, good territory; give full 
detail of your background by letter to, 
W. F. Sebel Co., 315 W. Fifth St., Los 
Angeles 13, Calif. 





A NATIONALLY known diamond ring 
house has several territories open 
for active salesmen with established 
following in Texas, Oklahoma, Ala- 
bama, Arkansas, Louisiana and Ten- 
nessee; very liberal drawing against 
commission; all information kept in 
strict confidence; our salesmen know 
of this ad. Address “R., 1159,” care 
J C-K. 





EXPERIENCED salesman (with non- 
conflicting line) who has good retail 
store following in the Western States, 
to carry line of onyx mountings, signet 
rings, diamond set as well as unmouted, 
ladies’ sets and mountings, and gent’s 
rings; good opportunity for hard worker 
to build up steady income; old estab- 
lished shop and trade. Address “L., 
1319,” care J C-K. 





SALESMAN wanted by nationally known 
diamond and stone ring manufacturer: 
high calibre man with following to take 
over established territory, Illinois and 
Missouri including St. Louis; must have 
consistent record of five figure earn- 
ings; interviews will be arranged con- 
veniently; give full details in first let- 
ter; commission; our men know of this 
ad. Address “H., 1280,” care J C-K. 





— —--- 


SALESMEN (two) for Gotham watches; 
two territories open; splendid opportu- 
nity for experienced men with good 
following; write giving all pertinent 
details, qualifications, past experience, 
ete.; Midwest—Indiana, Illinois (ex- 
cluding Metropolitan Chicago area), 
Missouri, Kansas: New England States 

all inclusive. Ollendorff Watch Co., 

Inc., 20 W. 47th St., New York 36, N. Y. 











COSTUME jewelry salesmen, one _ of 
America’s foremost makers of nationally 
advertised costume jewelry has terri- 
tories open in Maryland, Virginia, 
Washington, D. C., North Carolina, 
Texas, Oklahoma, Louisiana and Ar- 
kansas; these men must have following 
among retail jewelers and _ specialty 
shops: only qualified men need apply: 
give full particulars in first letter; all 
replies held confidential. Jewels by 
Bogoff, 31 S. Franklin, Chicago 6, III. 





JEWELRY salesman, energetic, ready 
to travel, with well established fol- 
lowing in New York Metropolitan 
Area, and Chicago-Midwestern terri- 
tory, to represent well known manu- 
facturer of high quality platinum 
and white gold cases, bracelets and 
attachments; no objection to side 
line of ring mountings from a repu- 
table concern; commission basis; re- 
plies held in strictest confidence. 


Address “*M., 1376.” care J C-K. 





SALESMEN, to represent outstanding, 
established, nationally advertised watch 
line, whose selling features include ex- 
clusive franchise distribution and sensa- 
tional guarantee; not just another 
watch: very lucrative incomes can be 
earned by men who have good follow- 
ing among retail jewelers: write in de- 
tail stating past experience and terri- 
tory covered: all replies will be held 
strictly confidential. Address “S., 1407,” 
care J C-K. 





SALESMEN wanted; manufacturer of 
nationally known diamond ring line has 
openings for two experienced and ag- 
gressive salesmen, with established fol- 
lowing, to cover the Southwest and 
Middle West; we have well established 
accounts among the retail jewelers in 
this territory, affording an excellent 
opportunity for the right man; liberal 
commission; give full details, experi- 
ence and territory in first letter; all in- 
quiries held confidential. Address “P., 
1378,” care J C-K. 


NATIONALLY known, establish 
manufacturer, with current <a 
accounts, seeks salesmen for male 
able line of 14K gold and platin : 
mountings and watch attachment. 
three territories available, East Coa 
from Virginia to Florida; Southwes 
and Pacific Coast; want aggressin. 
salesmen with following among = 
tailers and wholesalers; liberal} com 
mission; write for interview givj : 
present connections, lines carried 
references, and experience, Address 


“N., 1402.” care J C-K. 





ee 


WHOLESALE jewelry salesmen: after 
the first of the year, we will need gy. 
eral good salesmen to represent us in 
various territories, including the Gulf 
States as well as in the Mississippj 
Valley; complete lines of diamonés 
jewelry, watches, clocks, silverware, ap. 
pliances and materials and _ supplies: 
commission basis, drawing account: j 
reply give full information as to yoy 
experience and _ background; | gales: 
marital status and family; your age 
and health; do you own your home 
what year, and what kind of car & 
you drive; all replies held strictly cop. 
fidential. Address The President, A. ¢ 
Becken Co., P.O. Box I, Chicago 49. 
Tl. 
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For Sale 


Stores, Stocks and Businesses 














JEWELRY and repair business for sale: 
established many years on Long Island: 
partnership dissolution ; attractive prop- 
osition. Address “R., 1379,” care J C-K. 





WALL Street District, watch and clock 
repair business; some selling; estab. 
lished 26 years; five-day week; owner 
retiring; reasonable. Address “B, 
1361,” care J C-K. 





JEWELRY store, Western Illinois rich 
farming community; nationally adver- 
tised merchandise; excellent repair; 
gross $18,000; perfect location; low 
overhead. Address “M., 1400,” care 
J C-K 








WELL established store in small North 
Georgia town; top franchises, including 
Gorham sterling; exceptionally clean; 
will sell at cost, which is about $6,000; 
reason, illness. Address “Y., 1313," 
care J C-K. 











JEWELRY store, excellent location, larg- 
est town in Long Island; established 25 
years as jewelry store; good opportu- 
nity ; inventory $25,000; will reduce to 
suit buyer; confidential. Address “W., 

337,” care J C-K. 


——$—_—— 


ESTABLISHED jewelry store in Cali- 
fornia; leading watch and sterling 
silver franchises; immediate po 
session; will sell at inventory, wish 
to retire. Address “W., 1312,” care 
J C-K. 











JEWELRY store for sale; due to ill 
health I must sell my store; very mod: 
ern and well established; selling price 
very reasonable. Michael Mignella, 
Santa Fe Time Inspector, 135 N. Corted, 
Prescott, Ariz. 








FOR SALE; jewelry store in west central 
Minnesota, a licensed State, heart of 
hunting, fishing and tourist business, 
located on main street with best fran- 
chises: enough repairs for two. Fo 
more information write, Box 249, Alex 


andria, Minn. 
= es 
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ma FOR SALE—Continued 











: RN California; San Gabriel; 

SOUT modern jewelry store, clean stock, 
national brands, fine fixtures; 20,000 
population , must be watchmaker; re- 
airs $600 per month; sacrifice at 
$5,000; will reduce stock. Address “F., 
1399," care J C-K 





ee 


jewelry store with minimum stock 
on dstures ; established repair depart- 
ment; franchises for good lines; no 
accounts receivable or payable; choice 
location in small industrial city in 
South Carolina. Address “R., 1404,” 


eare J C-K. 





a 


JEWELRY store for sale in Brooklyn, 
New York; established 50 years same 
location; retiring from the jewelry 
business; low rent; excellent opportu- 
nity for watchmakers; near factories 
and shipping; sacrifice $2,500. Address 
“R.,, 1353,” care J C-K. 








JEWELRY production shop, equipped for 
centrifugal casting, stamping; Central 
downtown location, San Francisco Bay 
Area: ready to operate; may be leased 
at $100 month with option to buy; write 
owner. West Coast Jewelry Co., 477 
15th St., Oakland, Calif. 





FACTORY for sale, because of illness; 
I. S. Manufacturing Co., 83 Canal St., 
New York, selling out; established 
jewelry business fully equipped for 
manufacturing; a complete casting de- 
partment, stamping, rollers, polishing, 
molds, models, plus many other articles 
which cannot be described: could be 
sold complete or by pieces. 








LEADING jewelry store, Dyersburg, 


Tenn.; 15,000 population, 100 per cent 
location, attractive lease; all leading 
lines silver, china, crystal and watches 
available : air-conditioning new: annual 
business $60,000: can be increased: op- 
tometrist_ will share part of rent: fix- 
tures, air conditioning, safes, cash 
register, displays and other equipment 
$7,500: no stock. Hobbs Jewelrv Co., 
Tel. 786; Dyersburg, Tenn. Est. 1904. 








MODERN, large, cash jewelry store, 


100% location, doing a good busi- 
ness, could do a big credit business 
also, in Metropolitan Area; up-to- 
date fixtures; six o’clock closing ; 
long lease, low rent, 40 year estab- 
lishment; 25 years in same location; 
A-] reputation; owner wishes to re- 
tire, for a deserving rest; will take 
$65,000 to $75,000 to handle; 
please do not answer unless you 
mean business, and have the cash 
to handle. Address “S., 1333.”’ care 
J C-K. 
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For Sale 


Tools, Equipments 


(ne 





USED tools, benches, lathes, cleaning ma- 


chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





USED show cases and wall cases in 


modern blonde finish; also Kingsley 
stamping machine and crystal cabinets. 


Block’s Jewelry, Burlington, Iowa. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annownce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





LOUIS LENHOFF, auctioneer, sales 
coast to coast, 3010 W. Chicago 
Blvd.. Detroit 6, Mich. Phone: Tyler 
6-0439. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
39200 Blackstone Avenue, Chicago 
1S. 





M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 353. 


WANT to sell out, raise cash, reduce 


stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





CASH for you immediately; R. A. Zan- 


one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet, Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-0660. 








COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 


DO you need cash; examine our 


guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the past two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 








AUCTIONEER; 10 successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





ATTENTION Mr. Jeweler; want to sell 
out, reduce stock, raise cash, removal, 
remodel. Robert E. Jones Sales Co., 
Auctioneers, flat sale conductors; we 
buy, we conduct sale for you. Phone 
KE 1-8683, Cleveland, Ohio. 25 years’ 
experience in over 500 stores. 








SAMUEL GANSBURG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and fimance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynnebrook, N. Y. Tel.: Lyn- 
brook 3-8044., 


I AM ready to pay you cash, dollar 


for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence held 
in strict confidence. Herman Kim- 
mel, 48 W. 48th Street, Room 1309, 
New York, N. Y. 





AMERICA’S foremost jewelry auction- 


eer; an auction service for jewelers 
who care; over three million in ac- 
tual cash results for 24 jewelers; 
my new service embraces the sale 
of jewelry stores in bulk, as well as 
by auction sale; we call in our stock 
buyer, capable of paying up to a 
million dollars for a store, and he 
will make you an offer; we help you 
drive as good a deal as possible; will 
come and see you at my expense, 
join in family or administrative con- 
ferences, then advise what we think 
is best way for you to liquidate your 
business. Thomas J. Faussett, How- 


ell, Mich. 
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Wanted to Purchase 





WANTED, going credit jewelry store, 
South, preferably Florida; pay cash. 
Box 1425, Grand Central Station, New 
York 17, N. Y. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED: supplier of silver or nickel 
initials, block design, 5%” high, thickness 
of a dime, for inlaying on men’s smok- 
ing pipes. Address “T., 1308,” care 
J K. 








ee eee --—-= 


IF vou have a store or stores for sale, at 
a fair price, located in the Southeast, 
we are interested in buying: all infor- 
mation confidential. Address “R., 168,” 
care J C-K. 








CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, ete. T. D. Sweazey, 2018 
W. North Ave., Chicago 47, IIl. 





WATCHES wanted; all brands, any 
quantity; highest market spot cash 
prices paid; we buy surplus jewelry. 
rings, diamonds, etc., correspon- 
dence invited; references; Houston 
National Bank, Houston, Texas, 
Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 6th floor M&M Bldg., 


Houston 2, Texas. 








JEWELRY store wanted; want old estab- 
lished cash jewelry store in small or 
medium size town; not interested in 
fancy fixtures or expensive store im- 
provements, but no objection to mod- 
erate amount of older stock at current 
value; will make immediate deal for 
spot cash if price is right; please give 
years in business, value of inventory 
and price. Address “B., 1136,’ care 


+ . 
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CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K. 
108 Beale Ave., Memphis, Tenn. 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course, that it’s jewelry and belongs 
in a jewelry store; what’s more, 
we'll pay cash for it without hem- 
ming and hawing; wire or write your 
proposition or call. Ref.; Jeweler’s 
Board of Trade, Dun & Bradstreet, 
Manufacturers Trust Co., N.Y. 
Frank Pollak & Sons, since 1905, 
72 Bowery, New York, N. Y. Phone 
Canal 6-2854. 

















To Let 


| 








TWO, desirable bench spaces for jeweler, 
watchmaker or diamond setter; excel- 
lent light and new; above Exchange; 
congenial atmosphere; Holmes protec- 
tion. Charles Silberman, 135 Canal St., 
New York City 2. Walker 5-8944. 





AVAILABLE for term lease; attractive 
one and a half story building; suburban 
shopping center on Philadelphia’s main 
line; large parking area; excellent for 
jewelry, flat silver, ete. Stanley M. 
wise Wynnewood, Pa. Midway 
e27"0o01. 








Watch Work, etc., for 
the Trade 





FINE watch repairing for the trade; 
work guaranteed and electronically 
timed; fast and reliable service. Joe 
ee 9 Broadway, Saranac Lake, 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 19, N. Y 








WATCH repairing for the trade; prompt 
service and reasonable prices: work 
ruaranteed. G. Edward Fleisher, P.O. 
Box 944, Lancaster, Pa. 


L 





WATCH repairing for the trade, price list 
and reference upon request. M. J. Gallo, 
922 N. Plum St., Lancaster, Pa. Tele- 
phone 2-3788 
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BOSTON, Mass.; expert and guaranteed 
watch repairing: prompt service; prices 
on request; mail orders invited: David 
Migdal & Co., 199-B Summer St., Tel. 
Hu 2-9547. 
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SPECIALIZING in repairing chronographs 
and all types of watches: all watches 
timed by the Watchmaster: guaranteed 
service: I. Altay, 22 W. 48th St., New 
York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 








BOSTON, Mass.; guaranteed trade watch 
repairing; fair prices: watches elec- 
tronically timed: efficient, dependable 
mail service: prices on request. Sidney 
C. Gordon, 333 Washington St. 
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RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed; pearl restringing within two days: 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St., 
New York 19, N. Y. 
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KNOW your vibrator; mail direct 
same day service; economical, de- 
pendable, vibrating service. Hair- 
spring Vibrating Co., 406 32nd St., 
Union City, N. J. 





SEND all watches to us for 
vice, quality and price: complicnnns ser. 
stop watches our specialty: one wu" 
guaranteed and insured; 150 yeare® 
C. Sciacca, 33744 »foveral generation, 
cago 44, Ill. - Central Ave, Chi. 











$$ 
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TWENTY-FIVE years’ experience j; 
fine watch repairing ; repair 7 
chronographs, and all types of com. 
plicated watches; free case Polish. 
ing; Watchmaster machine assures 
accurate timing; work Zuaranteed: 
delivery three to six days; price list 
upon request. H. Spielman Co,, 9 
Maiden Lane, New York . - N. Y. 
Worth 4-3377. 
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Special Order Work and 
Repairs for the Trade 











PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe. 
cialty. Carman Art Co., 15139 Glaston. 
bury Blvd., Detroit 23, Mich. 





ee 


EASY profits: ring stone replacements: 
send the ring we will furnish the stone 
and have it set; also Titania and Opa) 
loose or mounted. Ace Lapidary Co. 
Jamaica, N. Y. 











PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished: 
right prices, prompt service, monthly 
billing: we specialize on mail orders: 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. I. 





COMPLETE jewelry service, diamond 
setting, sizing, special orders, re- 
pairs, polishing and rhodiuming ac- 
complished with speed and guaran. 
teed workmanship. Evans & Co., 36 
W. 47th St., New York 36, N. Y. 





STONE encrusting, engraving and 
drilling precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials military insig- 
nias; fraternal emblems; __ stone 
cameos up to 50 mm size; onyx 
crosses special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St. 
New York City. 
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Miscellaneous 





PERSONAL: Sydney Wolf, at one time 
of Lancaster, S. C., please communicate 
with H. W. Hauptman Co., Advertising 
Agency, 18 E. 48th St., New York, N. Y. 


as 
- . 





WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 


———_ 
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Jewelers’ Circular-Keystone’s 





Annual Index of Merchandising, 
Operational and Technical Ideas 





As published in the 12 issues—January-December 1952 


‘Tus annual index to the many subjects covered in articles in THE 
JEWELERS’ CrRCULAR-KEYSTONE during the past year is presented as a reader service. 
[It is designed to be helpful to jewelers who may wish to refer back to a particular 
article or subject covering some specific phase of jewelry store operation or as a 
reference to merchandising and promotion ideas used successfully by other jewelers. 


A Reputation Does Make a Dif Die Gift ‘Angle’ Booms Savitt’s 
—— ference! March:116 ‘Front Row, Center.’ Jan :86 Shaver Promotion. April :174 
Easter is Stress ile - sar may og Ring oy Appliance Sideline Becomes a 
ers to Stress Git Angle tor Apart jewelers indows. jan: S 4] : 
ADVERTISING All Lines. March :122 136 et oe a 
(See also “Display” —**‘ Promo ‘Your Time is My Time” March : Waste Window Becomes a Fea- Electric Shavers—A Natural for 
tion’”’—‘“‘Window Display”) 181 ture for Sterling Displays. Jewelers. April:1 
General oo, A Texas Jewelry Store Makes Jan :163 Extra Boost for p on Pro 
i: for ‘Fifty Two.’ Jan: Friends With Graduating Newspaper motion. June:128 
_ Classes. March :183 ‘Read All About It!’ Jan:80 Small Appliances Are Profit 
Valentine Displays That Majored Gem Education for the Cus- Announcement Ad Lends Pres Items in This Jeweler's Gift 
in Gifts of Lasting Pleasure. tomer and Clerk. April:120 tige to Store. Feh:146 Merchandising Program. Dee: 
Jan :102 How to Start Your Campaign Anniversary Ad Reminds Public 106 
Quality is the Theme But Ad- to Promote Appliances. April: of Store’s Long Service. May: 
vertising Misses No Selling 168 170 
Points. Jan:104 Cift ‘Angle’ Booms _ Savitt’s Matching Diamond Ensembie 
Customer Satisfaction is Best Shaver Promotion. April:174 Featured in Newspaper Ad. ASSOCIATIONS 
Advertising in Building Re- Building Confidence. May:104 July :123 
pairs. Jan :106 ‘Gem-formation’ Promotion Small Ads on Small Watch Ser. Cut in First-Quarter Copper 
Electric Housewares Industry May :108 vice Pay Off. July :144 Allocations Protested by 
Plans Expanded Gift Cam- June Accents on Rings. May: Unusual Ad Selis Store Name. NEMJ&SA at Hearing. Jan: 
paign for 1952. Jan:112 110 Oct :153 172 
New Year Season Ideal _ for It Pays to Introduce New Em Newspaper Column for Bowlers Diamond Manufacturers & Im. 
Birthstone Promotion. Jan: ployees to the Community. Sponsored by Jeweler. Oct: porters Association Holds 
116 May :139 198 Hearing on ‘Perfect’ Dia- 
National Valentine’s Day Coun- ‘The Company We Keep.’ May: Ideas That Sold in Christmas monds. Feb:183 
cil Sets 1952 Program. Jan: 171 Ads. Nov:120 NACJ Members Elect Wolfgang 
122 For the Cause of Good Watches Ad Arouses Interest in Birth- President. Feb :186 
Sweets and Jewelry for the and Satisfied Customers. May : stones. Nov:134 Over 100 Firms Reserve Space 
Sweetheart. Jan:129 222 Utah Jeweler Offers Free Gifts at NA Cy] Show. Feb:193 
Valentine Card Exhibit Draws Promotion Pioneering Maintains to New Fathers. Nov:135 Advice on Building Sales Offered 
Crowds. Jan:130G Leadership in Sales. July :80 Radio in New AGS Booklet. Feb: 
Jewelry Store Recital Launches ‘Five Year Plan’ Makes Table- ‘You’re on the Air.’ Jan:82 . _ 
Pianist and New Silver Pat- ware Lines Top. Volume Pro- Patterned on National Quiz Pro Directory of Trade Associations 
_ tern. Jan:134 ducers. July :142 gram, Jeweler’s Local Quiz March :195 
[hese Figures Add Up to Ex- Top-Billed Repair Operation is Pulls Traffic. Jan:130E AGS Conclave Includes Many 
tra Business. Jan:148 Engineered for Service Ef. Romance of Gems Sells Rings New Features. March :219 
Free Shamrock Plants Draw ficiency. Aug:114 and ws Over the Air. ANRJA Appoints Committee to 
Store Traffic on St. Patrick’s Practical Tips on Diamond Buy April :124 Combat Unethical Practices. 
Day. Feb:140 ing. Aug:145 Personality Via the Airwaves. March: A 
Rings, Colored_ Stone, | “We Have the Unusual Watches.’ Aug :136 American _ Watch Association 
and Signet. March:8 Aug :152 Thoughts on Radio Advertising. Names Lazrus as President. 
hat is a_ Ring Prospect? ‘People Are Most Important.’ Nov :144 April :204 
March :86 Sept :149 Television American Stone Importers As 
What Will Stimulate the Cus- Rings for the Thanksgiving Television—A Second Point of sociation Elect Dresher Presi- 
tomers’ Existing Desire for Bride. Sept :193 Sale. Jan:108 dent. April :211 
Bass March 88 - , Confidence Helped Build This sng Mc and eee Lp « — 
ow the Romance of Rings an Store. Oct:151 ry Price Decontrol. April: 
Stones has Profited Jewelers Prestige Program Stresses ‘Oual- AIR CONDITIONING AGS Formulates Plans for Na- 
for Centuries. March :90 ity’ Link with Store Name. (See also ‘‘Modernization’’) tional Ad Campaign. May: 
How to Present the Facts on Oct :166 Air Conditioning. Feb :88 6 
the Characteristics of Rings. Goodwill Celebration Marks Transom Air Conditioner Solves HIA Convention Features In 
March :92 102nd Anniversary. Dec:134 Space and Cost Problems. formative Talks. June:156A 
How to Capitalize on the Stone Billboard March :161 NWJA Schedules Topnotch 
of the Month. March:94 Billboard Campaign Sells Store Unique Installation Solves Space Speakers to Address Sessions 
How Other Jewelers Have Name on National Brand Tie- and Air Conditioning Problem. at 45th Convention. June: 
Proved Rings Can Be Profit- up. Nov:126 July :118 1I56B 
ry (Class Rings). March: Cooperative Merchandising and Store Opera- 
10 Courtesy Parking Plan Builds APPLIANCES tion Talks to be Featured at 
amg Other Jewelers Have Goodwill and Sales. Jan:98 ; NAC] Convention Sessions. 
Proved Rings Can Be Profit- Cooperative Advertising Makes Electric Housewares Industry June :156D 
able (Jade Jewelry). March own Graduation-Gift Con- Plans Expanded Gift Cam- ANRJA’s Show Program Nears 
106 scious. April :139 paign for 1952. Jan:112 Completion. June :158 
How Other Jewelers Have Direct Mail Gift Wrapping Service Spurs National Jewelry Fair. July :6% 
Proved Rings Can Be Profit- ‘Neither Snow Nor Rain.’ Jan: Extra Appliance Sales. April: Ways to Meet Industry Changes 
able (Emblem Rings). March: 1 Major NWIJA _ Convention 
108 Penny Cards meg OK for Bulk Electric Housewares in the Subject. July :180 
How Other Jewelers Have Mailers. May :137 Jewelry Store. April :167 Watch Material Distributors’ 
Proved Rings Can Be Profit- Direct Mail Literature Makes How to Start Your Campaign to Association of America Con 
able (Rings in General). Bid for Christmas Shoppers. Promote Appliances. April: fab Attracts ‘Largest Atten 
March :110 Nov :164 168 dance Ever.” Tulv :182 


FOR JANUARY, 1953 193 








3 aS ee 


Over 4000 Expected to Attend 
NACJ Convention. July :184 

Chain Makers Announce First 
Winners in Annual Student’s 
Design Competition. July :184 

ANRJA Convention and Trade 
Show. Aug:97 

NACJ Convention News High- 
lights. Aug :209 

NEMJ&SA To Release Results 
of Wage and Personnel Sur- 
vey. Aug:221 

Jewelers Vigilance Committee 
Continues Drive Against Price 
Control on Jewelry. Aug:222 

Machine Chain Manufacturers 
Association Choses Winners 
in Jewelry Design Competi- 
tion. Aug :222 

Business Sets Good Pace at 
ANRJA Show. Sept:199 


National Jewelers Association 
Sets Dates for ’°53 Convention. 
Sept :200 


JVC Chairman Says ‘Industry 
Ethics Not Improving,’ Oct: 
208 

American Gem Society Opens 
Membership. Oct:23 

NWJA Aims to Strengthen In- 
dustry Relations Through 
New, Aggressive Program. 
Nov:188 


—_B- 


BIRTHSTONES 


(See ‘‘Advertising’’—‘Gems”’— 
“Promotion” ) 

New Year Season Ideal for 
ow Promotion. Jan: 


Changed Birthstone List of JIC 
Receives OK from Trade. 
Aug :219 

Ad Arouses Interest in Birth- 
stones. Nov: 134 


BOOK REVIEWS 


Instruction Book on Chrono- 
graphs. April:165 

Watch Papers. Oct :165 

Watch Repairing Hints. Oct :165 

Clock Repairing. Nov:151 


BUSINESS CONDITIONS 
weete, Ahad for ‘Fifty-Two’? 


an: 

NEMJ&SA to Release Results 
of Wage and Personnel Sur- 
vey. Aug:221 

Increase in Third-Quarter Metal 
Allotments Brightens Outlook 
for Jewelry Manufacturers. 
Aug :228 

Profit-Making Ideas from 40 
Industry Leaders. Sept :89 

Study of Domestic Economy 
Undertaken to Halt Setback 
when Defense Spending Ends. 


Nov :181 
Fewer Federal Controls on 
Business are Anticipated Un- 


= New Administration. Dec: 


BUSINESS MANAGEMENT 


(See also “Sales Training’) 
ial Security for Self-Em- 

ployed. Jan:110 

Plan Your Investment. Feb:108 

It Pays to Introduce New Em- 
ployees to the Community. 
May :139 
ow Good is Your Insurance? 
June: 

Profit-Making Ideas from 40 
Industry Leaders. Sept :89 


CAMERAS 
Merchandising Showmanship De- 


velops City-Wide Camera 
Business. July :96 
Christmas Promotion Helps 


Boost Camera Sales. Nov:163 


CHINA, GLASS & GIFTWARES 


(See also “Merchandising’’) 

These Figures Add Up to Extra 
Business. Jan:14 

Coordinated Selling Stars China- 
Glass-Silver. Jan:161 
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Cooperative Purchasing Plan 
Aimed at Follow-up Sales. 
March :122 

Easter Breakfast Table Stimu- 
lates Interest in Tablewares. 
March :163 ; 

Unusual Bridal Service Builds 
Good-Will and Sales. March: 
168 

Tableware ‘Festival’ Attracts 
30,000 to City-Wide Event. 
April: 100 

‘I Do’ Theme Sets Mood for 
Store-Wide Bridal Promotion. 
April :100 

‘Live’ Card File Aids Bridal 
Sales. April:145 

China and Glassware Broaden 
Small Town Jeweler’s Sales 
Opportunities. April:186 

Become the ‘‘Table Top Fashion” 
Authority. June :66 

Brides of Today. June:68 

Brides of Yesterday. June:70 

How to Attract Business to 
Your Store. June :72 

China and Glass ‘Sell on Sight.’ 
Tune :74 

‘Shupper’ Displays for China and 
Glass in the Store. June:76 

Tree Motif Makes Colorful Back- 
ground for Window Display of 
Patterns. June:77 
here’s Romance in ‘Table Top 
Fashions’—Sell it! June:78 

China and Glassware Terms to 
Help You Sell! June:80 

China and Glass Promotion Pro- 
gram Covers all Markets. 
June :82 

‘Gift Center’ Title Must he 
Earned and Maintained. June: 

Training Tomorrow’s Customers. 
June :136 

National Magazines Keep Con- 
sumers Up-To-Date on ‘Table 
Top Fashions.’ June:148 

Store Design Coordinates ‘Table 
Top’ Selling. July :74 

Coordinated Tableware Displays 
to Catch the Eve of the 
August Bride. July :84 

Home Fashion Slant Appeals to 
Wider Market for Table Top 
Wares. July :128 

Handmade Glassware Producers 
Allowed Price Increase by 
OPS. July :182 

China and Glassware Featured 
as Gift Suggestions. Aug:186 

Elbow Room for Growing Table- 
ware Sales. Aug:192 

Coordinated Tableware Mer- 
chandising Means Coordinated 
a in All Three Lines. Sept: 
68 

Presenting China and _ Glass. 
Sept :184 

Table Disnlavy Features Prefer- 
ences of Brides-To-Be. Nov: 
166 


Geary’s Makes Successful Spe- 
cialty of Table-Top Wares. 
Dec :118 

Complete Merchandising Pro- 
gram Headlines Store as Table- 
ware Headquarters. Dec:122 


CLOCKS 


Are Big Business for This Small 
Community Jeweler. June :94 
OPS Issues Pricing Order for 
Watch and Clock Assemblers. 
June :156H 

Clock Repair Specialty Gives 
Lead to ‘Carriage Trade’ Sales. 
Aug :113 

Clocks Are Traditional and 
Profitable for Community 
Jeweler. Aug :116 

Jeweler Conceives and Designs 


‘Global Clock.’ Nov:150 


COLORED STONES 


(See ‘‘Fashions” — ‘‘Gems’”’ — 
“Merchandising” — ‘‘Promo- 
tion’”’—‘‘ Rings’’) 


COSTUME JEWELRY 


Up-To-The-Minute Inventory is 
Key to Costume Jewelry Sales. 
Sept :160 

Store Capitalizes on Costume 
Jewelry. Sept:194 

FTC to Set New Hearing for 
Proposed Rules on Costume 
Jewelry Industry. Nov:182 

New England Jewelry Manu- 
facturers Experience Busy Fall 
Season. Nov:183 


CREDIT 


U. S. Suspends Controls on 
Installment Buying. June:153 

Easing of Credit Curb Improves 
Outlook for Commercial Build- 
ing. June:156A 

Retailers Form Credit Plate As- 
sociation. Aug :185 


» = 


DESIGN 
(See also “Fashion’’) a 
Student Designs Show  Origi- 
nality. May :126 


DIAMONDS 
(See also ‘‘Display”—‘‘Fashion”’ 
—'‘Merchandising’’—‘‘ Promo- 


tion’—‘‘Rings’’) 

Unbalanced Designs Favor Use 
of Unconventional Diamond 
Shapes. Jan:146 

Educational Program Tells and 
Sells Diamond Customers. 
Feb :98 

Stricter Policing Asked on FTC 
Diamond Rules. Feb:183 

Famous Diamonds of the World. 
March:161. April:146, May: 
147, June:111, July :152, Aug: 
156, Oct:163, Nov:146, Dec: 


5 
Romance of Gems Sells Rings 
and Jewelry Over the Arr. 
April :124 
Sentiment Sells Diamonds. May: 


84 
Roll Out a Red Carpet of Con- 
fidence. May:88 ; 
The Answers to These 10 Kev 
Questions Sell Diamonds. 


“May :90 

Don’t Overlook Fashion in your 
Diamond Merchandising. 
May :96 

In-Store Displays are Important 
to the Diamond Presentation. 
May :100 pa 

A Bridal Window to Initiate 
Your Diamond Promotion. 
May:102 

Building Confidence. May :104 

‘Gem-formation’ Promotion. 
May :108 ; 

June Accents on Rings. May: 
110 


Outside Lectures Boost Dia- 
mond Sales. May:140 

Drop in ‘Switch’ Deals Cited as 
Reason for Normal Diamond 
Market. June:155 

Diamonds at Retail. July :72 

The Diamond Industry in 1951. 
July :88, Aug:130, Sept :126 

Does Your Diamond Customer 
Understand You? July :94 

Matching Diamond Ensemble 
Featured in Newspaper Ad. 
July :123 

Practical Tips on Diamond Buy- 
ing. Aug:145 

New Diamond Pieces Shown to 
Fashion Press. Aug:21 

Rings for the Thanksgiving 
Bride. Sept :193 

Champagne, Roses and Dia- 
monds. Oct:159 

Price of Rough Diamonds In- 
creased 3 to 4 Per Cent. Oct: 
203 

Christmas Diamonds for Today’s 
Brides. Nov: 

Christmas Diamonds for Yester- 
day’s Brides. Nov:95 

Diamond Gifts for Big Moments. 
Nov :9 

The Slow-Flying Stork of the 
730’s. Nov:10 

Diamonds U.S.A.—1953. Nov: 

> 

Diamonds-Fashion Are Bedrock 
of Jeweler’s Business. Nov: 
106 

‘Little Queens’ to Tour for Cor- 
onation Tie-in. Nov:110 

~,* Diamond is Cut. Nov: 
11 


DISPLAY 


(See also ‘‘Modernization’”’ — 
‘‘Promotion’—“‘Window Dis- 
play’’) 

‘Front Row, Center.” Jan :86 

A Valentine Display That Says 
‘Gifts Are a Mutual Affair.’ 

Jan :94 


Valentine Displays That Ma 
jored in Gifts of mith 
Pleasure. Jan:102 7 Lasting 

Windows. Feb:85 

Showcases. eb :86 

Fixture Design Provides Maxi 
mum Display Value from 
Limited Space. Feb:1]2 

Silverware Window Panels Fa. 
cilitate Pattern Display, Fe}. 


1 

How to Plan a Year-’Royng 
Display Campaign for Rings 
_ Colored Stones. March: 
9 

Easter is Opportunity for Jew. 
elers to Stress Giit Angle fo; 
All Lines. March:112 

Easter Breakfast Table Stim. 
ulates Interest in Tablewares 
March :163 

Silver in_the Window. April :92 

Follow Through with In-Store 
Displays. April :93 

In-Store Displays Are Important 
to the Diamond Presentation. 
May :100 

A Bridal Window to Initiate 
Your Diamond Promotion. 


May :102 
June Accents on Rings. May: 
110 


Window Display Features Cifts 
for Dad and the June Grad. 
uate. May :138 

A Tale of Potatoes and a Dia. 
mond. May :144 


‘Every Dad Has His Day.’ May: 


169 

China and Glass ‘Sell on Sight.’ 
June :74 | 

Shopper Displays for China and 
Glass in the Store. June:76 

Antique Jewelry Gets Wide 
Newspaper Coverage. June: 
131 


Coordinated Tableware Display 
to Catch the Eye of the 
August Bride. July :84 

Signposts to Service in the 
Store. Aug :109 

Display and Incentive Plan Lift 
Sales Ratio on Silver Hollow. 
ware. Aug:172 

‘Sliding Displays’ Promote 
Watchband Sales for Texas 
Jeweler. Aug :189 

Every Day is a Gift Day with 
a Consistent Gift Theme Pro- 
motion Program. Sept:118 

Silver Wall Display Unit Helps 
Overcome Space _ Problem. 
Sept :176 

Follow-Through Displays _ for 
Watches in the Store. Oct :109 

Swiss Stress Simplicity in Watch 
Displays. Oct :206 

Color and Imagination Highlight 
Christmas Displays. Nov:88 

Gift Tree is Center Motif for 
This Easy-To-Make Christmas 
Display Window. Nov:90 

Make Your Whole Store Say— 
“‘Christmas.’’ Nov:91 

Items to Check on Your Window 
Display. Nov :148 

‘Paperweight’ Scenes Make 
Novel Atmosphere Motifs for 
Christmas Displays. Nov:154 

‘Capsule Display’ Overcomes 
Space Limitations. Nov:162 

Individual Display Capitalizes 
on Impulse Sales of Lighters. 
Dec :82 


DOOR-TO-DOOR SELLING 


Group Opposes ‘Excessive’ Laws 
Which Ban Itinerant Peddlers. 
March :205 


_-— 


EMPLOYEE RELATIONS 


(See also “Business Manage: 
ment’’—‘“Sales Training”) 


ENGRAVING 


(See also ‘*Technical’’) = 

A Practical Course in Artistic 
Engraving. Jan:194, Feb :216, 
March :234 


EXTRA LINES 


(See also ‘‘Display’’ — ‘*Mer- 
chandising’’—‘‘Promotion’’) 
Gift Shoppers Become Regular 
Customers for All Lines. Feb: 

164 


Jeweler Finds Profit in Picture 
Frames. Oct :184 


THE JEWELERS’ CIRCULAR-KEYSTONB 














_F— 


FAIR TRADE 


New Canadian Legislation _Re- 
scinds ‘Fair Trade’ Law. Feb: 


Hearings 


183 
G Plans 
House oe Rai Bills. 


on New ‘Fair Trade’ 
:183 

PP Units Hear Pro and Con 
Testimony on Bills Advocat- 
ing Effective Fair Trade. 
March:199 ; 

Cartoon Book Tells Public Ad- 
vantages of Fair Trade. 

ch :201 

haa for Effective Fair Trade 
Climax Conclusion of Con- 
gressional Hearings. April :203 

Fight for Fair Trade Gains Im- 
petus from New Compromise 
Measure. May:1 

McGvire Fair Trade Bill, Voted 
by House, Faces New Trials 
Before Senate Group. June:154 

Effective Fair Trade Bill May 
Wait Until New Congress 
Convenes. July:178 

Truman’s Signature on McGuire 
Bill Put ‘Fair Trade’ Back in 
Action. Aug:215 

Manufacturers of  Fair-Trade 
Items Outline Policies Under 
Newly-Enacted Law. Aug :216 

Bill is Main Topic of Meeting 
of N. Y. Jewelers. Aug :231 

Loophole in Fair Trade Law 
Seen as Cause for Concern. 
Sept :239 

All-Out Battle Seen on New Fair 
Trade Law. Dece:141 


FASHION 
Mid-Season Fashions Point to 
Spring Profits. Jan:90 
Unbalanced Designs Favor Use 


of Unconventional Diamond 
Shapes. Jan:146 
Fashion and ‘Fads’ ... Both 


Give the Jeweler Promotion 
Opportunity. Feb:100 

How to Use Style to Sell Rings. 
March :98 

New Jewelry Accents Give 
Sparkling Emphasis to April 
Fashions. April:108 

Don’t Overlook Fashion in Your 
Diamond Merchandising. 
May :96 

Pearls Are Making New Fashion 
Headlines. June :86 

Fall Fashion Story ... Lavish 
my to Accessorize Simple 

ines. Aug :122 

New Diamond Pieces Shown to 
Fashion Press. Aug:221 

Fashion’s Color Story Calls for 
Colored Stones. Sept :114 

Fashion Points Up Jewelry and 
Accessories for the New Fall 
Look. Oct :128 

JIC Fashion Director Studies 
European Jewelry Style 
Trends. Oct :205 

Diamonds-Fashion Are Bedrock 
of Jeweler’s Business. Nov: 


Fashion Tips the Sales. Dec :68 


FTC 


a meee Rules for Pearl 

ndustry romulgated b 

FTC. March:199 ” 

To Set New Hearing for Pro- 
posed Rules on Costume Jew- 
elry Industry. Nov.182 

Misuse of Word ‘‘Free” in Ads 
May Invite Censure by FTC. 
Dec :158 


wile. 


GEMS and GEMOLOGY 


(See also 
nical’’) 

A New Look at Zircons. Jan :96 

How the Romance of Rings and 
Stones Has Profited Jewelers. 
March :90 

How Other Jewelers Have Prov- 
ed Rings Can be Profitable. 
March:102, 104, 106, 108, 110 

He ‘Paints’ with Gems ... 

_ March :118 

Gem Education for the Cus- 
tomer and Clerk. April:120 


“‘Diamonds’’—“‘Tech- 
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Romance of Gems Sells Rings 
and Jewelry Over the Air. 
April :124 

A Short Course in Gemology 
April :126, May:116, June:92, 
Aug:118, Sept:122, Oct:132, 
Nov:118, Dec:78 

‘Gem - formation’ 
May :108 

How a Diamond is Cut. Nov:112 


Promotion. 


GIFTS 
(See also “‘China, Glass & Gift- 
wares” — ‘“‘Display’’ — ‘‘Mer- 


chandising’’—‘“‘ Promotion’’) 
Gift Section Rounds Out New 
Store and Creates Greater 
Sales Volume, Too. Feb:114 
Gift Shoppers Become Regular 
yc, for All Lines. Feb. 
4 


Easter is Opportunity for Jew- 
elers to Stress Gift Angle for 
All Lines. March :112 

Building the Gift Department. 
Nov :169 

Window Emphasis on Shower 


Gifts Produces Dividends. 
Dec :139 
HOROLOGY 
(See also ‘Technical’ — 
‘““Watches’’) 


Workshop Questions & Answers. 
Jan :196, Feb:220, March :238, 
April :236, May :218, June :182, 
July :210, Aug:250, Sept :228, 
Oct :236, Nov:214. Dec :166 

Electronic Wrist Watch De- 
veloped by Elgin; Runs on 
Stored Energy. April :203 

Selling the Repair Job. April :232 

Swiss Photo-Finish Cameras to 


Clock ’52 Olympic Events. 
April :214 
A New Definition of the Chro- 


nometer. May:216 

Fried’s Article in ‘Digest’ Draws 
cae, Response. Nov: 
18 


Covernment to Study Manpower 


Needs of Watchmaking In- 
dustry. Nov:182 


wuiliee 


JEWELRY INDUSTRY 
COUNCIL 
JIC to Launch Year-Round 
Ring Promotion in March. 
Jan :167 


A JIC Service. Jan:168 

JIC Membership Meeting Sched- 
uled for January 13. Jan:179 

Past Accomplishments and Fu- 
ture Plans Cited at Annual 
JIC Membership Meeting. 
Feb :187 

JIC Fetes Nation’s Fashion 
Press at Opera. Feb:205 

Explicit Plans for Year-Round 
Ring Program For Retailers 
Set Forth in JIC Idea Book. 
March :200 

Silver Fashion Parade. April :91 

Releases Ring Promotion Aids. 
April:118 

Fashion Keynote Underlies New 
Nationwide Silver Sales Pro- 
motion. April :204 

Outlines Promotion Plans for 
Mother’s Day in Idea Book. 
April :204 

Graduation-Time 
Contained in 
April :207 

JIC Release Arouses Interest in 
Speen Juliana’s Jewelry. May: 


Sales Ideas 
JIC Folder. 


“It’s Watch Inspection Time!” 
Aug :101 

JIC and Suppliers Provide Mer- 
chandising Support. Aug :104 

Changed Birthstone List Re- 
— OK from Trade. Aug: 


The Watch Fashion Parade. 
Oct :106 


JIC Fashion Director Studies 
European Jewelry Style 
Trends. Oct:205 

Names Jack Montgome a 
Member of the Board of Di- 
rectors. Oct:209 


JIC Names Nine-Member Nom- 
inating Committee. Oct:214 

JIC Releases Report on Nom- 
inating Committee. Dec:140 

Report on European’ Fashion 
Findings Given by JIC Fash- 
ion Director at ‘Clinic.’ Dec: 
143 

Releases Describe Jewelry Worn 
at Met Opening in N. Y. 
Dec :145 


=_™ 


LAMPS 


(See also ““Extra Lines’”—‘‘Mer- 
chandising’’) 


LIGHTING 


(See also ‘‘Modernization) 
Lighting. Feb :87 


LUGGAGE 
Luggage Sale Keeps Business 
Active Following Holiday 


Season. Nov :149 


_M— 


MERCHANDISING 


General 

Discount Competition Can Be 
Offset by Using Jewelers’ Ad- 
vantages. Jan:100 

Easter is Opportunity for Jewel- 
ers to Stress Cift Angle for 
All Lines. March:112 

Reputation Does Make a Differ- 
ence; March:116 

He ‘Paints’ with Gems . 
March:118 

‘Budget-Price’ Promotions Bring 
New Customers and Bigger 
Classes. March:183 

Unusual Bridal Service Builds 
— and Sales. March: 


A Texas Jewelry Store Makes 
Friends with Graduating 
Classes. March: 183 

‘I Do’ Theme Sets Mood for 
Store-Wide Bridal Promotion. 
April :104 

Gift Suggestions for Mother’s 
Day. April:133 

Cooperative Advertising Makes 
Town Graduation-Gift Con- 
scious. April:139 

Predicts Biggest Mother’s Day 
Business. April :141 

Graduation Booklet Fosters Gift 
Sales. April:141 

Community Program Builds 
_— Day Business. April: 
4 


‘Live’ Card File Aids Bridal 
Sales. April:145 

Should I Have an Anniversary 
Sale? April:148 

‘Ticket Office’ Sideline Head- 
lines Jeweler. April:165 

Dignity is Best Approach for 
mall Community Jeweler. 
May :124 

Clever Sign Invites Window 
eon to Enter Store. May: 
3 


Ideas for Creating Father’s Day 
Sales. May :136 

Window Display Features Gifts 
for Dad and the June Gradu- 
ate. May:138 

Sell Father First for Father’s 
Day Sales. May:146 

The Guessing Town of Clarinda, 
Towa. May:164 

Anniversary Ad Reminds Public 
ry! es Long Service. May: 

Outboard Motors in Jewelry 
Store Was Good ‘See’ Story. 


June:108 

A Store Name is Changed. 
June :109 

Friday Night Specials Draw 
Traffic. June:128 

Antique Jewelry Display Gets 
Wide Newspaper Coverage. 
June: 


Needed: A New Look at Mer- 
chandising. July :76 

Anniversary Celebration Up- 
Dates 75 Years of Branded 
Lines. July :104 

School Time is Gift Time for 
Jewelers. Aug:12 


Personality Via the Airwaves. 
Aug :136 
Display Window Used to Drama- 


tize Current Events. Aug: 
9 


162 

Jeweler Cashes in on Hobbies. 
Aug :164 

Baseball Novelty Jewelry Side- 
line Becomes ‘Big Business.’ 
Aug :206 

Christmas Sales Help from the 
Bank. Sept:108 


Cooperative Christmas Promo- 
tions Keep Holiday Shoppers 
at Home. Sept:130 


Clock Chimes Remind Residents 
of Their Jeweler. Sept:152 

A Sales-Minded City! Sept :196 

“Turnover.” Oct:126 

House Warming Promotion 


Gains Patronage of New 
Home Owners. Oct:144 
Jeweler Honors Local _ Indus- 


tries in Display Windows. 


Oct :147 

Free Gasoline Offered to New 
Charge Account Customers. 
Oct :155 

A Free Ride with Every Pur- 
chase. Oct:158 

‘Step Inside and Browse 


Around.’ Oct :159 

Prestige Program Stresses ‘Qual- 
ity’ Link with Store Name. 
Oct :166 

Keep Those New Customers 
Coming Back. Oct:182 

Jeweler Finds Profit in Picture 
Frames. Oct :184 _ 

Follow Through Merchandising 
Makes Sales. Nov:132 ; 

Utah Jeweler Offers Free Gifts 
to New Fathers. Nov:135 

Wyoming Jewelers Make Good 
on Confederate Money. Nov: 


Gift Wrapping Service Featured 
by West Coast Jeweler. Nov: 
14 


4 
Free Delivery Service Boosts 


Repair Business from Rural 
Areas. Nov:163 
Stag Night Attracts Male Cus- 
tomers. Nov:167 
Appliances 
Gift Wrapping Service Spurs 


Extra Appliance Sales. April: 
151 


Electric Housewares in the 
Jewelry Store. April:167 | 
How to Start Your Campaign 
to Promote Appliances. April: 


168 
Gift ‘Angle’ Booms  Savitt’s 
Shaver Promotion. April:174 
Appliance Sideline Becomes a 
Jewelry Store Staple. April: 
176 
Electric Shavers—a Natural for 
Jewelers. April :180 
Small Appliances Are Profit 
Items in This Jeweler’s Gift 
Merchandising Program. Dec: 
6 


Cameras 

Merchandising Showmanship De- 
velops a City-Wide Camera 
Business. July :96 

China and Glassware ; 

Coordinated Selling Stars China- 
Glass-Silver. Jan:1 

China and Glassware Broaden 
Small Town Jeweler’s Sales 
Opportunities. April:186 | 

Become the ‘Table Top Fashion’ 
Authority. June :66 

Brides of Today. June:68 

Brides of Yesterday. June:70 

How to Attract Business to 
Your Store. June:72 j , 

China and Glass ‘Sell on Sight. 
Lesnatagt ] for Chi d 

Shopper Displays for ina an 
Glass in the Store. June:76 

Tree Motif Makes Colorful 
Background for Window Dis- 
play of Patterns. June:77 

There’s Romance in ‘Table Top 
Fashion’—Sell It! June:78 

China and Glass Promotion Pro- 


gram Covers All Markets. 
June :82 
Clocks 


Clocks are Big Business for This 
Small Community Jeweler. 


June :94 

Clocks Are Traditional and 
Profitable for Community 
Jeweler. Aug:116 

Diamonds 

Educational Program Tells and 
Sells Diamond Customers. 
Feb :98 

Sentiment Sells Diamonds. May: 
84 
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Roll Out a_Red Sooper of Con- 


fidence. May: 
The Answers to These 10 Key 
Questions Sell Diamonds. 


ay: 
Don’t Overlook Fashion in Your 
Diamond Merchandising. May : 
96 
In-Store Displays Are Impor- 
tant to the Diamond Presenta- 
tion. May:100 
Building Confidence. May:104 
‘Gem - formation’ Promotion. 
May :108 
Outside Lectures Boost Diamond 
Sales. May:140 
A Tale of Potatoes and a Dia- 
mond. May:144 
Does Your Diamond Customer 
Understand You? July :94 
Practical Tips on Diamond Buy- 
ing. Aug:145 
Christmas Diamonds for Today's 
Brides. Nov:94 
Christmas Diamonds for Yester- 
day’s Brides. Nov:95 
Diamond Gifts for Big Moments. 
Nov :96 
The Slow-Flying Stork of the 
*30’s.”. Nov:100 
Gems 
Fall Fashions Need Colored 
Jewel Contrasts. July :82 
How to Present the Facts on 
the Characteristics of Stones. 
March :92 
How to Capitalize on the Stone 
of the Month. March:94; 
April:114; May:114; June: 
90; July:92; Aue:120; Sept: 
~ oe Oct :130; Nov:92; Dec: 


Gem Education for the Custome: 
and Clerk. April:20 

Romance of Gems Sells Rings 
and Jewelry Over the Afr. 
April : 124 

Gifts 

These Figures Add Up to Ex- 
tra Rusiness. Jan:148 

Gift Shoppers Become Regular 
Customers for All Lines. Feb: 


164 

The John Bean Golden Gift 
Club. April:149 

‘Gift Center’ Title Must Be 
rs and Maintained. Tune: 


Lighters 
Individual Display Capitalizes on 
Impulse Sales of T.ighters. 
Dec :82 
Repairs 
Customer Satisfaction is Best 
Advertising in Building Re- 
pairs. Jan:106 
It’s Watch Check-up Time in 
Boston. March:151 
From Watch Repairs to Diamond 
Sales. June:146 
Free Ring Cleaning Service At- 
or New Customers. July: 


~~ wo or Merchants? Aug: 


Merchandise the Prestige of the 
Watchmaker. Aug:104 

Clock Repair Specialty Gives 
Lead to ‘Carriage Trade’ Sales. 
Aug :113 

Top-Billed Repair Operation is 
Engineered for Service Ef- 
ficiency. Aug:114 

Profits Are Necessary Too! 
Sept :110 

Rings 

Rings, Colored Stone, Emblem 
and Signet. March:85 

What is a Ring Prospect? 
March :86 

What Will Stimulate the Cus- 
tomers’ Existing Desire for 
Rings? March:88 

How the Romance of Rings 
and Stones Has Profited Jewel- 
ers for Centuries. March :90 

How to Plan a Year-’Round 
Display Campaign for Ring-~ 
i. Colored Stones. March: 


How to Use Your Windows to 
Initiate Your Ring Selling 
Campaign. March:97 

How to Catalog the General 
a and Designs. March: 


How Other Jewelers Have 
Proved Rings Can Be Profit- 
ry (Colored Stones). March: 


How Other Jewelers Have 


Proved Rings Can Be Profit- 
= (Class Rings). March: 
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How Other Jewelers Have 
Proved Rings Can Be Profit- 
= (Jade Jewelry). March: 


1 

How Other Jewelers Have 
Proved Rings Can Be Profit- 
able (Emblem Rings). March: 


108 

How Other Jewelers Have 
Proved Rings Can Be Profit- 
able (Rings in General). 
March :110 

June Accents on Rings. May: 


Educational Windows Sell Rings. 
Aug :126 


Silver 


Consistent Silver Promotions 
Earn ‘‘Headquarters’’ Tag for 
Oklahoma Store. Feb:148 

Successful Promotion Ideas That 
+a Build Silver Sales. April: 


4 

5 Easy Steps Toward More 
Silver Sales. April :98 

Tableware ‘Festival’ Attracts 
30,000 to City-Wide Event. 
April :100 

If the Customer Asks. April: 


102 

Today’s High School Student— 
Tomorrow’s Silver Customer. 
May :156 

Training Tomorrow’s Customers. 
June :136 ; 

National Magazines Keep Con- 
sumers Up-to-date on ‘Table 
Top Fashion.’ June:148 

Stere Design Coordinates ‘Table 
Top’ Selling. July :74 

Do You Really Know the Filat- 
ware Market? July :78 

Home Fashion Slant Appeals to 
Wider Market for Table Top 
Wares, July:128 

Silver on Parade for Every Cus- 
tomer. July :133 

‘Five Year Plan’ Makes Table- 
ware Lines Top Volume Pro- 
ducers, July :142 

Display and Incentive Plan Lift 
Sales Ratio on Silver Hollow 
ware. Aug:172 

Self-Service on Silverware. Sept : 


166 
Coordinated Tableware Merchan. 
dising Means Coordinated 
’ Sales in All Three Lines. Sept: 


168 

Florida Jeweler Spotlights Silver 
for Christmas Gifts. Oct:160 

Store-Wide Emphasis Placed on 
Silver for Christmas Shoppers. 
Oct :178 

Table Display Features Prefer- 
— of Brides-to-be. Nov: 
6 


Geary’s Makes Successful Spe- 
cialty of Table-Top Wares. 
ec :118 
Complete Merchandise Program 
Headlines Store as Tableware 
Headquarters. Dec:122 


Watches 


For the Cause of Good watches 
and Satisfied Customers. May: 
2 


222 
‘We Have the Unusual Watches.’ 


Aug :152 
There’s Something About A 
Watch. Oct:95 

Watch Sales Begin on Your 
Order Pad. Oct:102 

[Ideas that Sold Watches for 
Others. Oct:104 

The Watch Fashion Parade. 
Oct :106 

‘Tewel Treatment’ Sells Watches 
from $65 to $35,000, Oct:142 
Parade of Lines Emphasizes Ex- 
tent of Watch Department. 
Oct :120 
Store Reputation Supplements 
Brand Lines for Successful 
Watch Merchandising Pro- 
gram. Oct:124 


MODERNIZATION 


You Don’t Have to Sacrifice 
Prestige to Bring Your Store 
Up-to-Date. Jan:132 

Basic Facts of Modernization. 
Feb :83 

Store Fronts. Feb:84 

Windows. Feb:85 

Showcases. Feb:86 

Lighting. Feb:87 

Air Conditioning. Feb :88 

Floor Covering. Feb:89 

Modern Features That Help 
You Sell. Feb :90 

Old World Decor... A Unique 
Departure from Traditional 
Store Design. Feb:92 

Jewels in the Desert. Feb:94 


Area-Wide Modernization Re- 
turns Straying Customers to 
the Fold. Feb:96 

This Modernization Was a Fam- 
ily Affair. Feb:104 

Salon-Type Arrangement De- 
signed for Point of Sale 
Leisure. Feb:110 

Fixture Design Provides Max- 
imum Display Value from 
Limited Space. Feb:112 

“Out of Sight, Out of Mind.” 
Feb :113 

Gift Section Rounds Out New 
Store and Creates Creater 
Sales Volume, Too. Feb:114 

Signs of the Times. Feb:127 

bey It to the Girls.’ March: 


Transom Air Conditioner Solves 
Space and Cost Problem. 
March :161 

New ‘Lock’ Eliminates Calis 
thenics. March:176 

Jeweler’s Sign Dominates Shop- 
ping Area. March:179 

Angled Design Departmentalizes 
Store. April :134 

— Sign Catches Eye. April: 


Full-Scale Modernization Trans- 
forms Building Into  Five- 
Floor Store. April:178 

Store Design Coordinates ‘Table 
Top’ Selling. July :74 

Unique Installation Solves Space 
and Air Conditioning Problem. 
July :118 

Showmanship Makes Headlines. 
Aug :134 

A New Face for Boyd’s Jewel- 
ers. Aug:167 

New Aisle Cases Aid Jeweler 
in Interior Displays. Aug:180 

A Peal of Distinction. Aug: 


Elbow Room for Growing Table- 
ware Sales. Aug:192 

Easing of Credit Curb Improves 
Outlook for Commercial Build 
ing. June:156A 

Presenting: China and Glass. 
Sept :184 

‘Art Gallery’ Motif Strikes New 
Note in Jewelry Store Design 

ec :84 


_N— 


NPA 


Outlook for Jewelry Manufac- 
ture in °52 Grows Dark as 
NPA Tightens Metal Supply. 
Jan :167 

Good Response Reported on New 
Line of Palladium Rings. 
Jan:171 

Cut in First-Quarter Copper Al- 
locations Protested by NEMJ 
&SA at Hearing. Jan:172 

End of Price Controls on Cop- 
per Imports May Improve 
Supply Picture. July :187 

Ruling Allows Jewelry Manu- 
facturers to Assign Brass to 
Finding Producers. July:190 

DPA Acts to Ease Unemploy- 
ment in New England Jewelry 
Plants. April:212 

Amended Platinum Order Allows 
Return of Reclaimed Metal. 
Sept :215 

NPA Officials Are Optimistic on 
Outlook for Jewelry Metals. 
Oct :203 

Jewelry Metals Picture for °53 
Viewed with Optimism by 
NPA Official. Nov:183 

Outlook on Aluminum Supply 
Darkens as Production Lags. 
Dec :142 


_O-— 


OPS 


Takes Action Against Firms 
Violating Pricing Orders. 
June :156D 

Issues Pricing Order for Watch 
and Clock Assemblers. June: 
156H 

Handmade Glassware Producers 
Allowed Price Increase by 
OPS. July:182 

Issues New Pricing Order for 
Manufacturers. Sept:208 


Mirs. Who Gross Unde 
000 Freed from Price és 
' gg Sept :213 
afts Price Controls on yj 
Durable Lines. Sept 1239 
OPS Removes Price Contro}, 
from Jewelry; Watches 
Clocks, Plated Ware Not E;’ 
empt. Oct:203 , 
Retain Your Pricing R 
Nov :181 | a 


al. 


PEARLS 


Mid-Season Fashions Point t 
Spring Profits. Jan:90 

Trade Practice Rules for Peag| 
Industry Promulgated hy 
FTC. March:199 

Pearl Testing at Gem Trade 
Laboratory. May :120 

Pearls Are Making New Fashion 
Headlines. June :36 

A Short Course in Gemology 
July :100 


PLATINUM 


Platinun Demand Exceeded 
Supply in ’51. Feb:189 

(“ontrol Officials Conside; 
Change in Platinum Order 
July :178 


PROMOTION 
General 


Figuring tor ‘Fifty-Two.’ Jan 
‘Neither Snow Nor Rain.” Jan: 
7 


‘Read All .\>out It!’ Jan:80 

“You’re On the Air!” Jan:82 

“Out of Sight, Out of Mind.” 
Jan :84 

‘Front Row, Center.” Jan: 

1952 Calendar of Promotion 
Events. Jan:88 

A Valentine Display That Says 
‘Gifts Are a Mutual Affair.’ 
Jan :94 

Discount Competition Can Be 
Offset by Using Jewelers’ Ad 
vantages. Jan:100 

Valentine Disp'ays That Ma- 
jored in Gifts of Lasting 
Pleasure. Jan:102 

Quality is the Theme But Ad 
vertising Misses No _ Selling 
Points. Jan:104 

Television—A Second Point of 
Sale. Jan:108 

National Valentine’s Day Coun. 
cil Sets 1952 Program. Jan: 


Sweets and Jewelry for the 
Sweetheart. Jan:129 . 
Patterned on National Quiz 
Program, Jeweler’s Local 
Ouiz Pulls Traffic. Jan:130E 
Valentine Card Exhibit Draws 
Crowds. Jan:130G 
Lambert Brothers Show Jewelry 
at “For Men Only” Party. 
Jan:178 
Free Shamrock Plants Draw 
Store Traffic on St. Patrick’s 
Day. Feb:140 
Denver Store Attracts High 
School Set During Valentine's 
Day Promotion. Feb:142 _ 
Free “Talking” I.etter for Ser- 
vicemen Garners Good-Will 
and Extra Sales. Fel :145 
“Meet Your Merchant’ Articles 
Promote Local Stores. Feb: 
163 
Easter is Opportunity for Jewel: 
ers to Stress Gift Angle for 
All Lines. Mareh:112 _. 
Reputation Does Make a Differ. 
ence! March :116 
‘Budget-Price’ Promotions Bring 
New Customers and Bigger 
Sales. March :120 
Free Newspapers for Hospital 
Patients Creates Good Will for 
Jewelers. March :156 
‘Trinle Welcome’ to Incoming 
Families Builds Goodwill. 
March :163 ' 
Gift Suggestions for Mother's 
Day. April:133 
Graduation Booklet Fosters Cift 
Sales. April:141 
Predicts Biggest Mother’s Day 
Business. April :142 
Community Program Builds 
Mother’s Day Business. April: 
143 
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Should 1 have an Anniversary 
Sale? April:148 - 
The John Bean Golden Gift 
Club. April:149 

IC Outlines Promotion Plans 
for Mother’s Day in Idea 


k. April :204 
— is Best Approach for 


. it 
me oe Community Jeweler. 
May :124 


Ideas for Creating Father’s Day 
Sales. May :156 

Window Display Features Giits 
for Dad and the June Gradu 
ate. May :138 

Sell Father First tor lather’s 
Day Sales. May :146 

Friday Night Specials Draw 
Traffic. June: 128 

Promotion Pioneering Maintains 
Leadership in Sales. July :80 
Anniversary Celebration Up- 
Dates 75 Years of Branded 
Lines. July :104 

Keeping His Name Before the 
Public. July: 

Store ee Ties-in With 
Life. July: 120 

‘One Good Deed Deserves An- 
other.’ July :147 

‘Precious’ Potato Displayed in 
Jeweler’s Window. July :150 

Jeweler and_ Florist woe Stage 
Fashion Show. July:1 


School Time is Gift Time for. 


Jewelers. Aug:128 
Showmanship Makes Headlines. 
Aug:134 
Personality Via the Airways. 
Aug :136 
Texas Jeweler Ties-in Woh Hit 


Motion Picture. Aug:178 
Jeweler Conducts B: iseball Bate 
larity Contest. Aug:1 

Christmas Sales Help al the 
Bank. Sept:108 

‘leweler’s Night at the Ball 
Game.’ Sept:150 

A Sales-Minded City! Sept:196 

Greeting Cards Stop the ‘Pass- 
ing Parade.’ Oct:134 

House Warming Promotion 
Gains Patronage of New 
Home Owners. Oct:144 

Confidence —— Build This 
Store. Oct:151 

Free Gasoline Offered to New 
Charge Account Customers. 
Oct :155 

A Free Ride with Every Pur- 
chase. Oct:158 

Window Display Promotes En- 
graved Stationery and Christ- 
mas Cards. Oct:161 

Newspaper Column for Bowlers 
Sronsored by Jeweler. Oct: 
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Talking Santa Claus Used in 
Lobby of Kay Stores. Oct: 
198 

Ideas that Sold in Christmas 
Ads. Nov:120 

1902 Prices Attract Record 
Crowds. Nov:138 

Mrs. Connecticut Beauty Con- 
test Co-Sponsored by Jeweler. 
Nov :140 

Wyoming Jewelers Make Cood 
7. Confederate Money. Nov: 


Foothall Scoring Contest Spon- 
sored by Teweler. Nov:151 
‘Paperw eight? Scenes Make 

Yovel Atmosphere Motifs for 
Christmas Displays. Nov:154 
Stag Night Attracts Male Cus- 
tomers. Nov :167 
The Finest Things in Life Are 
Here. Dec :96 
Jewelry Store Serves as Meet- 
ing Center for Civic Club. 
Dec :130 
Retailers Organize to Activate 
Monday Shopping. Dec:134 
Appliances 
Electric Housewares Industry 
Plans Expanded Gift Cam- 
paign for 1952. Jan:112 
How to Start Your Campaign 
ee Appliances. April: 
) 
Gift ‘Angle’ Booms 
Shaver Promotion. 
Brides 
Publicizing the Bridal Depart- 
ment. March:165 
Unusual Bridal Service Builds 
ae and Sales. March: 


‘IT Do’ Theme Sets Mood for 
Store-Wide Bridal Promotion. 
April: 104 

Follow Through Merchandising 
Makes Sales. Nov:152 

Table Display Features Prefer- 
ences of Brides-to-be. Nov:166 


Savitt’s 
April :174 


FOR JANUARY, 1953 


Cameras 
Christinas Promotion Helps 
Boost Camera Sales. Nov:163 


China and Glass 
Coordinated Selling Stars China- 
Glass-Silver. Jan:161 
China and Glass Promotion Pro- 
ram Covers All Markets. 
une :82 
‘Five Year Plan’ Makes Table- 
ware Lines Top Volume Pro- 
ducers. July :142 
Cooperative 
Courtesy Parking Plan Builds 
Goodwill and Sales. Jan:98 


Cooperative Purchasing Plan 
Aimed at Follow-up Sales. 
March :12 


Cooperative * advertise Makes 
Town Graduation-Gift Con- 
scious. April :139 

Cooper: itive Christmas Promo 
tions Keep Holiday Shoppers 
at Home. Sept :130 


Diamonds 
Educational Program ‘Tells and 
Sells Diamond Customers. 
Feb :98 
Sentiment Sells Diamonds. May: 


34 

Roll Out a Red Carpet of Con 
fidence. May:88 

The Answers to These 10 Key 
Questions Sell Diamonds. 
May :90 

Don’t Overlook Fashion in Your 
oo Merchandising. May : 
9 

'1:-Store Displays Are Impor 
tant to the Diamond Presenta 
tion. May:100 

A Bridal Window to Initiate 
Your Diamond Promotion. 
May :102 

Building Confidence. May :104 

Outside Lectures Boost Diamond 
Sales. May :140 

A Tale of Potatoes and a Dia- 
mond. May :144 

Tewelry Store Robbery Is 
Turned into First Rate Pro- 
motion. June:105 


Gems 

How to Present the Facts on the 
Characteristics of Stones. 
Marc 

How to Capitalize on the Stone 
of the Month. March:94; 
April:114; May:114; June: 
90; July :92; Aug: 120; Sept: 
124; Oct: 130; Nov: 92: Dec: 


$0 

Gem Education for the Cus- 
tomer and Clerk. April :120 

‘Cem-formation® Promotion. 
May :108 

Giftwares 

These Figures Add Up to Extra 

Business. Jan:148 


Luggage 
Luggage Sale Keeps Business 
Active Following Holiday 
Season. Nov.149 
Leather Products on Parade. 
Dec :94 ‘ 


Repairs 

ustomer Satisfaction is Best 
Advertising in Building Re- 
pairs. Jan:10 

Free Delivery Service Boosts 
Repair Business from Rural 
Areas. Nov:163 

Rings 

New Year Season Ideal for 
Birthstone Promotion. Jan:116 

TIC to Launch Year-Round 
Ring Promotion in March. 
Jan :167 

Rings, Colored Stone. 
and Signet. March:85 

What is a Ring _ Prospect? 
March :&6 

What Will Stimulate the Cus- 
tomers’ Existing Desire for 
Rings? March :88 

How the Romance of Rings and 
Stones Has Profited Jewelers 
for Centuries. March :90 

How to Plan a Year-Round Dis- 
play Campaign for Rings and 
Colored Stones. March :96 

How to Use Your Windows to 
Initiate Your Ring Selling 
Campaign. March :97 

How to Use Style to Sell Rings. 
March :98 

How to Catalog the General 
Types and Designs. March: 


100 

How Other Jewelers Have 
Proved Rings Can Be Profit- 
able (Colored Stone). March: 


— 


Emblem 


How Other Jewelers Have 
Proved Rings Can Be Profit- 
able (Class Rings). March: 
0 


104 

How Other Jewelers Have 
Proved Rings Can Be Profit- 
able (Jade Jewelry). March: 


106 

How Other Jewelers Have 
Proved Rings Can Be Profit 
able (Emblem Rings). March: 
108 

How Other Jewelers Have 
Proved Rings Can Be Profit- 
able (Rings in General). 
March :110 

Follow Through’ on 
April :112 

TIC Releases Ring Promotion 
Aids. April:118 

Romance of Gems Sells Rings 
and Jewelry Over the Air. 
April :124 

June Accents on Rings. May :110 


Silver 
Jewelry Store Recital Launches 
Pianist ane New Silver Pat 
tern. Jan:! 
Extra-Piece Emphasis Sets Apart 
Jewelers’ Windows. jan :136 
Waste Window Becomes a Fea 
ture for Sterling Displays. 
Jan :163 

Consistent Silver Promotions 
Earn ‘“‘Headquarters” Tag for 
Oklahoma Store. Feb:148 

Regular Promotion Keeps Silver 
Club Active. March :182 

A Texas Jewelry Store Makes 
Friends with Graduating 
Classes. March:183 

Successful Promotion Ideas that 
Build Silver Sales. April :94 

5 Easy Steps Toward More Sil- 
ver Sales. April :98 


Rings. 


Tableware ‘Festival’ Attracts 
30,000 to City-Wide Event. 
April: 204 


Today’s High School Student— 
Tomorrow’s Silverware Cus. 
tomer. May: 156 

There’s Romance in ‘Table Top 
Fashions’—Sell It! June:78 

Training Tomorrow’s Customers. 
Tune :136 

National Magazines Keep Con 
sumers Up-to-date on ‘Table 
Top Fashion.’ June:148 

Coordinated Tableware Displays 
to Catch the Eye of the Au- 
gust Bride. July :84 


Watches 
‘We Have the Unusual Watches.’ 
Aug :152 
There’s Something About a 


Watch. Oct :95-101 
The Watch Fashion 
Oct :106 
Window Promotion Sets Watch 
Names to Music. Oct:110 
‘Tewel Treatment’ Sells Watches 
from $65 to $35,000, Oct:112 
Parade of Lines Emphasizes Ex- 
tent of Watch Department. 
Met :120 


_R- 


Parade. 


REPAIRS 


(See also “*Horology”’—“Tech 
nical’’) 

Customer Satisfaction is Best 
Advertising in Building Re.- 
pairs. Jan:1 

Workshop Jucstons and An- 
swers. Jan:196; #£Feb:220; 
March :238; April:236; May: 
218; June:182; July:210; 
Aug :250; Sept :228; Oct :236: 
Nov:214: Dec:166 

Selling the Repair Job. Jan:106 

Small Ads on Small Wateh 
Service Pav Off. Tuly:144 

It’s Watch " sameeel Time ! 
Aug :101 

Repairmen or Merchants? Aug: 
102 


TIC and Suppliers Provide Mer- 
chandisinge Support. Aug:106 

Give the Repair Department a 
hance in Your Windows. 
Aug:108 

Signposts to Service in the Store. 
Aug :109 

Repair Work is Insurance for 
the Small Store. Aug:110 

Receipt or No Receipt? Aug:112 

Clock Repair Specialty Gives 
Lead ft ‘Carriage Trade’ Sales. 
Aug:11 

Top- Billed Repair Operation is 
Engineered for Service Effi- 
ciency. Aug:114 


Window Display Highlights 
Store’s Service Department. 
Aug:144 

Florida Jeweler Emphasizes 
Quality Watch Repair Ser- 


vice. Aug:158 


Jeweler Cashes in on Hobbies. 


Aug :164 
Profits Are Necessary Too! 
Sept :110 
Are You Getting All You 


Should From Your Repair De 
partment? Sept:112, Oct: 118 
Free Delivery Service Boosts 
Repair Business from Rural 
Areas. Nov:183 
Free Watch Inspection Offered 
to Elmira Residents. Dec:114 


RINGS 


New Year Season Ideal for 
Birthstone Promotion. Jan :116 


TLC to §©Launch Year-Round 
Ring Promotion in March. 
Jan :167 


Colored Stone, Emblem and 
Signet. March :85 
What is a_ Ring 
March :86 

What Will Stimulate the Cus 
tomers’ Desire for Rings? 
March :88 

How the Romance of Rings and 
Stones has Profited Jewelers 
for Centuries. March :90 

How to Present the Facts on the 
Characteristics of Stones. 
March :92 

How to Capitalize on the Stone 
of the Month. March 794 

How to Plan a Year’Round Dis- 
play Campaign for Rings and 
Colored Stones. March :96 

How to Use Your Windows to 
Initiate Your Ring Selling 
Campaign. March :97 

How to Use Style to Sell Rings. 
March :98 

How to Catalog the General 
Type and Designs. March :100 

How Other Jewelers Have 
Proved Rings Can Be Profit- 
= (Colored Stones). March: 


Prospect. 


How Other Jewelers Have 
Proved Rings Can Be Profit- 
able (Class Rings). March :104 

How Other Jewelers Have 
Proved Rings Can Be Profit- 
— (Jade Jewelry). March: 


How Other Jewelers Have 
Proved Rings Can Be Profit- 
_ (Emblem Rings). March: 


08 
How Other Jewelers Have 
Proved Rings Can Be Profit- 
able (Rings in  Ceneral). 
March: 110 


The Lost Signet Ring of King 


Solomon. March :144 

Explicit Plans for Year-Round 
Ring Program For Retailers 
Set Forth in JIC Idea Book. 
March :200 

Follow 
April:1 

How to Capitalize on the Stone 
of the Month. April: 114, 
May:114, June:90, July :92, 
Aug:120, Sept:124, Oct:130, 
Nov :92, Dec:80 


1 hrough on _ Rings. 


TIC Releases Ring Promotion 


Aids. April:118 
Gem Education for the Cus- 
tomer and Clerk. April:120 
Tune Accents on Rings. May :110 
Fall Fashions Need Colored 
Jewel Contrasts. July :82 
Educational Windows Sell Rings. 
Aug :126 


Ss. 


SALES TRAINING 


(See also “Business Manage- 
rent’ — “Employee Rela- 
tions’’) 

How to Sell Diamonds. Dec:54 

ae w — Watches and Clocks. 
Jee: 

How to Sell Silverware. Dec:58 

How to Sell China and Glass. 


Dec :60 

How to Sell Colored Stones, 
Rir.~s and Jewelry. Dec :62 

How to Sell Appliances and 
Gift Accessories. Dec :64 

A Glossary of Selling Informa- 
tion. Dec :66 
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SILVER 


(See also " ‘Advertising”’ — “Dis- 
play’ — ‘Merchandising” — 
“Promotion’’) 

Jewelry Store Recital Launches 
Pianist — New Silver Pat- 
tern. Jan:1 

Extra-Picce Emphasis Sets Apart 
Jeweler’s Windows. Jan:136 

Coordinated Selling Stars China- 
Glass-Silver. Jan:161 

Waste Window Becomes a Fea- 
ture for Sterling Displays. 
Jan :163 

Are You Aware. Jan:193 

Consistent Silver Promotions 
Earn ‘“‘Headquarters” Tag for 
Oklahoma Store. Feb:148 

Silverware Window Panels Fa- 
_ Pattern Display. Feb: 


Slight Decrease Noted in ’51 
Silver Consumption. Feb:192 

Easter is Opportunity for Jewel- 
ers to Stress Gift Angle for 
All Lines. March:112 

Cooperative Purchasing Plan 
Aimed at Follow-up Sales. 
March :122 

Easter Breakfast Table Stimu- 
lates Interest in Tablewares. 
March :163 

Unusual Bridal Service Builds 
Good-Will and Sales. March: 

8 


6 

Regular Promotion woe peer 
Club Active. March:1 

A Texas Jewelry Store Makes 
Friends wit Graduating 
Classes. March :183 

— Fashion Parade. April: 


Silver in the Window. April :92 

Follow Through with In-Store 
Displays. April :93 

Successiul Promotion Ideas That 
Will Build Silver Sales. April: 


4 

5 Easy Steps Toward More Sil- 
ver Sales. April:98 

Tableware ‘Festival’ Attracts 
30,000 to City-Wide Event. 
April :100 

If the Customer Asks. April: 


102 

‘I Do’ Theme Sets Mood for 
Store-Wide Bridal Promotion. 
April :104 

‘Live’ Card File Aids Bridal 
Sales. April :145 

Fashion Keynote Underlies 
JIC’S New Nationwide Silv 
Sales Promotion. April:204 

Today’s High School Student— 
Tomorrow’s Silverware Cus- 
tomer. May:156 

There’s Romance in ‘Table Top 
Fashions’—Sell It! June:78 

‘Cift Center’ Title Must Be 
— and Maintained. June: 
3 


Training Tomorrow’s Customers. 
June :136 

National Magazines Keep Con- 
sumers Up-to-Date on ‘Table 
Top Fashions.’ June:148 

Store Design Coordinates ‘Table 
Top’ Selling. July :74 

Do You Really Know the Filat- 
ware Market? July:78 

Coordinated Tableware Displays 
to Catch the Eye of the 
August Bride. July :84 

Home Fashion Slant Appeals to 
Wider Market for Table Top 
Wares. July:128 

Silver on Parade for Every Cus- 
tomer. July :133 

‘Five Year Plan’ Makes Table- 
ware Lines Top Volume Pro- 
ducers. July :142 

Silver Design and Architecture. 
July :153 

Display and Incentive Plan Lift 
Sales Ratio on Silver Hollow- 
ware. Aug:172 

Elbow Room for Growing Table- 
ware Sales. Aug:192 

— on Silverware. Sept: 

A 


Coordinated Tableware Merchan- 
ising Means Coordinated 
oe in All Three Lines. 
Sept :168 

Silver, Wall Display Unit Helps 
Overcome Space Problem. 
Sept :176 

Presenting China and _ Glass. 
Sept :184 

Florida Jeweler Spotlights Silver 
for Christmas Gifts. Oct :160 

Store-Wide Emphasis Placed on 
Silver for Christmas Shoppers. 
Oct :178 

Silver for Christmas. Oct:178 

Follow Through ner paca 
Makes Sales. Nov:152 
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‘Capsule Display’ Overcomes 
Space Limitations. Nov:162 

Table Display Features Prefer- 
ences of Brides-to-be. Nov: 
166 


Geary’s Makes Successful Spe- 
cialty of Table-Top Wares. 
Dec:118 

Complete Merchandising  Pro- 
eram Headlines Store as Table- 
ware Headquarters. Dec:122 


_T— 
TARIFF 


Decision on Watch Tariff Not 
wv Until February. Jan: 

Secrecy Shrouds Commission’s 
Program on Watch Tariff. 
March :200 

Watch Tariff Issue Unsettled as 
Deadline for Report Nears. 
June :155 

Report on Watch ge Sent to 
White House. July:1 

Truman Appoints 12- Man Board 
to Investigate Curbs on 
Foreign Trade. Aug:215 

Truman Refuses Boost in Watch 
Tariff; Denies Imports Hurt 
Domestic Industry. Sept :200 

Tariff Commission to Probe Im- 
ports of Watch Attachments. 
Nov:199 


TAXES 


Truman’s Demand for New 
Taxes Expected by Mid-Janu- 
ary. Jan:168 

Parker and Ronson Change Pol- 
icy on 15% Excise Tax. 
March :208 

Bill Before House Unit Would 
Amend Excises on Timepieces. 
June :163 

California, Georgia and New 
York City Tax Out-of-State 
Corporations. July :185 
ax Committee on Alert to 
Launch Fight for Excise Cut. 
Aug :219 

Drive Against Excise Tax to 
Resume When _ Congress 
Meets. Nov:182 

Court Rules Excise Tax Applies 
to Separate Credit Charges. 
Nov :189 


TECHNICAL 


(See also ‘‘Gemology’’—‘‘Horol- 
ogy” ~ 
A New Look at Zircons. Jan: 


Workshop Questions & Answers. 
Jan:196; Feb:220; March: 
238; <April:236; May:218; 
June:182; July:210; Aug: 
250; Sept:24; Oct:236; Nov: 
214; Dec:166 

A Practical Course in Artistic 
Engraving. Jan:194; Feb: 
216; March:234 

A Short Course in Gemology. 
April:126; May:116; June: 
92; July:100; Aug:118; Sept: 
gle Oct :132; Nov:118; Dec: 


Instruction Book on Chrono- 
graphs. April:165 

Swiss Photo-Finish Cameras to 
Clock ’52 Olympic Events. 
April :214 

Pearl Testing at Gem Trade 
Laboratory. May:120 

White Synthetics May Replace 
Red Rubies in Swiss Watches. 
May :194 

A New Definition of the Chron- 
ometer. May:216 


WATCHBANDS 


Tariff Commission to Probe Im- 
ports of Watch Attachments. 


Nov :199 
WATCHES 
(See also **F’ashion’’—‘‘ Horol- 
ogy” — “Merchandising” — 
“Promotion” — ‘Tariff’ — 
‘“‘Technical’’) 


Decision on Watch Tariff Not 
Likely Until February. Jan: 
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‘Workshop Questions and An- 
swers. Jan:196; Feb :220; 
March :238; April:236; May: 
218; June:182; July:210; 
Aug :250; Sept :228; Oct:236; 
Nov:214; Dec:166. 


Repair Manual on ‘‘Futurema- 
tic’ Watch. Feb:128 
Reputation Does Make a Differ- 
ence! March:116 

Technical Bulletin on Bulova 
Calendar Watch Released 
March :165 

Secrecy Shrouds Commission’s 
Progress on Watch Tariff. 
March :200 

Instruction Book on Chrono- 
graphs. April:165 

Electronic Wrist Watch De- 
veloped by Elgin; Runs on 
Stored Energy. April :203 

A New Definition of the Chron- 
ometer. May :216 

New Swiss Watch Creations 
Stress Style and Utility. May: 
188 


White Synthetics May Replace 
Red Rubies in Swiss Watches. 
May :194 

Booklet Helps Clerks Answer 
Questions on Watches. May: 


For the Cause of Good Watches 
and Satisfied Customers. May: 


222 

From Watch Repairs to Dia- 
mene Sales. June:146 

Watch Tariff Issue Unsettled as 
Deadline for Report Nears. 
June:155 

OPS Issues Order for Watch 
and Clock Assemblers. June: 
156H 

Needed: A New Look at Mer- 
chandising. July :76 

Calendars and Watches — A 
Lie sos A Window Display Idea. 
July :1 

sa Watch Movements 
Manual. July :159 

Report on Watch Tariff Sent to 
White House. July:178 

“Tt’s Watch Inspection Time!” 
Aug :101 

Repairmen or Merchants? Aug: 


Merchandise the Prestige of the 
Watchmaker. Aug:104 

JIC and Suppliers Provide Mer- 
chandising Support. Aug:106 

Repair Work is Insurance for 
the Small Store. Aug:110 

‘We Have the Unusual Watches.’ 


ug :152 

Pocket bag yong Gain in Popu- 
larity. Aug:1 

Swiss Show New Watches at 
New York Press Preview. 
Aug :218 

Profits Are Necessary Too! 
Sept :110 

Are Y ou Getting All You Should 
from Your Repair Depart- 
ment? Sept:112; Oct:118 

Expansion of Youth Watch 
Market Predicted by Elgin. 
Sept :158 

Truman Refuses Boost in Watch 
Tariff; Denies Imports Hurt 
Domestic Industry. Sept:20 

There’s Something About a 
Watch. Oct:95-101 

Watch Sales Begin on Your 
Order Pad. Oct:102 

Ideas that Sold Watches for 
Others. Oct :104 

The Watch Fashion Parade. 
Oct :106 

Watch Parade Window Features 
Names, Types and Price 
Croupings. Oct :108 

Follow-Through Displays for 
Watches in the Store. Oct: 

9 


10 

Window Promotion Sets Watch 
Names to Music. Oct:110 

‘Tewel Treatment’ Sells Watches 
from $65 to $35,000. Oct:112 

‘Once There Was a Watch- 
maker.’ Oct:116 

Parade of Lines Emphasizes Ex- 
tent of Watch Department. 
Oct :120 

Store Reputation Supplements 
Brand Lines for Successful 
Watch Merchandising Pro- 
gram. Oct:124 

Swiss Manuals Guide Servicing 
of Automatics. Oct:216 

Swiss Show New Watches at 
Exhibition in Geneva. Nov: 


196 

French Watch Manufacturers 
Tnitiate Intensive Promotion. 
Nov :199 

Free Watch Inspection Offered 
to Elmira Residents. Dec:114 


WINDOW DISPLAY 
(See also “Display’’—‘‘ Modern- 


ization’’—** Promotion’”’) 
A Valentine Display That Says 


‘Gifts Are a Mutual te? 
Jan: aa Affair. 
alentine Displays Th 
jored in Gifts of lean 
Pleasure. Jan:102 ng 
+ 5 ace Feb :85 
Silverware Window Pan 
cilitate Pattern Display. Fee 


l 
How to Use Your Windows to 


[Initiate Your Ring ¢ 
Campaign. March:9 , tng 
How Other pee ll Have 


Proved Rings Can B 
— (Colored Stones). Mv 


“es aints’ with Gems, March: 


— in the Window. Apri). 
How to Start Your Cam 
- r romote Appliances, yo» 
A_ Bridal _ Window to Init; 
our sane Promotion 
j oo 
une Accents on Rings, May. 
+A g lay: 


Clever Sign Invites Window 
Shoppers to. Enter Store. 
May :132 

Window Display Features Gifts 
for Dad and the June Grady. 
ate. May:138 

A Tale of hey ogee and a Dia. 

mond. May: 

‘Every Dad tas ‘His Day.’ May 


169 

Tree Motif Makes  Colorty! 
Background for Window Dis. 
play of Patterns. June:77 

Outboard Motors in Jewelry 
Store Was Good ‘See’ Story. 
June :108 

A_ Bridal Window to Follow 
Through on Your Service 
from the Ring to the Table 
uly :86 

Calendars and Watches — A 
Timely Window Display Idea. 
July :126 

‘Precious’ Potato Displayed in 
Jeweler’s Window. July:150 

Give the Repair Department a 
Chance in Your Windows. 
Aug :108 

Educational hed alan to Sell 
Rings. Aug:1 

School Time is Gift Time for 
Jewelers. Aug:12 

Window Display Highlights 
Store’s Service Department. 
Aug :144 

Florida Jeweler Emphasizes 
Quality Watch Repair Service 
Aug:158 

Display Window Used to Dram. 
atize Current Events. Aug: 
162 


China and Glassware Featured 
as Cift Suggestions. Aug :186 
Every Day is a Gift Day with 
a Consistent Gift Theme Pro- 
motion Program. Sept:118 
Jewelry for the Fashion-Minded 
Woman. Sept :144 
Window Disp'!ay Used to Fea- 
ture Gold Jewelrv. Sept:158 
Watch Parade Window Fea. 
tures Names, bg = and Price 
Groupings. Oct:108 
Window Promotion Sets Watch 
Names to Music. Oct:110 
Parade of Lines Emphasizes Ex- 
tent of Watch Department 
Oct :120 
Jeweler Honors_Local Industries 
in Display Windows. Oct: 
147 


Champagne, wry and  Dia- 
monds. Oct:] 

—— Teweler se Silver 
for Christmas Gifts. Oct:160 

Window Display Promotes En- 
graved Stationery and Christ: 
mas Cards. Oct:161 

Silver for Christmas. Oct:178 

Color and Imagination High- 
light Christmas Displays 
Nov:88 

Gift Tree is Center Motif for 
This Easv-to-Make Christmas 
Display Window. Nov:90 

Items to Check on Your Win 
dow Displays. Nov:148 

‘Paperweight’ Scenes Make 

Jovel Atmosphere Motifs for 

Christmas Displays. Nov:154 

‘Capsule Display’ Overcomes 
Space Limitations. Nov:162 

— Your Appreciation. Dee: 


Leather Products on _ Parade. 
ec. 94 
Window Emphasis on _ Shower 


Gifts Produces Dividends. 
Dec :139 
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... in Conclusion 


AT LEAST HE DIDN'T FALL ASLEEP 

Last month one of our friends registered a complaint 
about this department. 

Shamelessly admitting to us that he has fallen into the 
habit of reading this page each month, he objected that 
our offering in the December issue was too long. Said 
he had to finish it and that kept him up too late. 

It’s just flattery like that which keeps our ego lubri- 
cated to the point where we have the free-wheeling 
audacity to crawl up on this soap box each month and 
express our views. 

However, even the most confident of preachers, skillful 
as he may be with the texts of his sermons, must consider 
the wishes of his flock. 

Therefore, this month we present several small lesson: 
on a number of subjects—any of which our friend can 
comfortably postpone to reading until the following night. 


es 


DISSATISFACTION PAYS 


“Nothing is permanent but change” says the old 
philosopher. Bromidic but still true. 

It brings to mind an old story of a dinner held to cele- 
brate the completion of a steel mill. During the course 
of the meal, Andrew Carnegie, the steel king, turned to 
Mr. Schwab who had been in charge of the job. 

“Charlie,” he said. “If you had this plant to build over 
again, are there any improvements you could make?” 

“Certainly,” replied Schwab, “We learned a lot during 
the job and immediately after it was completed.” 

“How much would those improvements cost ?”’ 

“Probably five million dollars.” 

“All right.” said Carnegie, “Start making them to- 
morrow.” 

Thus, a day after a “modern” steel mill was completed, 
the boss went back into the job to make it still more 
modern. 

Similarly, the retail jeweler should never consider thai 
his plant is as modern or as efficient, as it can or should 
be. For the shopping habits of the public are ever- 
changing. 

That is why we label our series of modernization arti- 
cles in this issue “A Moving Picture.” Study the material 
offered in this issue—even though you may not at the 
moment be in the position to do an entire remodeling job. 
Remember, an improvement here—or there—may make 
an important difference—you don’t have to tear your 
heart out to bring your store up-to-date. 





WHAT'S THAT AGAIN? 


Over ten thousand inquiries are received by JC-K each 
year. 

We are happy to have such dramatic evidence of trade 
respect and we're right proud of our high batting average 
in supplying the answers to so many of these questions. 

Now most of this mail is of a reference nature, where 
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our files and library frequently represent the only source 
for such information. In those cases we are happy to 
serve. 

But there are other requests, from which we get go 
lift. They are the ones asking for tearsheets of articles 
from recent issues, articles on subjects, which during 
the month of the issue, the jeweler had no pressing 
interest in. Three months later, now urgently in need of 
the information, he writes in for copies or tearsheets. 
\ll of which could have been eliminated if a file of 
JC-K’s, or a scrapbook of material of lasting value were 
maintained, 

Unfortunately, more often than not, we cannot meet 
such requests, because our supply of back copies js 
exhausted. In those cases we are as disappointed as the 
jeweler. 

That is why we suggest you keep a library of JC-K 
lor at least the two preceding years. 

To make it easy to refer back to material you have 
seen and now want, we publish in this issue, as we have 
in previous January issues, an index of the editorial 
material which appeared in the 12 issues of the previous 
year, all listed by subjects, “diamonds,” “watches,” 
“silverware,” “gems.” “window displays,” etc., etc. 

So keep your copies of JC-K, use the index in the 
January issues—save yourself the time of those “How’s 
That Again?” letters. 


ON EXCISE TAXES 


Remember the story of the six blind Hindus who 
through their sense of feel attempted to visualize and 
describe an elephant? One grabbed the tail of the animal 
and exclaimed, “It’s like a snake,” another, encircling a 
leg said, “It’s like a tree.”—And-so on each blind man 
had his own misconception of what an elephant looked 
like as a whole. 

Now the jewelry industry is not just the silverware 
business. It is not just a business of diamonds, karat gold 
and platinum pieces of personal adornment. Neither is it 
only a business of costume jewelry or of watches. Also 
it is not merely the retailing of such items through “cash” 
stores, nor is it just such retailing by “credit” stores. 

It is all these things, of course. but “in the whole,” it is 
the business of manufacturing and distributing items 
which are essential to our economy and to our American 
way of living. That is why we all resent the inequity of 
being saddled with a 20 per cent excise tax, while other 
less essential commodities are tax free. 

If our legislators in Washington could “see” our indus- 
try and understand it as a “whole,” perhaps their mis- 
conception could be corrected—their cooperation en- 
listed. 

To accomplish this, our industry should present itself 
to Congress “in the whole”; not in the form of a number 
of different elements. no one of which is the jewelry; 
industry. 

As a whole we are big and strong—and understandable. 
Through unity lies relief. 


Meces 


F. = 
Editor 
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j “‘Sweetheart”’ of a traffic magnet for 












SWEETHEART-SHAPED 
RELISH SET 


...a ‘natural’ for everyday gifts and for Valentine’s Day! 





Here’s the ‘‘second edition” of 1847 Rogers Bros.’ tremen- 
dously successful 3-piece relish set of 1952! It’s the same 
pure crystal in attractive new heart shape! 


Typical 1952 ‘‘success story’: Broadway Department 
Store, Los Angeles, sold over 1300 sets in short time! Other 


6S >3 
weetheart stores still reordering relish sets by the gross! These reports 
of a step-up % . point to an even bigger record-breaker run for the 1953 
' yy ye niles s- “ version ‘‘Sweetheart” set! 
sales-maker! 4 oS 
—_— | , .< 


Every relish-set sale Yoel 
Invites acomplete52- ~ A 
piece set sale. Special 
newspaper mats are 
available to help you 
get’em! Write: Adver- 
ising Department, 
1847 Rogers Bros.., 
Meriden, Conn. 





1847 ROGERS BROS. 


AMERICA’S FINEST SILVERPLATE 
A Product of The International Silver Company 
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You, 


To the thousands of jewelers who have 
so enthusiastically welcomed our new line— 


EIDA COMMUNITY. 











Sitter ing 


our most sincere thanks 


The fact you ordered, and sold, so much of this new sterling 
fully justifies our confidence (and yours) that Oneida 
Community (QO) (C) Sterling would fill an important place 
in the silverware business. 

Here is a name your customers KNOW, TRUST and 
PREFER! 

Your orders for the two fresh new patterns, Melbou:ne 
and Engagement, exceeded our expectations. They gave 
your customers a perfect pattern choice in traditional or 


modern design. 





We will continue to place in 1953 important, distinctive 
advertising of this new line in magazines reaching millions 
of sterling customers. This advertising will give you shoulder- 
to-shoulder assistance in selling Oneida Community (QO) (C) 


Sterling to your customers. 





ONEIDA Lr. 
Oneida, N. Y. 


*rRADEMARKS OF ONEIDA LTD., ONEIDA, N. Y. 





